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Study Methodology

Objective: Understand the role that
media plays throughout the process
of purchasing life insurance
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Key Findings

Shoppers who research and purchase life insurance online are
a highly valuable audience

Online Researchers purchase life insurance in a shorter time

2 All On-liners tend to buy larger and whole life policies
3 frame

Search is a key element in response to life insurance options
4 for the online research segment throughout the purchase
process

thinkfinance
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Profiling the Life Insurance Buyer
Landscape




43% of Buyers Perform an Activity Online

Share of Online and Offline User Segments

All On-liners
24%

Does
Some_thing — All Off-liners 57%
Online Research
43% Offline/Purchase
On 10%
Research
T On/Purchase Off

9%

Source: Google/Harris Life Insurance Study May 2009
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Opportunity Continues to Shift Online

Likelihood to Use the Internet to Research Life
Insurance for New Policies or Changes

m Definitely/Probably Will
m Unsure

u Definitely/Probably Won't

Source: Google/Harris Life Insurance Study May 2009

Q760 How likely are you to consider using the internet to research life insurance the next time you are in the market for a new policy or to make a change to
the life insurance you already have?

Base: Qualified Respondents

thinkfinance
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Profiling the All Online Life Insurance Shopper

59% male

High Earning
Average HHI of 585,500
68% more likely to have HHI of $100k+ than All Off-liners

Slightly Younger
59% are 25-44 years old

Highly Engaged in Online Activity
53% use the internet 22+ hours per week, roughly twice
as likely than All Off-liners

67% Primary Household Decision Makers
One-third more likely to be the primary decision maker
compared to All Off-liners

thinkfinance
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Comparing All On-liners to All Off-liners

All On-liners All Off-liners
59% male/41% female 42% male/58% female

Avg. HH income = $72,200

Avg. HH income = $85,500
(19% $100k+)

(32% $100k+)

Older: mean age 49 years

Younger: mean age 41 years
(39% are 55+)

(20% are 55+)

53% heavy internet usage
(22+ hours/week)

34% heavy internet usage

(22+ hours/week)

67% primary HH decision-maker 49% primary HH decision-maker

tnl n KTI na nceource: Google/Harris Life Insurance Study May

vith Go 8le Base: All On-liners (n=260) ; All Off-liners (n=710) Google Confidential and Proprietary 8
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Purchasersin Market

Online Shoppers Buy Larger Policies

Purchase a Policy $100k - $500k

60%

+63 pct

52%

50%

40%

30%

20%

10%

0%
All Off-liners

thinkfinance
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All On-liners Online Researcher / Offline Offline Researcher / Online
Purchaser Purchaser

Source: Google/Harris Life Insurance Study May 2009

Q717 Who was the policy for?
Q716 What was the approximate size of the policy you obtained most recently? Please select all that apply.
Base Qualified Respondents

Google Confidential and Proprietary 10



All On-liners Most Likely to Buy Whole Life

% Purchase a Whole Life Policy

100 -
80 -
64%

60 -

Not Sure

42% 41% '
e S 0 Term Life
O Both

20 - m\\Vhole life

O _
All Off-liners All On-liners Online Offline
Researcher/Offline Researcher/Online
Purchaser Purchaser

. L ]
th I n kfl na nce Q715 And what type of life insurance did you purchase in the past 12 months?

' Google Base Qualified Respondents Google Confidential and Proprietary ~ 11



Purchasers in Market

All On-liners Have Shorter Purchase Cycle

60%

50%

40%

30%

20%

10%

0%

Purchase Cycle in 6 Months or Less

+49pct

37%

All Off-liners

thinkfinance
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l 55%

39%

All On-liners Online Researcher / Offline
Purchaser

Source: Google/Harris Life Insurance Study May 2009
Q705 How long, prior to purchasing life insurance in the past 12 months, had you been considering it?
Base Qualified Respondents

41%

Offline Researcher / Online
Purchaser

Google Confidential and Proprietary 12



A High Opportunity to Cross-sell All On-liners

Products Planned to Purchase in Next 6 Months

All On-liners
60% -

50%

50% -
44%

40% -

37%

30% ~
20%

16%
20% -

8%

Purchasers in market

10% - All Off-liners

0%' T T

Auto/vehicle insurance Home, renter or personal property Medical/healthcare insurance
insurance

B Auto/vehicle insurance = Home, renter or personal property insurance ®Medical/healthcare insurance

Source: Google/Harris Life Insurance Study May 2009

. L ]
th I n kfl na nce Q615 And which of the following types of insurance products and services, if any, are you likely

to purchase or update in the next six months?

1Google Base: All On-liners and All Off-liners Google Confidential and Proprietary ~ 13
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Reasons for Using the Internet for Research

Could do it on my own time/schedule 63%
Saves time

Ease of use

Comparisons easier online/one stop shopping
To learn more about my options

Don't need an appointment

Easier than other resources

Not left on hold for phone quotes

Following up on an offer | received in the mail

See what others’ opinions were (social network)

Following up on something saw in other form of
media

Following up on an advertisement

Other
* The majority of “other” responses were related to not having to deal with a
salesperson/no pressure

Source: Google/Harris Life Insurance Study May 2009
Q905 Earlier you indicated that [INSERT % ONLINE FROM Q736] of your life insurance research was

- L]
th I n kfl nance conducted online. Which of the following are reasons you used the internet to research life
insurance? Please select all that apply.

with Gox 8[6 Base: Researched Online (n=477) Google Confidential and Proprietary 15



Online Quotes Important to Majority

83% of All On-liners
&
34% of Offline Researcher/Online Purchasers
requested an online quote

Importance of Online
Quote in the Purchase

B Very Important/Important
m Neither Important or Unimportant

Unimportant/Very Unimportant

. . Source: G-nce Study May 2009
th I n kfl na nCt Q641 How important in your purchase was the online quote?

Base: Requested a quote online (n=281) ) ) )
vith Go 8le Google Confidential and Proprietary
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Online Quotes are Desired among Most Purchasers

Appeal of Online Quote for Future Purchases

B Extremely/Very Desirable
B Somewhat desirable

I Not at all Desirable

Source: Google/Harris Life Insurance Study May 2009

- L]
th I n kfl nance Q765 How appealing is it to you to be able to request and obtain life insurance price quotes online?

. Base: Would Not Reject Using The Internet (n=1283) ) ) )
with Gor -8[6 Google Confidential and Proprietary 17
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Online Quotes Generally are Trusted the Same as a
Quote from a Person

Trust Level of Quote by Source

100%

80% A

60% A

40% A

20% A

0%

1- More 2 3 4 - Trust both 5 6 7 - More
likely to trust equally likely to trust
an ONLINE a quote from
quote a PERSON
thinkfinance
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Search is the #1 Medium for Insurance Purchasers

Sources Which Helped in Research

Financial advisors 315
Friends/family members 309
Search engines 152
Colleagues 141

Corporate websites
Comparison sites

Print

General information sites
Financial content websites

National news websites

Government publications

Television # of respondents selecting each source

a7

“Media” sources are bolded

“Human” sources are in blue 50 100 150 200 250 300 350

h 2 kf' Source: Google/Harris Life Insurance Study May 2009

t In Inance Q755 How did each of your activities help you in your research for life insurance? Please select all the

with Gox 8[6 statements that apply for each research activity. Google Confidential and Proprietary 20
Base: Respondents Who Went For Information And Guidance On The Life Insurance Bought In The

Past 12 Months Among SOURCE



Search Yields High Ad Response

Sought More Information About Life Insurance
- (as a result of seeing advertising)
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Search Supports All Aspects of the Purchase

Cycle

Action Taken in Response to Search Ads

30%
)
)
X 25%
c
S
— 20%
(72)
S
O 15%
0
o
e
O 10%
S
>
a

5%

m Sought more information about life insurance

thinkfinance

' Google

25%
22%

21%

18%

16%

14%

6%

2%
0%

Offline Researcher / All On-liners

Online Purchaser

Online Researcher /
Offline Purchaser

Investigated purchase of life insurance ® Purchased life insurance

Q785 For each type of media where you recall seeing life insurance advertising, which statements best describe
the degree of action you took in response to the advertising? Please select all that apply.
Base: Recalled Advertising
Google Confidential and Proprietary
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Key Findings

Shoppers who research and purchase life insurance online are
a highly valuable audience

Online Researchers purchase life insurance in a shorter time

2 All On-liners tend to buy larger and whole life policies
3 frame

Search is a key element in response to life insurance options
4 for the online research segment throughout the purchase
process
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