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Americans’ Attitudes toward Life Insurance 
 

Identity theft or fraud (50%), or death -- personal or of 
spouse/partner (45%) -- rank as top two of 15 scenarios that 

would have most negative effect on family's financial health and 
future 

 
By comparison, and despite current economic woes, Americans 
rank economic recession (23%) 10th, falling home prices (12%) 

15th 
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service and work closely with our clients, while also undertaking global research. To learn more, visit: 
www.ipsos-na.com/pa/us/ 
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Americans’ Attitudes toward Life Insurance 
 

Identity theft or fraud (50%), or death -- personal or of 
spouse/partner (45%) -- rank as the top two scenarios out of 15 
that would have the most extremely negative effect on a family's 

financial health and future 
 

By comparison and despite current economic woes, Americans 
rank economic recession (23%) 10th, falling home prices 15th 

 
New York, NY – According to a new Ipsos survey conducted on behalf of ING about 
American attitudes concerning life insurance, out of 15 scenarios "having your 
accumulated savings stolen because of identity theft or fraud" (50%) and "your death or 
the death of your spouse or partner" (45%) are the two events which would have the most 
extremely negative impact on a family's financial health and future.  
 
Conversely, falling home prices (12%), becoming responsible for an ailing or elderly 
adult (14%) and a stock market crash (22%) are those circumstances which rate the 
lowest in terms of potential negative fallout for a family’s financial health and future. 
 
Interestingly, despite the current economic woes being experienced by Americans, only 
23% indicated that an economic recession would be the most negative on their family's 
financial health and future.   
 
These are some of the findings of an Ipsos/ING poll conducted in two waves—October 
23-26, 2007 with 1004 interviews and January 7-11, 2008 with 1006 interviews.  For 
each wave of the survey, a nationally representative, randomly selected sample of adults 
across the United States was interviewed by telephone.  With samples of this size, each of  
the results are considered accurate within ±3.1 percentage points, 19 times out of 20, of 
what they would have been had the entire adult population in the U.S. been polled.  The 
margin of error will be larger for sub-groupings of the survey population.  These data 
were weighted to ensure the sample's regional and age/sex composition reflects that of 
the actual U.S. population according to data from the U.S. Census Bureau.  Sums of 
percentages do not always add up to exactly 100% because of rounding. 
 
While majorities of Americans rate most of the scenarios as having an extremely or very 
negative impact on their families’ financial health, a majority also agree that they protect 
and save their money better than both their parents and their friends do. 
 
Seven in ten adults say life insurance is something they would not do without, reflecting 
the proportion of adults who say they have life insurance (71%).  However, nearly nine in 
ten say that someone in their situation should have life insurance. 
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Almost one quarter (22%) of those who believe that someone like them should have life 
insurance do not have any. 
 
Many of those who do not think they need life insurance say they already have enough 
saved or that they do not have any beneficiaries. 
 
Life insurance is most widely associated with money for loved ones and for covering 
funeral costs when one dies. 
 
Contacting an agent – either through a referral from a friend or family member, calling 
directly, or using the Yellow pages – are the top three things that adults say they would 
do first if they were interested in obtaining life insurance. 
 
Some of the most important factors when purchasing life insurance are using an agent 
one can trust who clearly answers all questions and being treated like a valued customer.  
Assurance that one is getting a good value is also a top factor. 
 
When deciding how much life insurance is needed, Americans most often turn to their 
insurance agent or financial advisor, their friends or family, or just choose the standard 
option offered by their employer. 
 
Fitting general perceptions of life insurance, majorities say that they would absolutely 
need their funeral costs, a year or two of household expenses, and their children’s future 
education costs to be taken care of should they die suddenly. 
 
Younger Americans tend look to life insurance for taking care of a wider range of needs 
compared with older Americans, including funeral costs, children’s future education costs 
and several years of household expenses.  
 
They are also more likely than older Americans to say that someone in their circumstance 
should have life insurance. 
 
Among those who have life insurance, 67% purchased some through an insurance 
company or agent, nearly as many (66%) get their insurance through their employer or 
union, and nearly half (46%) purchased some through a group or association of which 
they are a member. 
 
Among those who get life insurance through an employer or a union, 46% say it is paid in 
full by the employer or union, 28 % pay for it themselves and 26% say that both they and 
their employer or union pays for some of it.   
 
Among those who purchased life insurance through an agent or company, 56% have a 
permanent policy and 55% have a term policy. 
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Among those who purchased life insurance through an agent or company, 52% asked for 
a certain type when they went to purchase it while 44% only asked for life insurance in 
general. 
 
Americans tend to find electronics easier to figure out than financial matters.  More say 
they find life insurance policies difficult to figure out (41%) than say so of DVD 
recorders (23%) and cell phone plans (35%).  
 
However, even more find mutual funds (57%) and time shares (48%) daunting. 
 
Talking about life insurance with an agent is challenging for most Americans, as just 
17% would choose this over other potentially uncomfortable situations, including bungee 
jumping, having a performance review at work and taking out a mortgage. 

 
For more information on this news release, please contact: 

Nicolas Boyon 
Senior Vice President 
Ipsos Public Affairs 
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