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Research for brokers on the insurance needs 
of affluent families—and strategies for how 
best to serve them

CAPTURING THE HIGH NET WORTH 
INSURANCE OPPORTUNITY
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To my friends in the insurance brokerage community-

At Vault, we come to work every day passionate about partnering with brokers so that we can better serve 
affluent families. Too many of this country’s successful people are not using insurance products that are designed 
to meet their needs with the level of service they deserve.  

When I talk about this vast opportunity with brokers, they know that the most affluent members of their 
community are among their best prospects, with substantial assets to protect and a preference for using brokers 
rather than buying coverage directly from carriers. Yet some brokers wonder how much they should invest in 
marketing to high net worth individuals because historically these very busy people have been reluctant to switch 
from their existing insurance providers. 

Today, however, wealthy people are much more open to new providers than many industry veterans believe. That 
was the dramatic conclusion of an unusually detailed and sophisticated study on the attitudes and behaviors 
of wealthy individuals, conducted recently by L.E.K Consulting, a top-tier management consulting firm. It was 
originally commissioned by an investment fund that ultimately agreed to help back Vault’s expansion. As soon as I 
saw it, I knew that L.E.K. had uncovered insights that would help brokers better understand the needs of the high 
net worth individuals in their communities, so I arranged to share this information with our broker partners.

L.E.K. found many affluent families have become more open to rethinking their insurance programs. After all, we 
are living at a moment of great changes in insurance risk, technology, demographics and social attitudes. With so 
much in flux, Further, a new generation of wealthy people is looking for fresh approaches that speak to their needs 
and values. The result:  There are nearly 12 million households with assets over $1 million dollars that collectively 
spend more than $45 billion in premiums each year. Of these affluent families, 22% changed insurance providers 
over the previous five years. 

This research suggests brokers can focus their efforts on three groups:

1. The emerging affluent

The best time to reach out to prospects is before they have established relationships with brokers and carriers. 
In this market, younger people may be a particularly attractive segment. More people are accumulating 
significant wealth at an earlier age than ever before. Brokers will be rewarded for reaching out to this generation 
as long as they respect the way many younger people like to communicate, use technology and consider social 
issues, such as climate change, in the decisions they make.

2. Those with expanding needs

The rich are getting richer, and they are spending their money on second homes, art, jewelry, classic cars and 
other collectibles. With more to protect, they look at the tumultuous world around them and see even more 
threats. Since 85% of affluent households use mass-market carriers, brokers have a significant opportunity 
to help them find products with protection and service levels that better suit their needs. L.E.K identified a 
particularly attractive segment: 8% of affluent households split their insurance business between mass-market 
carriers and those that cater to high net worth clients. These families represent $5 billion to $10 billion in annual 
premiums and may be especially amenable to hearing about the advantages of consolidating coverage under a 
single carrier that better meets their needs.

3. Those disrupted by carrier risk management

As much as most people would like to ignore their insurance program once it is set up, many find themselves 
forced back into the market. As brokers in areas hit by hurricanes, wildfires and other natural disasters know, 
larger carriers are managing their exposure by canceling some policies and sharply raising rates on others. 
Changes in premiums and other pricing issues was by far the most common reason that affluent families changed 
carriers. Brokers can earn loyalty from existing and prospective clients by guiding them to suitable coverage if 
their current carriers pull back.

L.E.K. also explored the needs and preferences of affluent families. By far the most significant factors were 
related to the quality of service they receive and the nature of human interaction. An increasing number do 
want the option to interact through digital channels but not at the expense of human contact when needed. The 
implication for brokers, then, is that the high net worth market offers a significant potential return for those that 
continue to invest in recruiting, training, and supporting quality people in sales and service.

I hope you find these insights as helpful as I did. After exploring them, please stay in touch. We are committed to 
you, our partners, and to growing this business together. 

Warmly, 

Charles Williamson
CEO & Co-Founder 
Vault  

New Keys for Unlocking the Affluent Market
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“… We’re seeing a steady increase in millionaires and 
this is increasingly driven by younger individuals who 
have accumulated wealth from start-ups or technology 
companies …”—Former VP for large insurance carrier

MARKET SIZE
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Affluent households are growing faster than the 
rest of the population.

Over the previous 10 years, the number of 
households with a net worth more than $1 million 
has increased by a compound rate of 5.3% while 
total households increased by a rate of only 0.9%. 
Much of the increase has been from surging values 
and stock prices.

While some affluent households have been hurt by 
the Covid pandemic, others have benefited. Overall, 
the size and wealth of this segment appears largely 
unchanged.

Affluent households are growing faster than the 
rest of the population.
Affluent households are growing faster than the 
rest of the population.

2009 2014 2019

PERCENTAGE U.S. HOUSEHOLDS WITH NET 
WORTH OVER $1 MILLION

Source: Spectrem; DQYDJ; Federal Reserve’s SCF; L.E.K. interviews, research, and analysis.

5.8%

7.1%

9.2%
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10% of affluent households—0.9% of all 
households—have net worths above $10 million.

Households with net worths between $1 million 
and $9.9 million represent an additional 8.3% of 
the population, or 90% of the affluent market. 
These families represent a critical segment 
for insurance providers in the high net worth 
market. By designing products and services for 
emerging affluent households, providers can build 
relationships that will expand as their clients’ 
wealth and exposure profiles grow.

This report does not examine the ultra-wealthy 
segment (net worth above $50 million), which 
represents less than 0.2% of the population.

6%2%
2%

80%

10%

Segmenting the Affluent Market

AFFLUENT HOUSEHOLDS BY NET WORTH

• Ultra Wealthy $50M+

• Super Wealthy $20M – $49.9M

• High Affluent $10M – $19.9M

• Medium Affluent $5M – $9.9M

• Low Affluent $1M – $4.9M

Source: Spectrem; DQYDJ; Federal Reserve’s SCF; L.E.K. interviews, research, and analysis.
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Affluent families are predominantly homeowners 
who often own other properties, jewelry and other 
collectibles.

As a household’s wealth increases so does their 
risk exposures. Those with net worths of $10 
million or more are likely to have significant 
investments in real estate, classic cars, boats, art 
or other precious items.

Primary residence

Jewelry

Other properties

Boat(s)

Art

Classic car(s)

Antiques

Wine

Other collectibles

Assets to Protect

LIKELIHOOD OF OWNING ASSETS, BY SEGMENT

Net Worth $1M – $9.9M Net worth $10M+

Source: L.E.K. survey, research, and analysis.

95% 98%

31% 52%

32% 36%

10% 34%

10% 31%

7% 30%

6% 23%

3% 17%

7% 6%
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L.E.K. estimates total P&C insurance premiums of 
affluent households to be $45 billion to $50 billion 
annually.

This spending is increasing at 5% to 6% each year.

Each of these segments represents a large and 
distinct opportunity for brokers and agents that 
can customize their marketing and service to its 
needs.

Insurance Premium Spending

HOUSEHOLD AND TOTAL PREMIUM SPENDING 
OF HNW HOUSEHOLDS, BY SEGMENT

Source: L.E.K. consumer survey (2020); L.E.K. interviews, research, and analysis

Household                        
Net Worth

Average Premium       
per Household

Total U.S. Premium 
Spending ($ Billions)

$1M - $4.9M $4,400 $25B - $30B

$5M - $9.9M $6,400 $5B - $10B

$10M - $19.9M $8,500 $5B - $10B

$20M - $49.9M $14,000 <$1B - $5B

Total HNW Market $45B - $50B
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“… High net worth individuals rely on their social network to 
make purchase decisions. If a friend has a good experience 
and service with a given company, that company is most 
likely to get chosen. Word-of-mouth is very important …”    
—HNW individual

HOW HNW INDIVIDUALS SELECT 
PERSONAL INSURANCE
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HNW individuals consider quality, reputation, and 
cost as the most important purchase criteria.

Price is among the top five concerns, but hardly the 
dominant factor. 

The vast majority of the factors affluent families 
cite are related to the quality of the people 
at insurance providers and the nature of the 
experience they provide. 

Quality of services

Reputation

Cost of service

Quality of company representatives

Ability to bundle policies

Balance sheet / ability to meet losses / 
credit rating

Customizability (of coverage)

Breadth of services across different 
asset classes

Track record of confidentiality

What the affluent are looking for in insurance

TOP 10 REASONS AFFLUENT FAMILIES CHOOSE P&C INSURANCE

Q26. How important are the following criteria when selecting your insurance company? Please rate each criterion on a scale of 1 to 7, where ‘1’ means “not at all important” 
and ‘7’ means “very important.” Chart shows percentage of respondents who answered 6 or 7. Source: L.E.K. consumer survey (2020); L.E.K. research and analysis.

71%

79%

69%

67%

64%

57%

56%

55%

53%
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The affluent put the most trust, by far, in 
recommendations from friends and professional 
advisors when making insurance purchase 
decisions.

While this finding is hardly a surprise to most 
brokers, it reinforces the importance of 
relationships, referral, and word of mouth in 
accessing the high net worth client.

Referral from a friend, colleague or 
family member

Recommendation from other advisors

Self-research

Advertisement

Insurance company reached out

Recommendation from the seller of       
my asset

Other

Finding a Provider

HOW HNW INDIVIDUALS FIRST DISCOVER INSURANCE PROVIDERS

Q22. How did you first hear about COMPANY X? Source: L.E.K. consumer survey (2020); L.E.K. interviews, research, and analysis.

28%

30%

18%

8%

5%

2%

8%
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The affluent have a wide range of relationships with 
professionals that provide personalized services in 
many areas of their lives.

Financial advisors, such as wealth managers and 
life insurance agents, are most commonly used.

Independent insurance agents generally have 
penetration of less than 25% of this market, 
illustrating the enormous upside, were they to 
reach the same usage level as wealth managers.

Wealth management

Life insurance

Legal services

Private banking

Accounting services

Concierge medicine

Professional Relationships

USE OF PROFESSIONAL SERVICES BY HNW INDIVIDUALS

Q16. Which of the following premium services do you currently use? Source: L.E.K. consumer survey (2020); L.E.K. research and analysis.

60%

65%

49%

56%

44%

17%



12

The affluent overwhelmingly prefer face-to-face or 
telephone interactions when purchasing insurance.

Independent brokers are the most used channel. 

Accordingly, it is imperative for brokers to continue 
to invest in sales and service talent even as they 
expand their online presence.

Preferred Insurance Purchase Channel

INITIAL PURCHASE CHANNEL

• Through a broker or agent

• Directly from the insurance company 
(in person or over the phone)

• Online through an insurance 
marketplace

• Online from an insurance company 
website

• Other

Q24. How did you purchase your first policy from COMPANY X? Source: L.E.K. interviews, research, and analysis.

1%4%

49%

33%

13%
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Affluent individuals below the age of 44 are 
significantly more likely than older people to prefer 
digital channels.

Clients of all ages prefer live interaction when 
purchasing insurance and making claims. 

They are more open to digital channels for routine 
transactions, such as policy renewals.

Use of Technology

INSURANCE LIFECYCLE              PREFERENCES BY AGE GROUP

Q25. For each of the following activities, how much do you prefer to use live resources (e.g., speak with insurance company over the phone, meet an insurance agent 
in person, etc.) vs. digital resources (e.g., online website, mobile app, etc.) in conducting each insurance activity? Source: L.E.K. interviews, research, and analysis.

Discovery / Comparison

Purchase

Switching Coverage

Initial Claim Filing

Post-claim Interactions

Coverage Renewal

18-29 years old

30-44 years old

45-59 years old

60+ years old

In-person Digital
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“… I switched to a HNW-focused carrier after going through 
a bad claims experience with my former insurance carrier. 
I had to be more hands-on in the claims process, when I 
prefer to be hands-off …”—HNW individual

WHAT HNW INDIVIDUALS THINK 
ABOUT CHANGING CARRIERS
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While most affluent households are inclined to keep 
their current insurance program in place, 22% 
say they are likely to at least consider changing 
insurance companies.

Those families open to switching represent more 
than $10 billion in premiums in play each year.  

Interest in Changing Insurance

SELF REPORTED LIKELIHOOD OF SWITCHING INSURANCE COMPANY

• 7 - Very likely to switch

• 6

• 5

• 4 - Neutral

• 3

• 2

• 1 - Not at all likely to switch

Q38. How likely are you to switch from COMPANY X to another insurance company, where ‘0’ means “not at all likely to switch” 
and ‘7’ means “very likely to switch”? Source: L.E.K. consumer survey (2020); L.E.K. interviews, research, and analysis.

36%22%11%11%7%7% 8%
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22% of affluent households report changing their 
insurance carrier over the past five years.

By far the most common reason was changes in 
premiums and other pricing concerns. Industry 
participants suggest that the most frequent 
prompt was a significant risk-based price 
adjustment to an existing policy.

Better pricing / change in premium

Customer service issues

Needed higher coverage

Professional recommendation

Change in residence

Liquidity event

Moved to another state

Change to more specialized insurance

Issue with a prior claim

Peer recommendation

Changed in marital status

Reason for Changing Insurance

REASONS FOR SWITCHING CARRIERS                                   
(OF THOSE THAT SWITCHED IN THE PAST FIVE YEARS)

Q40. Have you switched insurance companies in the past five years? Q41. What led you to switch insurance companies? Source: L.E.K. interviews, research, and analysis.

64%

28%

23%

19%

14%

14%

14%

14%

12%

11%

10%

1st Reason 2nd Reason 3rd Reason
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“… If I were to max out my coverage with my carrier, I would 
probably switch to a HNW-focused carrier. The more 
wealth I place in certain assets, the more important it is to 
go with HNW-focused carriers that can deliver the services 
and coverage I need …”—HNW individual

PREMIUM PRODUCTS AND HIGH 
NET WORTH INDIVIDUALS
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A majority of all affluent households purchase all of 
their insurance from mass-market carriers.

The greater the wealth, the greater the use of 
premium products, although even these families 
are more likely to split business between mass-
market and premium carriers. Nonetheless, half of 
the super wealthy families are not taking advantage 
of the offerings of high net worth oriented carriers.

Penetration of high net worth focused 

USE OF MASS-MARKET AND HNW-FOCUSED POLICIES, 
BY AFFLUENT HOUSEHOLD

Note: Based on survey results and secondary findings. Source: L.E.K. consumer survey (2020); L.E.K. research and analysis.

Mass-market users only Mixed users HNW-focused users only

90%

5% 5%

Low Affluent

80%

13%

7%

Medium Affluent

60%

31%

9%

High Affluent

50%

38%

13%

Super Wealthy
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Affluent households that use exclusively HNW-
focused carriers spend twice as much on 
premiums as those that use only mass-market 
carriers.

Low Affluent

Medium Affluent

High Affluent

Super Wealthy

Premium Spending by Product Type

ANNUAL PREMIUM SPENDING, BY WEALTH LEVEL AND PRODUCT TYPE

Note: Based on survey results and secondary findings. Source: L.E.K. consumer survey (2020); L.E.K. research and analysis.

$10,000
$15,000

$20,000

$6,000
$9,000

$12,000

$4,500
$6,700

$9,000

$3,000
$4,500

$6,000

Mass-market users only Mixed users HNW-focused users only
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Affluent individuals are more likely to give top 
marks to high net worth focused carriers than 
mass-market carriers.

Satisfaction with Premium Products

CUSTOMER SATISFACTION OF INSURANCE CARRIERS

Share of affluent respondents who rate their insurance carrier at 9 or higher on a 10-point scale

Q30. Overall, how satisfied are you with COMPANY X, where ‘0’ means “Not at all satisfied” and ‘10’ 
means “very satisfied”. Source: L.E.K. consumer survey (2020); L.E.K. research and analysis.

39% 62%

33% 58%

HNW-focused

Mass Market
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Interest in premium insurance policies among 
affluent families is likely to be driven by the growing 
acquisition of art, antiques, and other collectibles. 

U.S. antique and collectible sales grew at a 
compound rate of 5.1% from 2015-2020.

2015

2016

2017

2018

2019

2020 (est.)

Growth of Collectible Assets

US ANTIQUES AND COLLECTIBLES SALES

Source: IBISWorld; L.E.K. interviews, research, and analysis.

$1,360

$1,199

$1,289

$1,485

$1,424

$1,538

Millions USD
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Over the next three years, about one-third of 
affluent households expect to buy new policies or 
add additional assets to their existing policies.

More affluent households are less likely to forecast 
coverage increases.

Expectations for increased insurance needs

LIKELIHOOD OF ADDING POLICIES OR ASSETS TO EXISTING COVERAGE

Q37. How likely are you to add new policies or additional assets to your coverage with COMPANY X in the next three years, 
where ‘0’ means “not at all likely to add” and ‘10’ means “very likely to add”? Source: L.E.K. research and analysis.

34%

27%

21%

Low Affluent

Medium Affluent

High Affluent & 
Super Wealthy

Very Likely Likely Somewhat Likely
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“… The increases in natural disasters across the country—
from hurricanes in Florida to wildfires in California—have 
really driven HNW individuals to want to fully protect 
themselves and their home …”—Former VP, Large HNW 
insurance carrier

FORECAST AND 
RECOMMENDATIONS
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• L.E.K. expects that the affluent market will continue to expand faster than the overall 
population, at an average of 5% to 6% per year.

• Affluent customers will increasingly choose policies designed for high net worth households 
rather than mass-market policies. L.E.K. cites several forces driving this shift:

• Increasing concern about risk by affluent individuals

• Increasing  purchases of real estate, collectibles and other assets

• Increased awareness of premium insurance products

• Increasing number of households that make premium products their initial purchase choice

• Continued reduction in risk profile in certain areas by established carriers 

Market Growth
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Reviewing all these findings, it becomes clear how much of the 
$45 billion to $50 billion affluent insurance market could be 
open to a superior offering:

• The size of the affluent market, measured both by the 
number of households and premium spending, is growing 
faster than the mass market.

• More than 10 million households have assets between $1 
million and $10 million. One-third of them say it’s at least 
somewhat likely they will expand their insurance coverage in 
the next three years.

• 22% of affluent households say they would consider 
switching insurance providers.

• 8% use a mix of mass-market carriers and high net worth-
oriented carriers.

• 85% use only mass-market carriers. Indeed, 50% of the 
most wealthy segment don’t take advantage of carriers that 
specialize in their needs.

The Bigger Picture: A Huge Opportunity for Brokers with the Best People

The study also shows that winning business from high net 
worth customers involves high-quality, personalized service:

• Quality of service and quality of the individual insurance 
representatives are among the top reasons affluent families 
choose insurance providers.

• A majority of high net worth individuals first discover their 
insurance provider through a personal recommendation 
from a friend or advisor.

• While some affluent individuals, especially those under 44,  
want the option to conduct routine transactions through 
digital channels, a majority of respondents in every age 
group want to make the initial insurance purchase decision, 
interacting face-to-face or over the telephone.

With all the seeming changes in the insurance market, these 
results are reassuring for insurance brokers. They confirm 
that affluent households still value experienced brokers who 
deliver trusted advice in their local communities. To win a 
greater share of this lucrative market, Brokers simply need 
to double down on their traditional strengths by investing in 
recruiting, training, and supporting the very best people in 
sales and service.
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Sharing this research is just a small part of our mission at Vault to empower brokers with the 
best products and tools to serve affluent members of their communities. We want to hear what 
you are seeing in the market and will always share our latest ideas and insights. Never hesitate to 
contact Charles Williamson, Vault’s CEO & Co-Founder or Stacy Warren, Vault’s Chief Sales & 
Customer Experience Officer. 

Contact: 844-36-VAULT

ABOUT VAULT

Vault is the new standard in personal insurance for successful individuals and families, 
committed to delivering an unrivaled customer experience where every detail and every 
interaction is thoughtful and unique. Vault’s proactive approach builds stronger relationships, 
allowing customers the luxury of feeling taken care of before a claim ever happens. The tenacity 
of a startup, backed by top investment firms and led by industry veterans — Vault is quite simply 
a better way to think about insurance. 

Visit www.vault.insurance to learn more.

Empowering Brokers with Research
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This report was written by Vault Insurance to be of assistance to insurance brokers. The 
information is largely drawn from a presentation made by  L.E.K. Consulting to Cornell Capital 
in conjunction with a proposed investment transaction. In this report, Vault selected the 
information to be used, sometimes reformatted it, and provided interpretation. A few additional 
data elements were drawn from government sources to provide context. Accordingly, this 
report should not be seen as representing the views of L.E.K. Consulting.

L.E.K. Consulting is a global management consulting firm based in London. For its presentation, 
L.E.K conducted in-depth interviews with insurance brokers, executives at P&C insurance 
companies, those in other fields that serve the affluent market, and high net worth individuals. 
Then it surveyed 380 high net worth individuals, with assets ranging from $1 million to well 
above $20 million. As the survey was conducted in the fall of 2020, the participants’ responses 
reflected attitudes shaped by the COVID-19 pandemic. L.E.K.’s analysis and recommendations 
incorporate L.E.K.’s expertise and judgment as well as insights from the interviews and surveys.   

High net worth focused carriers include Chubb, AIG, Vault, Pure, Nationwide, W.R. Berkley, and 
Cincinnati Financial.

Methodology


