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Overview

• Vince:  Demographic Trends
– Generations primer
– Purchasers of LTCI
– Effects on care landscape

• Lauren:  Attitudinal Trends & Innovation
– Risk control and tolerance
– Social capital and connectedness
– Design thinking
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Generations Primer
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WWII Generation

• Born 1900-1924
• Also called “G.I.” or “Greatest” 

Generation
• Survived the Great Depression and 

won World War II
• Valued self-sacrifice
• Weekly religious service: 51%
• Average of 2.4 children
• Low divorce rate: 20%
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The Silent Generation

• Born 1925-1944
• Born into a time of crisis:  Great 

Depression and WWII
• Served in Korea and Vietnam
• Compliant; honored their elders and 

loyal to old institutions
• Weekly religious service: 51%
• Average of 3.3 children
• Wanted a different childhood for 

their kids
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Baby Boomers

• Born 1945-1964
• Also called the “Me” Generation
• Served in & protested Vietnam War
• Grew up with, but rejected 

traditional values and religion
• Weekly religious service: 38%
• Average of 2.0 children
• 40%+ divorce rate
• Redefined retirement
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Generation X

• Born 1965-1980
• The MTV Generation
• First to use PCs
• Grew up during prosperous times
• First generation of divorced parents
• Fought in the Gulf Wars
• Weekly religious service: 34%
• Embrace social diversity
• Average of 2.0 children
• High rate of single parenting
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Millennials

• Born 1980-2000
• Grew up in the internet age
• Socially liberal
• Weekly religious service: 27%
• “Spiritual but not religious”
• Embrace moral relativism
• Technology savvy
• Disappearance of blue collar work 

and shrinking middle class
• Children of “helicopter parents”
• Waiting to get married; even longer 

to have children
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Purchasers of LTCI
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Age at Issue
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Premium Rates 

Source: 2002-2015 Broker World Surveys
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Buyer Statistics

Marital Status of Individual LTCI Buyers

1990 2010

Reflects overall trend of less marriages

Married

Not Married

Source: AHIP: Who Buys Long-Term Care Insurance in 2010-2011
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Buyer Statistics

Source: AHIP: Who Buys Long-Term Care Insurance in 2010-2011
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PA hearing consumer question:  “Is LTCI only for the 1%?”
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Buyer Statistics

Education Level of Individual LTCI Buyers

1990 2010

Less than High School
High School Graduate
Post High School
College Graduate

Source: AHIP: Who Buys Long-Term Care Insurance in 2010-2011
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Buyer Statistics
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• Lower Issue age in 2010

• Baby Boomers working longer 
than the Silent Generation

Source: AHIP: Who Buys Long-Term Care Insurance in 2010-2011
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Buyer Statistics
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Buyer Statistics
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Reflects more people encountering LTC with a family member
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Buyer Statistics

Source: AHIP: Who Buys Long-Term Care Insurance in 2010-2011
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Transition to Hybrid Products
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• Premiums for combo products have overtaken stand-alone LTC
• Important to note that most combo premiums are single premiums
• Shift to hybrids correlates to shift to Boomers as purchasers
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Effects on Care Landscape
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Population Demographics

From   2005 to  2050
the elderly population will grow from

50m to 110m(ages 60+)

The ratio of caregiver to 
care-receiver will drop

7 to 1
to 3 to 1 in 2050

from in 2010

LTC spending will more than double

1.3%
GDP 3.0%

2000 to 2050
from

GDPto

Source: The Aging of the Baby Boom and the Growing Care Gap (AARP Public Policy Institute) and the Bipartisan Policy Center
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Population Demographics

2005 2025 2050

Percentage of 80+ year olds more than triple from [x]% to [x]% 2005-2050

Source: US Census Bureau 2015 Projection Population
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Future Changes in LTC

• Generation receiving care will start to flip to Baby Boomers
• Rate of care givers to care providers will drop dramatically
• Both will drive changes in care delivery

The Silent 
Generation

Baby 
Boomers

Generation 
X

Source: US Census Bureau 2015 Projection Population
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Generational Comparison – Baby Boomers

Boomers will live longer, but are generally less healthy
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Generational Comparison – Baby Boomers

Source: CDC/NCHS, National Health Interview Survey, 1997–September 2015, Family Core component.
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Current Care Landscape

• Who:
– Recipients: Silents
– Informal caregivers: Boomers
– Formal caregivers: GenXers

• Generational dynamic:
– Silents accept how things are
– Do not want to burden children
– Busy, mobile children; 
– Social isolation
– Low tech, current health system

• Where:
– Home
– Assisted living facilities
– Nursing homes
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Emerging Care Landscape

• Who:
– Recipients: BB
– Informal caregivers: GX
– Formal caregivers: MG

• Generational dynamic:
– BBs will demand change
– Will not expect help from children 
– Will not tolerate isolation
– Will want to keep their toys

• Not “Where” but “How”:
– Emerging tech deployed
– More efficient, less labor intensive
– At home via “smart homes”
– Lifestyle preservation “places”
– Amenities, mobility, social interaction
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THE INSURANCE INDUSTRY MUST FIND 
INNOVATIVE SOLUTIONS TO THE 
“PROTECTION GAP”

Population
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SITTING 
INSIDE THE 

JAR

YOU CAN’T READ THE LABEL 
WHEN YOU’RE…

INNOVATION
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INSIGHT

IDEAEXPERIENCE

INNOVATION

INNOVATION
STARTS WITH 
UNDERSTANDING 
THE CUSTOMER’S 
NEEDS, ATTITUDES, 
BEHAVIORS AND 
DESIRES. 



LOOKING TO THE PAST: 

HOW THE NATURE OF RISK 
HAS CHANGED

A HISTORICAL LENS
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IN 1900, 
THE WORLD WAS FULL OF 
UNCONTROLLABLE RISK.

A HISTORICAL LENS
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ACUTE ILLNESS.

INFECTIOUS DISEASE.

65+ COHORT ONLY 4% OF U.S. 
POPULATION.

BACK THEN…

A HISTORICAL LENS
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ADVANCES IN MEDICINE.

CHRONIC ILLNESS.

BY 2020, 65+ COHORT WILL BE 
19% OF U.S. POPULATION.

NOW…

A HISTORICAL LENS
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UNSAFE LIVING AND 
WORKING CONDITIONS. 

LIFE EXPECTANCY OF 
ABOUT 46 YEARS.

BACK THEN…

A HISTORICAL LENS
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SMART HOMES, BIOMETRIC 
TRACKING, TELEMEDICINE.

LIFE EXPECTANCY OF ABOUT 79 
YEARS, AND 82 YEARS BY 2020.

NOW…

A HISTORICAL LENS
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FEW PENSION PROGRAMS, 
HALF-PAY AFTER 50 YEARS.

PUBLIC WELFARE IS BOTH 
LIMITED AND DEGRADING. 

BACK THEN…

A HISTORICAL LENS
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GOVERNMENT PROGRAMS, 
PENSIONS AND ANNUITIES.

DEBT AND CROWDFUNDING.

THE SHARING ECONOMY.

NOW…

A HISTORICAL LENS



1900 1925 1950 1975 2000 TODAY

UNCONTROLLABLE RISK

CONTROLLABLE RISK

HOW THE NATURE OF RISK HAS CHANGED



Bad Event

THEN:
 FIGHT
 FLIGHT
 FOLLOW

New Perspective AgreementsActions

MITIGATE CONSEQUENCESPUSH OUT RISK

THEN:
 SAVE 
 INVEST
 OWN

HOW THE NATURE OF RISK HAS CHANGED 

NOW:
 TRACK 
 PREDICT
 MANAGE

NOW:
 SHARE
 BORROW
 ACCESS



PERCEPTIONS OF CONTROL



SO IF RISK IS MORE 
CONTROLLABLE, DO CONSUMERS 

FEEL MORE IN CONTROL?

PERCEPTIONS OF CONTROL



WE'VE SHIFTED FROM AN 
INTERNAL TO AN EXTERNAL 
LOCUS OF CONTROL OVER 
THE PAST 60 YEARS.

PERCEPTIONS OF CONTROL



WHAT CONSUMERS STRUGGLE TO ARTICULATE:

• Longer lifespans means greater likelihood of LTC
• Increasingly strained health care system and rising 

old age dependency ratio 
• Middle Class Squeeze and rising costs
• Increased pressure on Baby Boomers as they support 

retired parents

WHAT CONSUMERS
EASILY ARTICULATE:

• Retirement anxiety
• Lack of trust in industry
• Sense of frustration
• Feeling overwhelmed

PERCEPTIONS OF CONTROL



PROTECTED EMPOWERED

PERCEPTIONS OF CONTROL



LOOKING TO THE FUTURE: 

HOW ACCESS TO CAPITAL AND 
CONNECTEDNESS ARE CHANGING

A FUTURE-FOCUSED LENS



Economic 
Capital

Social
Capital

+

NEW ACCESS TO CAPITAL



CYCLE OF ADAPTIVE CHAGE
NEW ACCESS TO CAPITAL



WHAT HAPPENS AS THE SOCIAL
IMPACTS OF LTC BECOME AS 

SIGNIFICANT AS THE ECONOMIC?

NEW ACCESS TO CAPITAL



NEW FORMS OF CONNECTEDNESS



CAN WE LEVERAGE NEW FORMS OF 
CONNECTEDNESS TO PROVIDE 
ACCESS TO SOCIAL CAPITAL IN 

ADDITION TO ECONOMIC?

NEW FORMS OF CONNECTEDNESS



Long Term Care Insurance?

Financial Advice?

Retirement Planning?

LIFESTYLE CONTINUITY

WHAT BUSINESS ARE WE REALLY IN?



WHAT DOES LIFESTYLE CONTINUITY 
MEAN TO TODAY’S CONSUMERS? 

HOW DO THEIR NEEDS, DESIRES, 
ATTITUDES & BELIEFS VARY?  

STARTING A CUSTOMER DIALOUGE
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• Financial Security
• Protection
• Economic Benefits
• Focus on regulations and 

what’s worked in the past
• Innovation as separate 

from core business

YOU CAN’T READ THE LABEL WHEN YOU’RE SITTING 
INSIDE OF THE JAR…

INNOVATION

• Lifestyle Continuity
• Empowerment
• Social Benefits
• Focus on customer needs 

and anticipating the future
• Design Thinking as a core 

business competency

BUT A STRONG 
INNOVATION PROGRAM 
CAN HELP TO EXPAND 
YOUR VIEW.

OLD PARADIGM: NEW PARADIGM:



QUESTIONS?


