
Generational differences impact choices

In recent years, voluntary benefi ts sales have grown. 
They increased nearly 4% in 2014, with sales worth 
an estimated $6.89 billion.1 This is partly due to 
younger workers (millennials) wanting personalized 
benefi t choices.1 

Voluntary benefi ts – for all life stages

Age matters when it comes to voluntary benefi t needs. 
A majority of employers (54%) focus on employee 
demographics to determine voluntary benefi t off erings.2 
It’s helpful to look at common needs across generations, 
as well as each generation separately, when structuring 
voluntary programs. 

In general, employees across the age groups may need:3,4

› Basic voluntary products, such as vision, life, 
disability and accident coverage

› Wellness programs 

› Employee discount programs

› Financial counseling

› ID theft protection

A successful voluntary benefi t program off ers additional 
products tailored to the generational needs within 
an organization. 
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The right fi t. At any age.

Today’s workforce spans three generations – from millennials to baby boomers. Each group 
has diff erent benefi t needs. And they look at work, life and money in totally diff erent ways. 
With voluntary benefi ts, employees can choose what’s right for them – fi nding their coverage 
solution at any stage of life.

Millennials are the most underinsured 
generation.6 Roughly one in four adults 
aged 18 to 29 don’t have health 
insurance.6 They’re also the least likely 

age group to have other basic insurance such as 
auto, life, homeowners, renters and disability.7

Younger employees
(Millennials: 1980 – 2000) 

Millennials will make up nearly half of the workforce 
within the next 10 years.5 In general, they want future 
fi nancial security and a better quality of life. They also 
tend to be more worried about debt than their daily 
living expenses. They could benefi t from fi nancial 
planning advice on how to start saving for retirement. 

Additional voluntary products that may appeal to 
Millennials are:3

› Tuition assistance

› Employee assistance program

One in four 20-year-olds will have an income-interrupting 
disability before they retire.6 Voluntary benefi ts can help.
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Middle-aged employees (Generation Xers: 1965 – 1979)

Generation X is stretched thin. Their financial stressors can come from  
many sources:3

› Raising children

› Caring for aging parents 

› Trying to save for their own financial future

Gen Xers are having the toughest time financially. They find it hard to meet 
household expenses on time each month and they’re the most likely to carry 
credit card balances.3

Additional voluntary products that may appeal to Gen Xers are:3

› Flexible spending accounts

› Employee assistance programs

› Child care

› Cyber security insurance

› Homeowners insurance

› Long-term care insurance

Older employees (Baby Boomers: 1946 – 1964)

In general, employees age 50+ are looking for:9

› Flexible work schedules

› Current income and retirement income

› Insurance benefits to support extended families

Additional voluntary products that may appeal to baby boomers are:3

› Legal assistance

› Group auto insurance

› Home warranty insurance

› Long-term care insurance

A customized approach

A successful voluntary benefit program offers products and communications tailored to the generational 
needs within your organization. An understanding of your demographics will help you structure a better 
voluntary strategy. With products that meet the needs of your employees. And messages that clearly 
communicate the benefits. The end result? Voluntary offerings that fit – at any age.

Baby boomers, even high 
earners, worry about 
retirement. They are 
concerned about choosing 
the right time to retire. And 
about having enough money 
when they do.3

Generation X shows the 
widest gap between their 
need for life insurance and 
the amount they currently 
have.8 The gap for Generation 
X is 40% greater than for the 
U.S. population as a whole.8 
What’s worse, the gap has 
grown by 24% since 2008.8


