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Synopsis – Key Findings 

1. Purchasing Behaviour 
Thanks to the digital revolution and the increasing amount of information available for consumers, 
the internet continues to be the first port of call for consumers researching Life Insurance.  34% of 
participants1 used the internet to obtain information about Life Insurance, while financial advisers 
and family came in equal second with 24% each. In fact, 46% of consumers are turning to the 
internet to access information on all of their financial needs, up 6% from the previous year. 

2. Preferences differ for genders 
How to purchase Life Insurance seems to differ by gender. The study suggests females prefer the 
personal touch, with 47% of women choosing to speak to someone on the phone, compared to 
32% of men. 

3. Unprepared 
The numbers of consumers purchasing Life Insurance has dropped since 2018 from 56% to 47%.  
Interestingly, the age bracket who were most prepared were 30-34 year olds, with 54% currently 
having a Life Insurance product. Consumers are price conscious and for 30% of respondents, the 
perceived high cost of Life Insurance is the main reason they do not have cover. 

4. Low priority 
Life Insurance seems to have dropped in priority since the release of NobleOak 2018 report. In 
2018, respondents rated family’s livelihood should they die at number 3 in terms of priority and 
would insure first their home and car. However, in 2019 respondents placed Life Insurance at 
number 4. This was listed after home, healthcare and car. 

5. Confidence in the industry has been affected 
Consumers were asked if they were confident the issues identified by the Royal Commission 
would be fixed. The majority of respondents were not confident at all (30%) compared to those 
who were confident (18%). This indicates a lack of trust in the industry to change. The younger 
generations had a more positive outlook, with 25% of 30-34 year olds feeling confident. 

6. Reliance on advisers is reducing 
Only 13% of respondents were currently using a financial adviser for Life Insurance or Income 
Protection products.  

7. Consumers more likely to shop around 
26% felt that the Royal Commission outcomes had encouraged them to shop around by 
considering a number of providers when looking at taking out life insurance products . This 
suggests that consumers have a desire to research with a view to finding a product which they 
consider meets their needs. 

 
1 The participants referred to in this Whitepaper were participants in a national survey 
conducted by Pureprofile as described in the Appendix. 
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1. Happiness results 
ACT is the happiest state, with 60% ranking themselves as 8 out of 10 for happiness, while only 38% 
of South Australia rated themselves the same score. South Australia was more than twice as likely 
as ACT to rate themselves a 3 or below, while Tasmania was the least likely state to rate 
themselves a 3 or below with only 4%. Significantly more people without life insurance rated 
themselves as far less happy. Peace of mind is key. 

The information in this Whitepaper is provided as general information only. It is not personal advice and 
readers should always consider their own needs and circumstances, as well as the relevant Product 
Disclosure Statement, before making decisions about life insurance products. Comments made based on 
the available data have been made in good faith but readers are entitled to make their own conclusions 
and assessment of the data provided here. NobleOak Life Limited ABN 85 087 648 708 AFSL No. 247302 
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Introduction 

This is the fourth consecutive year NobleOak has commissioned research into the Life Insurance 
industry in Australia. This research identifies consumer behaviours and trends in a bid to better 
understand the industry and improve the service for consumers. 

NobleOak surveyed over 1000 Australians, 47% of whom had Life Insurance and 53% who did not, 
with an equal split of male and female participants and a range of demographics. 

Purchasing behaviour has continued to evolve and the digital revolution means more consumers are 
doing their own research as information becomes more readily available online.  As the need for the 
‘personal touch’ diminishes, this creates a challenge for companies to convey the real value of Life 
Insurance.  

Underinsurance continues to be an issue and fewer respondents had Life Insurance this year than 
they did in 2018. This raise the real possibility that Australian families are even more vulnerable should 
an unfortunate event take place. 

Certain findings of the Royal Commission have impacted trust and consumers are more likely to shop 
around for their Life Insurance needs, putting more demand on the Life insurers to remain 
competitive.   
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Purchasing Behaviour 

Consumers’ purchasing behaviour has continued to evolve; however, one thing has remained 
consistent and that is that the internet is the main source of information for financial needs.  

Do it Yourself 
Thanks to the digital revolution and the growing amount of information available for consumers, the 
internet continues to be the first port of call for consumers researching Life Insurance.  34% of 
participants used the internet to obtain information about Life Insurance, while financial advisers and 
family came in equal second with 24% each. This could be due to the fact that around 72% of 
consumers expressed that they were confident in the amount of information currently available. 
Despite this, there is still confusion around Life Insurance products with 60% stating they found them 
confusing. Almost 20% more women stated that they found Life Insurance products confusing than 
men and people in the 30-34 age bracket were 17% more likely to find Life Insurance products 
confusing than those in the 55-60 age bracket. 
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In fact, the survey suggests that 46% of consumers are turning to the internet to access information on 
all of their financial needs. Interestingly, with regards to overall financial needs, consumers are less 
likely to request expert advice from a financial planner with 44% seeking information and advice from 
family, while only 34% seek advice from an expert. The age bracket of 30-34 is more likely to use a 
financial adviser than any other age bracket. This correlates with the fact that this age bracket finds 
Life Insurance products the most confusing, according to the survey.  In addition, The Royal 
Commission exposing conflicted remuneration by financial advisers has no doubt impacted trust and 
consumers’ confidence that they will be sold the best product was shaken.  
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Differences in preferences 
The survey study results suggest that preferences on how to purchase Life Insurance seem to differ by 
gender. Females prefer the personal touch, with 47% of women choosing to speak to a 
representative over the phone, compared to 32% of men. More females (48%), than men (41%), 
indicated that they would prefer to use an expert financial adviser. Moreover, 31% of men would 
prefer to purchase online compared to 18% of women. This suggests that more men than women 
prefer to research Life Insurance products themselves rather than speaking to an expert directly 
before making their decision. Only 15% of 30-34 year olds were likely to purchase using the internet, 
again showing the lack of confidence of this generation in the information available to them.Overall, 
as the above chart indicates, more consumers are using online devices to purchase Life Insurance 
and Income protection insurance. This has been steadily increasing since 2016, as consumers are 
seeking more convenient ways to purchase. 
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Life Income Protection 

2016 – 11% 7% 

2017 – 13% 7% 

2018 – 13% 9% 

2019 – 13% 10% 

Roadblocks to purchase 
It’s apparent from the research that 47% of respondents are unprepared insofar as they do not have 
a Life Insurance, so what are the barriers to purchase? Consumers are price conscious and for 48% of 
respondents, the high cost of Life Insurance is a key reason they do not have cover.  Women (50%) 
were slightly more price-conscious than men (45%). NSW respondents were most price-conscious at 
50% and the least price-conscious states were Tasmania and ACT respectively. However, 13% did not 
believe in the value of having Life Insurance cover. Interestingly, the states that saw the least value 
were NSW and QLD. These results indicate the need to communicate accurate information about the 
value benefits of Life Insurance to consumers.  
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Purchasing prompts 
What would make consumers consider Life cover? A significant life event is the main reason most 
consumers would purchase or consider Life Insurance. For 40% of respondents, having a baby would 
be the reason they would consider purchasing Life Insurance and 34% said buying a home would be 
the reason.  

The survey results suggest that females (42%) were more likely to consider Life Insurance after having 
a baby, compared to men (37%). Men were more likely to consider Life Insurance after marriage 
than their female counterparts. 

The family does come first, as providing financial security for the family is the main reason for 62% of 
consumers purchasing Life Insurance. There is an opportunity for insurers to communicate the 
advantages of Life Insurance in a more meaningful way and demonstrate the benefits it can have for 
family and loved ones.   
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Are you prepared? 

Despite information being readily available, the numbers of consumers purchasing Life Insurance has 
dropped since 2018 from 56% to 47%.  Interestingly, the age bracket that was most prepared to deal 
with the financial impact of death or loss of income from illness or significant injury through a Life 
Insurance product were 30-34 year olds, with 54% currently having a Life Insurance product. However, 
the age bracket that is least prepared is the 55-60 year olds, with only 36% having a Life Insurance 
product. Respondents in New South Wales were the most prepared at 51%, followed by Queensland 
and those states least prepared were ACT and Tasmania respectively. 

Of those respondents who do have cover, it appears only 32% are planning to renew their cover this 
year. Cost is the main reason for 30% of respondents not wishing to renew their cover. Interestingly, 
27% of respondents won’t be renewing their cover as they don’t expect to use it. More men (31%) 
expected not to use it than women (22%). This could demonstrate a lack of awareness of the need or 
value of holding Life Insurance and will leave them vulnerable should an unforeseen illness happen 
which impacts the ability to earn income.  
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Interestingly, while 27% of respondents are not expecting to use their Life Insurance, respondents 
rated cancer as the number one illness likely to happen to someone like them, followed by a heart 
attack, car accident or a stroke.  There appears to be a disconnect here and although  
respondents believe these illnesses may occur, they are not preparing for this and are left vulnerable 
should an illness occur. 

Not a priority 
Life Insurance seems to have dropped slightly in people’s priorities since the NobleOak 2018 report. In 
2018, respondents rated their family’s livelihood should they die at number 3 in terms of their priorities 
and would insure first their home and car. However, in 2019 respondents placed Life Insurance at 
number 4. This was listed after home, car and healthcare.  
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This indicates that consumers are putting Life Insurance down their list of priorities. This is also reflected 
in the number of respondents who don’t have current Life Insurance cover or see the value in having 
it. Recent research by Roy Morgan revealed that satisfaction with risk and Life Insurance dropped to 
64.6% in July 2019, from 65.6% in 2018 and 68.4% in 2016. Risk and life insurance continues to have the 
lowest satisfaction of all major household and personal insurance types, including general and health 
insurance.*  
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Back up 

If consumers don’t have Life Insurance cover, how do they expect to cover expenses should they 
contract a major illness and are unable to earn an income? The majority, at 65%, indicated that they 
would rely on savings should they contract a major illness, 52% would use health cover or Medicare 
and 31% would rely on family and friends.  

Almost half of 30-34 year olds would claim on their Life Insurance product should they contract an 
illness, compared to 29% of 55-60 year olds. This is also reflected in the fact that 30-34 year olds are 
most likely to have Life Insurance products(s) in place. All age brackets are most likely to rely on their 
savings should they contract an illness. These figures suggest that many consumers are vulnerable 
and unprepared in the event they suffer a major illness and are unable to work. 

 

 

Should respondents lose all of their income or support they are most likely to cut back on 
entertainment cost, followed by holidays, health and beauty expenses.  
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Confidence 

As highlighted previously, cost is a defining factor in why consumers don’t have Life Insurance, 
however, is confidence also playing a factor in their decision? The findings of the Royal Commission 
has placed pressure on the industry and on financial advisers. 

When consumers were asked if they were confident the issues identified by the Royal Commission 
would be fixed the majority of respondents were not confident at all (30%) compared to those that 
were confident (18%). This indicates a lack of trust in the industry to change. Interestingly, the younger 
generations had a more positive outlook, with 25% of 30-34 year olds feeling confident. The older 
generation was less confident, with only 13% of 55-60 year olds feeling confident. 

Have the results impacted consumers’ opinions on seeking advice from an adviser? It appears that 
only 13% of respondents were currently using a financial adviser for term Life Insurance or for Income 
Protection products. This may be because people consider their need for financial advice in 
connection with life insurance products is reducing as information becomes more readily available; 
to some extent, it may also be related to diminished levels of trust  in light of the Royal Commission. 
The majority of respondents (47%) said they would pay nothing for a financial adviser, while 29% said 
they would not spend more than $100.   
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Interestingly though, 26% felt that the findings of the Royal Commission had encouraged them to 
consider a number of providers for their life insurance needs. This indicates that consumers have a 
desire to research and find the best product. This will increase competition in the industry and 
providers will need to respond to this. 
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This lack of confidence is also apparent in that only 9% of consumers were very confident and 29% 
were reasonably confident that Life insurance will pay their claim should it be required.  

The industry needs to work on improving customer confidence in order to secure or retain their 
customers. 
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Deal breaker 

  
If more consumers are interested in shopping around what would encourage them to switch 
providers? 39% of respondents said lower premiums would be the reason for switching providers 
followed by those switching for a better product (13%) and 9% of respondents said they would switch 
for better service. Consumers are driven by price and are willing to make the move in order to save 
cash. A better product offering is of interest, however, more than double the number of respondents 
would switch for price alone. 
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NobleOak Happiness Index 
Each year respondents are asked to rate their happiness level on a scale of 1 – 10. Interestingly, the 
happiest state is ACT, with 60% ranking themselves as 8 out of 10 for happiness, while only 38% in 
South Australia rated themselves the same score. South Australia was more than twice as likely as ACT 
to rate themselves a 3 or below, while Tasmania was the least likely state to rate themselves a 3 or 
below with only 4%.  

It seems age affects happiness too, with 35-44 year olds being the least happy, followed by 30-34 
year olds and 45-55 year olds respectively. The older demographic of 55-60 year olds were most likely 
to rate themselves an 8 or above in happiness. 

Notably people with Life Insurance and people without Life Insurance rated themselves as similarly 
happy.  However, significantly more people without life insurance rated themselves as far less happy: 
82 respondents with Life Insurance rated themselves as less happy (scale of 0-5) with 49% more 
respondents (163) without Life Insurance rating themselves as less happy. 

  

Graph 2: People without Life Insurance 

Graph 1: People with Life Insurance 

49% more respondents (163) 
without Life Insurance rated 
themselves as less happy  

82 respondents with Life 
Insurance rated themselves 
as less happy (scale of 0-5) 
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Conclusion 

Clearer information 
Consumer behaviour is changing and the survey results suggest that more consumers are researching 
financial products for themselves. Although information is more readily available it can often be 
confusing and there is a need for Life Insurance companies to make accurate information more 
easily digestible. This will help make the decision-making process easier for time-poor consumers. 
Gender clearly plays a part in how consumers shop for life insurance and perhaps also the 
knowledge they have about Life Insurance. There is an opportunity for businesses to find better ways 
to simplify the topic and educate consumers. 

To make this process easier, NobleOak offers an online Life Insurance Assessment Calculator which 
people can use as a tool to help them consider their how much cover they may need. This tool 
incorporates Life insurance, TPD cover, Trauma cover and Income Protection cover in one, so a user 
can consider their needs across a range of life insurance products.  This provides consumers with 
additional information to help them address the common questions of what type of cover should I 
consider and how much cover do I need?  

Demonstrate Value 
Price continues to be a top factor which is considered by consumers when choosing Life Insurance 
and is perhaps a key reason why so many are underinsured. This highlights a need for organisations to 
communicate the real value of Life Insurance and connect in a more meaningful way. This will 
become even more important as consumers shop around for a better deal. This will increase 
competition within the industry and consumers will benefit. 

Build Confidence 
The Royal Commission has impacted trust within the industry and more consumers are choosing to do 
significant  research themselves when considering their needs and circumstances. This has created 
an opportunity for insurance companies to create competitively priced products with no hidden fees 
or upfront costs, coupled with appropriate, accurate and readily available product information. 
Products such as this will prove even more important as consumers shop around for a better deal and 
demand transparency in the product fees.  

Since the findings of the Royal Commission and the NobleOak Whitepaper, the brand has continued 
to put the customer first. NobleOak’s position is one of Nobility and it has created a Life Insurance 
proposition that is centred around the customer. As a direct business, it provides product information 
over the phone and through its website at the convenience of the customer and its products are fully 
underwritten meaning clients can save on average 20% on term life insurance.**2 

“Organisations have an opportunity to stand out from the crowd, get creative and find ways to show 
the real meaning of Life Insurance that’s not focused on price alone.” 
Anthony Brown, CEO 

 
2 For details of savings, please see information marked with ** in the Appendix. 
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Appendix 
NobleOak Life Limited  
ABN 85 087 648 708  
AFSL Licence Number 247302  
Ph: 1300 041 494  
nobleoak.com.au 

Research methodology 
The national research study referred to in this Whitepaper was conducted independently by 
Pureprofile 

Australia Pty Ltd in December 2019 from a survey completed by over 1,000 Australians between the 
ages of 30 and 60 years old. Almost half of the respondents have a current Life or Income Protection 
policy in place with a mix of occupations and relationship statuses. 

Whitepaper 
The NobleOak Whitepaper was written by WordStorm PR, a Sydney based Public Relations and 
Communications Agency. 

Sources 
*Roy Morgan’s Single Source Survey (Australia) 

The Life Insurance cover provided through NobleOak’s Premium Life Direct has been independently 
reviewed by Strategic Insight. 

** The 20% savings quoted are the average savings when comparing NobleOak’s premiums for its 
Term Life cover under NobleOak’s Premium Life Direct product to the average cost of Term Life 
insurance products offered by other Life Insurance companies, including products available directly 
from the insurer (7 products included in this comparison) and those available for purchase through a 
financial adviser or broker (7 products included in the comparison). 

Based on premium rates available as at September 2019, Plan for Life has calculated that for Term 
Life, Noble Oak’s Premium Life Direct product is on average 46% lower than other comparable Direct 
Offerings (using an analysis of 7 products, Male and Female non-smoker White Collar workers with a 
Sum Insured of $500,000 and across 5 year age bands from age 30 to age 60). 

Plan for Life has also calculated that for Term Life, Noble Oak’s Premium Life Direct product is on 
average 13% lower than Advised Offerings (using an analysis of 7 products, Male and Female non-
smoker White Collar workers with a Sum Insured of $500,000 and across 5 year age bands from age 30 
to age 60 for Advised products). 

Life Insurance rates for insurers, including NobleOak, may change in the future and this could change 
the outcome. ‘Direct’ refers to Life insurance products available directly from an insurer, or a third 
party that does not provide financial advice. ‘Advised’ refers to Life insurance products available 



Insurance Whitepaper  February 2020 
 

NobleOak Life Limited  24 
  

 

  
 

  
 
   

 

    
    

  

 

through a financial planner, adviser or broker, with the inclusion of financial advice. Direct products 
offer life insurance cover in a similar manner to Advised Products, however Advised Products may 
also offer other additional ancillary benefits and options. 

Plan for Life (Actuaries and Researchers) is the leading independent supplier of Australian Life 
Insurance and managed funds market information, relied upon for over 20 years by the leading life 
offices, analysts, dealer groups and government bodies. 

More information is available at https://www.nobleoak.com.au/life-insurance-comparison/ and 
additionally please see our website at www.nobleoak.com.au for comparison tables in connection 
with the savings information. 

 

 

About NobleOak Life Limited  
NobleOak Life Limited (NobleOak), is one of Australia’s most established life insurers and has been in 
the Australian market for over 140 years.  NobleOak is an independent insurer providing Life, TPD, 
Trauma, Income Protection and Business Expenses insurance.   

NobleOak keeps costs low by avoiding mass marketing and large upfront commission payments to 
third parties. They are able to pass savings back to their customers and clients the premiums, 
supported by outstanding personal service.  

NobleOak has a client satisfaction rating of 94.5% (2019 client survey) and is the most awarded direct 
life insurer of 2019. NobleOak is the only Life Insurer to have won a Canstar Award for “Outstanding 
Value – Direct Life Insurance” four years running. In 2019, NobleOak were the recipient of the Plan for 
Life Customer Service and overall Excellence Awards and attainded a Feefo Gold Trusted Service 
Award. Also in 2019, NobleOak has also been recognised by finder, winning the Best Life Insurance 
category, and Mozo as the Life Insurer of the year. 

Whitepaper Contacts 
1. Anthony Brown 

CEO 
(02) 8123 2606 
 

2. Neil Le Febvre 
Chief Marketing Officer 
(02) 8123 2606 

 

The information in this Whitepaper is provided as general information only. It is not personal advice and 
readers should always consider their own needs and circumstances, as well as the relevant Product 
Disclosure Statement, before making decisions about life insurance products. Comments made based on 
the available data have been made in good faith but readers are entitled to make their own conclusions 
and assessment of the data provided here. NobleOak Life Limited ABN 85 087 648 708 AFSL No. 247302 

http://www.nobleoak.com.au/
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