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Target segments for benefits
In the next 3-5 years

MIDDLE/MASS 14% 34%
HNW/AFFLUENT 24% 1%

RETIREE/BOOMERS  20% 10%

YOUNG FAMILY 9% 19%
coLl 6% 5%

MILLENNIALS 4%

Savings Products Life and Living Benefits

Majority of companies launch new
products less than once a year

Risk or non-cash Savings or
value products 40 0/0 cash value
Another 47% products

once a year
Living benefits/ 0
0 morbidity COL
products
products

KPIs used for product development and
monitoring are predominantly topline —

premium, face amount, number of policies

Respondents' Most Important KPls for PD
and to Monitor Sales Performance

KPIs most important to PD

" TOPLINE
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KPIs to monitor sales performance

To download the full survey, click here.
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