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This thesis was commissioned by a Finnish financial corporation X. The pur-
pose of this thesis was to identify challenges related to selling life insurance to 
young adults and to develop practical solutions for improving customer interac-
tion and marketing communication. The objective was to achieve a better un-
derstanding of the factors that complicate the customer interaction in the sales 
process and to find ways to effectively communicate the importance of life insur-
ance to young adults. 
 
The study used a literature review and quantitative empirical research. Two 
separate online surveys were conducted: one for young adult consumers aged 
18-29 and another for customer advisors working at the customer interface in 
the financial corporation X. The data was analysed using descriptive statistical 
methods and visualized to support the explanation of the key findings. 
 
The results revealed that young adults often have limited knowledge about the 
meaning of life insurance, and psychological barriers such as status quo bias 
and difficulty talking about death complicate interactions around the topic. The 
results also highlighted that clear communication, easily understandable exam-
ples and stories, and the use of digital and social media are crucial for success-
ful customer interaction and marketing communication about life insurance. 
 
The findings suggest that practical training for interaction situations, clear and 
easily understandable marketing content, and emotionally intelligent customer 
contact could significantly improve interaction and life insurance sales to young 
adults aged 18-29. Future studies could investigate the effectiveness of different 
marketing strategies or deepen the understanding of young adults' decision-
making processes around life insurance. 

Keywords: life insurance, insurance knowledge, interaction, marketing commu-
nication, customer interface, young adults 
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1 INTRODUCTION 
 

 

Life insurance is an important part of financial security, providing financial 

protection and easing the financial burden on loved ones in the event of an 

unexpected death. (LähiTapiola, n.d..) Despite this, young adults are an under-

represented customer group in Finland (Ropponen et al., 2022, p.18). The lack 

of uptake of voluntary risk life insurance among young adults raises the need for 

a better understanding of the reasons behind this phenomenon. 

 

Closely related to life insurance is the issue of talking about death. According to 

a study published in OP Media, talking about death is particularly difficult among 

young adults (Mäkelä, 2025). The difficulty of talking about death raises interest 

and the need for further research on how customer interaction and marketing 

communication aimed at young people could support the discussion of this topic 

and increase young adults' understanding of the security offered by life insurance. 

 

This thesis is commissioned by a Finnish financial sector corporation X, and 

focuses on two key themes in the life insurance sales process: the challenges of 

interaction in the customer interface and the possibilities of marketing 

communication to reach young adults. The research aims to identify the factors 

that make it challenging to sell life insurance to young adults and how 

communication can be developed to increase young adults' understanding of the 

importance of life insurance. The study uses a literature review and quantitative 

methods, such as two different surveys, to collect data from both young adults 

and customer advisors selling insurance to young adults.  

 

The thesis follows a clear structure, beginning with a thesis plan in Chapter 2. An 

analysis of life insurance and young adults as a target group are presented in 

Chapter 3. This is followed by an exploration of interaction and customer interface 

in Chapter 4. The role of effective marketing communication in reaching young 

adults is discussed in Chapter 5. Finally, the empirical study in Chapter 6 and its 

results in Chapter 7 form the basis for practical recommendations and 

conclusions in the end. These conclusions aim to provide the financial corporation 
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X with practical ways to better reach young adults, increase their awareness of 

life insurance, and address the challenges of interaction in the customer interface. 
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2 THESIS PLAN  
 

 

2.1 Thesis topic   
 

The topic of this thesis focuses on selling life insurance to young adults. More 

specifically, the research focuses on the challenges and possible solutions in in-

teraction during the life insurance sales process and building marketing commu-

nication that effectively reaches young people. The research topic was chosen 

since young adults in particular are an underrepresented customer group in the 

life insurance market in Finland, and life insurance is therefore often not pur-

chased by them (Ropponen et al., 2022, p.10). 

 

Understanding and solving the challenges faced in the sales process of life insur-

ance is an important subject, from both a social and a business perspective. At 

the societal level, life insurance is considered a fundamental tool for securing 

financial stability for individuals and families, serving as one of the cornerstones 

of personal financial planning (Sakthivel, 2023, p. 3). From a business perspec-

tive, it is an opportunity for insurance companies to increase their market share 

and develop new approaches to reach and interact with young people. 

 

In Finland, there has been an active debate on financial literacy and the im-

portance of financial preparedness for several years now. Crisis situations bring 

various risks to the attention of the public and put financial management skills, 

such as foresight and preparedness to the test. (FINE, 2022.) This thesis is par-

ticularly relevant to the commissioner of this study, the financial corporation X, by 

creating an in-depth understanding of both sides of the customer interface, from 

the perspectives of both customer advisors and customers, and by offering con-

crete ways to improve interaction and marketing communication. 
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2.2 Thesis objective and purpose 
 

The objective of the study is to identify the challenges in the interaction of the life 

insurance sales process and create practical solutions for the financial corpora-

tion X to improve customer interaction and marketing communication to effec-

tively reach and engage young adults regarding life insurance. 

 

The research aims to answer two major research questions that will guide the 

progress of the thesis and the practical application of the results. The first re-

search question is: Which factors complicate interaction in the sales process of 

life insurance to young adults at the customer interface, and how could this inter-

action be improved? It is important to explore how understanding the attitudes 

and habits of the target group can help overcome these challenges. 

 

The second research question is: How can marketing communication be de-

signed to effectively engage young adults and help them realize the importance 

of life insurance? Answering these questions will provide concrete solutions that 

will support customer encounters and improve the ability of the financial corpora-

tion X to reach and serve this underrepresented target group more effectively. 

 

The purpose of the thesis is to analyse the attitudes and habits towards life insur-

ance and the interaction around it among both consumers and customer advisors 

working at the customer interface in the financial corporation X. The purpose is 

also to identify the challenges of interaction at the customer interface from the 

perspective of both parties. The purpose of the study is to develop concrete com-

munication and operational recommendations for insurance advisors to support 

customer encounters and enhance the sales process of life insurance for this 

target group. 

 

 

2.3 Research methods 
 

This thesis applies a combination of literature review and empirical research to 

answer the research questions and achieve the set objectives. The empirical part 

of the thesis is based on online surveys conducted with two target groups: young 
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adults (consumers) and customer advisors. The surveys include both closed-

ended and open-ended questions. The quantitative data is analysed using de-

scriptive statistical methods, visualizations, and by analysing the selected pairs 

of variables using cross-tabulations. In addition, selected open-ended responses 

are presented to provide qualitative insights that complement the survey findings. 

The methods applied in the empirical study and their justifications are described 

in more detail in Chapter 6, where the research process is explained step by step. 

 

 

2.3.1 Literature review  
 

The literature review aims to support the other sections of the study and to eval-

uate existing theory. This type of review does not introduce new theoretical per-

spectives, but analyses literature relevant to the validity of existing theories. Lit-

erature reviews are useful because they allow to look at broader issues than a 

single empirical study. By focusing on the connections and patterns between 

many empirical findings, it is possible to explore broad and complex questions. 

(Baumeister et al., 1997.) 

 

A comprehensive literature review, together with theoretical key concepts, serves 

as a basis for this thesis and for the research. The aim is to identify the existing 

studies and key concepts relevant to the research on the target group and their 

understanding of the insurance market and life insurance products. In addition, a 

theoretical basis will be provided for customer interface interaction and effective 

marketing communication. Data is collected from scientific articles, research re-

ports, scientific books and statistics. 

 

 

2.4 Thesis process 
 

The thesis process consisted of several different stages, which followed a prede-

fined schedule. The process started with an in-depth exploration of the topic and 

an identification of the need for research. This preliminary phase was based on 

close communication with the commissioner, the financial corporation X, and on 

background research, which included a review of previous studies and literature 
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in the field. Once the need for the study had been identified, a more specific topic, 

objectives, and purpose of the thesis were defined, maintaining close communi-

cation with the commissioner. 

 

A theoretical framework for the research was then built on the basis of previous 

studies and literature in the field. Next, a further detailed planning of the research 

methods was implemented. This included the design of two different online ques-

tionnaires and the definition of the research methods for data collection and anal-

ysis. After the design phase, the data collection itself was carried out, using quan-

titative methods. Data collection was performed according to the planned sched-

ule. 

 

The analysis of the data was a key phase of the thesis, where the results were 

analysed with the selected analytical methods. Finally, the analysis of the data 

was used as the basis for the final steps of the thesis. The final steps of this thesis 

included a presentation of the research findings, a discussion of the results in 

relation to the theoretical framework, and the conclusions. Comprehensive rec-

ommendations were made to the commissioner on the basis of the overall find-

ings. In the final phase, feedback from both the supervisor and the commissioner 

was taken into account, and the thesis was finalised for publication. 
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3 LIFE INSURANCE AND YOUNG ADULTS AS THE TARGET GROUP 
 

 

3.1 General introduction to life insurance 
 

Life insurance is generally divided into two main types: risk life insurance and life 

insurance savings policies (FINE, n.d.). The topic of this thesis focuses on risk 

life insurance, and when referring to life insurance, it always refers specifically to 

risk life insurance. Unlike savings or investment insurance, risk life insurance 

does not have a savings or investment element (FINE, n.d.). 

 

Risk life insurance is an insurance where the insured risk is the death of a person 

and, in the event of death, the sum insured is paid to a beneficiary designated by 

the policyholder. Risk life insurance can be used to ensure the financial security 

of a designated beneficiary, such as a family, in the event of the death of the 

insured person. Life insurance is particularly important in situations where the 

family has young children, a large amount of debt or is heavily dependent on one 

person for its livelihood. (FINE, n.d..) 

 

The costs of death are significant for the relatives of the insured person. Funeral 

costs alone, such as casket burials and memorial services, can run into thou-

sands of euros. In addition, loved ones often have running costs, like debts to 

cover. Inheritance tax, explained below, is also a key reason to consider taking 

out life insurance. The importance of life insurance is based on its ability to man-

age the financial risks that an unexpected death can pose. (Turva, 2024.) 

 

Inheritance tax is a tax paid when a person receives property by inheritance or 

will. In Finland, the Tax Administration determines the amount of tax payable on 

the basis of the inheritance certificate and its annexes. In Finland, inheritance tax 

is not paid if the value of the inheritance is less than 20 000 €. There are two tax 

brackets: the first covers close relatives, who are taxed at a lower rate, and the 

second covers siblings and other relatives and non-relatives, who are taxed at a 

higher rate. (Verohallinto, 2024 & Suomi.fi, 2023.) 
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Risk transfer is a risk management method where risk is transferred to a third 

party. This means that one party takes responsibility for the risks of the other 

party. A typical example of risk transfer is taking out an insurance policy, where 

an individual or organization transfers financial risk to an insurance company. 

(Corporate Finance Institute, n.d..) In the case of life insurance in particular, the 

financial risks are therefore transferred from the individual to the insurance com-

pany. A survey conducted by Kaleva in 2019 shows that the standard of living 

drops by up to 70 percent if a spouse dies (Kaleva, 2025). The role of life insur-

ance, precisely as a provider of financial security, is therefore crucial. 

 

The amount of life insurance coverage to be paid in the event of death can be 

estimated by adding together the person's share of loans, one year's gross in-

come, and at least 20 000 € for each dependent child. This calculation helps to 

determine the amount of insurance needed to ensure the financial security of the 

individual and their dependants (OP Financial Group, n.d.). 

 

 

3.2 Young adults in the life insurance market 
 

This thesis focuses particularly on young adults, an underrepresented demo-

graphic in the life insurance market (Ropponen et al., 2022, p.18). The following 

sections explore their specific characteristics, attitudes, and challenges related to 

life insurance. 

 

The definition of the exact age of young adults often varies from context to con-

text. In this thesis, young adults are defined as individuals between the ages of 

18 and 29. The lower age limit of 18 is based on the fact that in Finland, life 

insurance companies offer life insurance only to those aged 18 and over. There-

fore, this marks the logical starting point for the study's target group. The upper 

age limit of 29 is based on the age grouping used in the most recent insurance 

research by Finanssiala Ry (2022), where individuals aged 15-29 are examined 

as a single age group. 

 

The study published by ETLA in 2022 highlights significant differences in life in-

surance ownership between different age groups. In this study, young adults are 
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defined as 18-29 years old, which partly overlaps with the age groups 11-20 years 

and 21-30 years reported by ETLA. Both of these ETLA's age groups, which fit 

the age range of this thesis, represent a demographic group with significantly 

lower levels of life insurance policy ownership than many older age groups. The 

ETLA report shows that life insurance ownership is most common among work-

ing-aged individuals, particularly those aged 41-50, of whom 18.5% reported hav-

ing life insurance. Other age groups with relatively high ownership are 31-40 

years old (15.5%) and 51-60 years old (14.7%). In contrast, the percentage for 

the 21-30 age group is only 6.6%, and for the 11-20 age group it drops to 1.1%. 

Life insurance ownership is also low in older age groups: 6.3% of those aged 61-

70 and less than 1% of those aged 70 and over. (Ropponen et al., 2022, p. 20.) 

Detailed figures are presented in Figure 1 below. 

 

 
FIGURE 1. Life insurance by age, %. ETLA Report No. 129. (Ropponen et al., 
2022, p. 20). 
 

A recent study conducted by Finanssiala Ry (2022) also highlights differences in 

life insurance ownership across different population groups in Finland, with 30% 

of all respondents reporting that they own a voluntary life insurance policy in case 

of death. This represents a decrease of 7 percentage units compared to a similar 

survey conducted by Finanssiala Ry in 2018. (Finanssiala Ry, 2022.) 

 

A life insurance gap is a financial gap that appears when a family's current life 

insurance cover is inadequate to cover the financial losses caused by death. It 
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represents how much additional insurance would be needed to maintain the same 

standard of living for the widow and children as before the death of the guardian. 

(Ropponen et al., 2022, p.4.) The insurance gap is also a significant problem 

among young adults. Insurance coverage for this age group is often inadequate 

in relation to their potential financial responsibilities. According to the research 

conducted by ETLA, the insurance gap typically arises because young adults do 

not have voluntary risk life insurance, which leaves them without sufficient finan-

cial protection in unexpected situations. (Ropponen et al., 2022, p.34-38.)  

 

The detailed EUR amounts of the insurance gap by age group are shown in 

Figure 2 below. Figure 2 shows the estimated average life insurance gap (or 

surplus) in euro for different age groups. The largest gaps are for those aged 31-

40 (148 564€) and 21-30 (131 759€), followed by those aged 41-50 (102 727€). 

By contrast, the deficit for the 61-70 age group is negative (-64 983€), indicating 

a surplus rather than a deficit. For those aged under 20, the deficit remains 

negative or close to zero. This indicates that the need for additional life insurance 

is particularly high among younger working-age adults. 

 

 
FIGURE 2. Figure 17 a. Insurance gap by age, €. (Ropponen et al., 2022, p. 36). 
ETLA Report No. 129 
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The low participation of young adults in the life insurance market and the signifi-

cant insurance gap highlight the need to explore interaction and communication 

that can effectively reach this target group. The life circumstances of young 

adults, such as the early stages of their careers and managing their first financial 

responsibilities, such as student loans or mortgages, make them a particularly 

vulnerable and important group.  Looking at the insurance gap from the perspec-

tive of young adults provides an opportunity to understand their financial and in-

formation needs. 

 

 

3.3 Characteristics of young adults 
 

It is possible to approach a defined target group from many different angles. For 

example, studying values, consumption habits and life situations can provide val-

uable information about the target group selected. Young adults, defined in this 

study as 18-29 year olds, are generally understood to be in a transitional phase.  

Arnett (2000) points out that by the late 20s, most people have made choices that 

will have a lasting impact on their lives. This stage is not just a quick transition to 

adulthood, but a period that is characterised by change and active exploration of 

different life paths. During this transition, young adults seek direction in areas 

such as work, relationships, and worldview (Arnett, 2000). These important life 

moments have a significant impact on the target group in a wide range of areas. 

 

 

3.3.1 Generation Z 
 

Various events and social phenomena, such as wars, socioeconomic shifts, cri-

ses, and periods of rapid development, can significantly influence the values and 

behaviors of a particular generation (Hodžić, 2024). According to Özkan and 

Solmaz (2017) Generation Z is the generation that includes people born in 1996 

and after. In 2025, the year of writing this thesis, the maximum age of Generation 

Z is currently around 29. Generation Z is a significant part of the young consumer 

group. Unlike previous generations, Generation Z is less affected by traditional 

sales and marketing strategies (Özkan & Solmaz, 2017, p. 150-151). Erwanda 
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and Doli (2024) define traditional marketing to include for example radio, print 

advertising, direct marketing, and television. 

 

Generation Z has grown up in the middle of global instability and economic un-

certainty. Events such as terrorism, climate change and the Great Recession 

have shaped their worldview and sense of security. Their digital-native status 

combined with constant communication gives them a global perspective and a 

strong appreciation for authenticity and practicality. Generation Z seeks stability 

in a rapidly changing world while advocating sustainability and social responsibil-

ity. (Tanner, 2023.) 

 

Generation Z is very different from previous generations, having been shaped by 

globalisation and the rapid growth of the internet. This generation, grown up with 

computers and technological advances, considers technology and the internet an 

integral part of life. (Özkan & Solmaz, 2017, p. 150-151.) 

 

The characteristics of Generation Z are particularly relevant when considering 

their attitudes towards life insurance. The factors presented above suggest that 

Generation Z, who have grown up in the middle of global uncertainty and crises, 

may particularly value stability and security. At the same time, their consumption 

habits, which have become more digital, may challenge the marketing of tradi-

tional insurance products. This creates a challenge for insurance companies to 

develop innovative and digitally accessible communication methods that reso-

nate with Generation Z's values and expectations. 

 

 

3.3.2 Status quo bias 
 

Samuelson and Zeckhauser introduced status quo bias in 1988. It is the decision 

not to change or to maintain the current situation. Status quo bias is a common 

choice in many decision-making situations. Studies of decision experiments show 

that individuals often prefer to maintain the status quo i.e. the present state. 

(Samuelson & Zeckhauser, 1988.) Status quo bias can be harmful when main-
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taining the status quo prevents beneficial improvements from being made. In par-

ticular, the bias can be particularly harmful in situations where significant benefits 

could be achieved through change. (Godefroid et al., 2023.) 

 

This phenomenon is particularly relevant when looking at young adults' attitudes 

towards purchasing life insurance. Young adults may find the purchase and dis-

cussion of life insurance complicated, difficult to understand or, for example un-

necessary, especially when they perceive themselves to be healthy and in a risk-

free situation. This reflects the status quo bias, where people may postpone tak-

ing out life insurance, thinking that their current situation does not need to change 

and they can reconsider it at a later stage. Such decisions may be driven by a 

lack of knowledge, assumptions of personal invulnerability, or the need to avoid 

dealing with difficult issues such as death. This creates challenges for both insur-

ance professionals and the design of communication, as effective communication 

can help to reduce this bias and motivate young adults to make active, well-in-

formed decisions. 

 

 

3.4 Young adults’ risk awareness 
 

Risk awareness is closely related to the topic of this thesis. Young adults' atti-

tudes towards risk and life insurance can therefore be linked to their ability to 

perceive and understand risk, i.e. their risk awareness. Risk awareness helps 

individuals to reduce uncertainty, mistakes and allows them to prepare for differ-

ent risks, but anticipating the future and the associated risks poses specific chal-

lenges (Järvinen, 2018, p. 45). In life insurance, the insured risk is death, so it is 

essential to understand how the target group of the thesis understands this risk.  

 

From the perspective of this study, it is important to examine young adults' atti-

tudes towards life insurance and ways to motivate them to consider life insurance 

as part of their life planning and risk management. This may open up new oppor-

tunities both in terms of product development and in terms of adapting sales pro-

cesses to the needs of the young target group. 
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3.4.1 Optimism bias 
 

Although it could be assumed that the brain predicts the future accurately and 

objectively, people have a common prediction error: they overestimate the prob-

ability of positive events happening to them and underestimate the probability of 

negative events and their effects. This phenomenon is called optimism bias and 

is one of the most broadly recognised cognitive biases in psychology and behav-

ioural economics. (Sharot, 2011.) 

 

The optimism bias may help to explain the low interest in life insurance among 

young adults. Because they may underestimate the risk of having an accident or 

becoming seriously ill, they may not perceive the need for life insurance. In addi-

tion, young adults may think that financial safety nets, such as family support or 

public services, are enough to cover potential risks. This may lead to postponing 

or not taking out insurance at all. 
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4 INTERACTION AT THE CUSTOMER INTERFACE 
 

 

4.1 Communicative competence 
 

Interaction is an essential part of human communication. At the centre of interac-

tion is communicative competence, which refers to an individual's ability to use 

language and other communication methods effectively in different situations. 

This includes, for example, communicating clearly, appropriately, and in context. 

(Spitzberg, 1983, p. 323-325.) 

 

In life insurance sales situations, communicative competence is essential, as the 

customer advisor must be able to present the various risks and benefits of insur-

ance in a clear and appropriate way to the customer's situation. This requires the 

ability to adapt communication to the individual needs and attitudes of the cus-

tomer, which can make a significant contribution to successful sales and building 

trust. 

 

 

4.2 Customer encounters in the insurance sector 
 

Customer service refers to the interaction with a customer about a product or 

service. The goal of this interaction is for the customer advisor to use her 

knowledge and skills to create a solution that meets the customer's needs from 

the services offered by the company. (Ylikoski et al., 2006, p. 96.) In the interac-

tion, the employee as an expert, service provider and authority, has more power 

than the client, which also places greater responsibility on her. Both the client and 

the employee influence the emotional climate of the interaction and how human 

the encounter is perceived. (Kaija & Poikela, 2016.)   

 

Customer service advisors often act as the key communication link between the 

customer and the company. Their role is to effectively communicate the custom-

er's perspective to the company and, in turn, the company's perspective to the 

customer. Customer service advisors play a particularly important role, as they 

are often the most familiar with the needs and concerns of customers among the 
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company's employees. Although customer service often emphasises expertise, 

companies are now also beginning to emphasise the importance of interpersonal 

skills. (Ylikoski et al., 2006, p. 64.) 

 

In the insurance sector, customer service is more important than in many other 

sectors, as insurance for individuals is often difficult to understand from the per-

spective of the typical customer. This lack of clarity is mainly due to the fact that 

insurance services are often similar to legal contracts. Successful customer ser-

vice requires the ability to help customers make the right choices and to advise 

them in complex situations. Gaining the trust of the customer is essential to build-

ing and maintaining a relationship. In this process, the customer advisor plays a 

crucial role, as trust is often built first with the advisor and only then with the 

company. (Ylikoski et al., 2006, p. 3.) 

 

 

4.3 The challenges of discussing death 
 

Discussing death is difficult for many Finnish people, and there are both cultural 

and psychological barriers to the subject. According to a survey conducted by 

OP-Henkivakuutus, almost one in three Finnish people find it difficult to talk about 

death with their loved ones, and young adults aged 16-25 in particular find the 

topic somewhat or very difficult to discuss (38% of respondents). However, dis-

cussing death becomes easier with age, as only 23% of respondents aged 65-79 

still find the topic challenging. (Mäkelä, 2025.) 

 

Those who find it easy to talk about death see it as a natural part of the life cycle 

or have dealt with the topic through the death of several loved ones. Kristiina 

Michelsson, who was interviewed for this OP Media article, says that although 

the taboo around death is partly breaking down, many people still find it an un-

comfortable or distressing topic, which is often only discussed under compulsive 

circumstances. (Mäkelä, 2025.) This phenomenon could be linked to the status 

quo bias presented earlier in Chapter 3.3.2, according to which people tend to 

maintain the present situation and postpone decisions related to death and its 

consequences. 
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There are significant differences between the genders in terms of preparedness 

for death. According to the survey conducted by OP-Henkivakuutus, 42% of Finn-

ish people have not talked to anyone about preparing for their own death. 48% of 

men have not discussed the subject at all, compared to 36% of women. Only 

slightly more than a third of respondents have discussed the subject with their 

spouse. Michelsson, interviewed for the article, says that such figures are signif-

icant because, from an economic point of view, preparedness is particularly im-

portant for the financial stability of households and families. For example, when 

buying a shared home, it would be essential to discuss how one party would cope 

financially if the other were to die. (Mäkelä, 2025.) 

 

Discussions about death are perceived as particularly difficult with parents. One 

in four respondents finds it difficult to discuss the topic with them. Talking about 

death with friends or a spouse is perceived as the easiest. Differences were also 

found between women and men in the people with whom they discuss death and 

how to prepare for it. One in five women has discussed the subject with their 

children, compared to one in ten men. In addition, 15% of women have discussed 

the topic with their friends, while only 7% of men have done so. (Mäkelä, 2025.) 

 

From the perspective of the research topic of this thesis, it is important to under-

stand that taboos and psychological barriers related to dealing with death can 

make it difficult to present and sell insurance products to customers. Given that 

young adults in particular find it difficult to talk about death and that almost half of 

men have not discussed their own death planning with anyone, it can be assumed 

that the same barriers are reflected in insurance discussions. The attitude of Finn-

ish people towards death seems to be partly twofold: while many people see it as 

a natural part of life, practical arrangements for death, such as life insurance, are 

often not discussed. 

 

 

4.3.1 Emotional intelligence 
 

In 1990, Salovey and Mayer proposed a new concept of intelligence, called emo-

tional intelligence. They based their view on research findings in emotion, intelli-

gence, psychotherapy, and cognition. They suggested that some people may be 
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more intelligent than others in dealing with emotions. (Salovey & Mayer, 1990, p. 

189.) Lopes, Côté, and Salovey (2006) highlight that organisations should invest 

in developing the emotional intelligence of their employees, as emotionally intel-

ligent employees contribute to organisational success through, for example, bet-

ter stress tolerance and more effective interaction. (Lopes et al., 2006.) 

 

Emotional intelligence is a relevant factor for this study, as the sale of life insur-

ance involves sensitive and difficult issues, such as preparing for death. In the 

sale of life insurance in particular, the customer may react strongly with emotions, 

and the ability of the salesperson to recognise and manage these emotions could 

possibly improve the quality of the interaction. In addition, as Lopes et al. (2006) 

point out, emotionally intelligent employees can use their stronger stress toler-

ance in challenging conversations. The importance of emotional intelligence is 

therefore particularly important in insurance customer service, where it is im-

portant to combine professional expertise with human understanding. 
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5 EFFECTIVE MARKETING COMMUNICATION FOR YOUNG ADULTS 
 

 

5.1 Marketing communication in general 
 

According to Kotler and Keller (2016), marketing communications are used by 

firms to inform, convince, and remind consumers of their products and brands, 

either directly or indirectly. It serves as a corporate and brand voice that allows 

firms to create dialogue and foster relationships with consumers. Effective com-

munication strategies can also increase a company's loyalty to its customers, ul-

timately driving customer value. Kotler and Keller (2016) also argue that techno-

logical developments have significantly changed the way consumers engage 

with, or choose not to engage with, marketing communications. The rise of 

smartphones and wireless internet access has reduced the effectiveness of tra-

ditional mass media, while advertising is everywhere, which can feel intrusive to 

consumers. Marketers must therefore use technology creatively without disrupt-

ing consumers' daily lives. (Kotler & Keller, 2015, p. 246.) 

 

The role of marketing communications is particularly important when life insur-

ance is sold to young adults. As life insurance may often be perceived as a com-

plex and emotionally charged product, effective marketing communication could 

be important to convey its value and necessity. As young adults may not actively 

seek information about life insurance, companies should find ways to engage 

them through targeted, informative, and non-intrusive marketing. The changing 

media landscape highlighted by Kotler and Keller (2016) further highlights the 

importance of selecting appropriate channels and tailoring messages to reach 

this audience in a meaningful way. 

 

 

5.1.1 Integrated marketing communication 
 

Percy (2018) describes integrated marketing communication (IMC) as a market-

ing discipline that emerged in the 1980s, although its principles were applied ear-

lier. IMC refers to the systematic planning and execution of a communication to 

create a coherent and effective message for the target audience. The definition 
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of the concept has varied over time and is still used in different ways in marketing 

communications. (Percy, 2018.) 

 

Percy (2018) highlights that effective brand building requires proper positioning 

and the creation of a strong and positive brand position. Integrated marketing 

communication plays a key role in ensuring that all aspects of marketing commu-

nication support this objective with a coherent message. IMC also helps to man-

age the communication solutions related to a company's branding strategy across 

its product and brand portfolio. (Percy, 2018.) 

 

Integrated marketing communication is particularly valuable in addressing the 

challenges of marketing life insurance. As Percy (2018) points out, IMC ensures 

consistency across communication channels, which is crucial when dealing with 

a product that requires trust and long-term commitment. By aligning marketing 

efforts across touchpoints such as digital advertising, social media, and customer 

interactions, companies could improve young adults' awareness and willingness 

to engage in conversations about life insurance. 

  

  

5.2 Fundamentals of communicating with young adults 
 

Effective communication with young adults, especially Generation Z, requires an 

understanding of their values, digital behaviour, and expectations of brands. This 

generation has grown up in a highly digitalised world where information is abun-

dant and technology is an integral part of life (Özkan et al., 2017, p. 150-151). In 

targeting Generation Z, or those born after 1996, brands face specific challenges 

in reaching this influential demographic, which gains direct purchasing power 

daily. Many businesses struggle despite investing heavily in marketing efforts 

aimed at Generation Z. (Padfield, 2021). 

 

Research suggests that Generation Z has an average attention span of 

approximately eight seconds, meaning that marketing messages must be clear, 

engaging, and immediately relevant to capture their interest. Generation Z is 

adapted to processing huge amounts of information quickly because they are 

constantly exposed to digital content. They can quickly filter out irrelevant 
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material, often in eight seconds or less, allowing them to decide almost instantly 

whether something is valuable or interesting enough for them. (Fromm & Read, 

2018, p. 106.) The study by Nesterenko et al. (2023) shows that the internet has 

a particularly large impact on younger consumers, especially those under 34, 

compared to older age groups. This suggests that the internet is an effective 

marketing tool for reaching young people and influencing their behaviour 

(Nesterenko et al., 2023, p. 65). 

 

According to Padfield (2021), to successfully connect with this audience, there 

are five essential strategies to take into consideration. To effectively target Gen-

eration Z, brands should tailor content for each social media platform, prioritize 

authenticity by sharing raw, behind-the-scenes moments, and view influencer col-

laborations as part of a broader brand narrative. Encouraging audience participa-

tion in trends and challenges on platforms like TikTok can boost brand aware-

ness, while user-generated content (UGC) builds trust and drives sales. These 

strategies help create meaningful connections with Generation Z and foster long-

term relationships. (Padfield, 2021.) 

 

  

5.3 Channel choices and use of technology 
 

The marketing communication channels used by businesses play a key role in 

reaching and influencing consumers. They enable two-way interaction between 

the company and its target audience and provide relevant and important infor-

mation about new products and services. The various communication channels 

are used to increase sales, attract new customers, and strengthen brand aware-

ness, among other things. (Nesterenko et al., 2023, p. 61.) 

 

The channels used in digital marketing have their own characteristics and oper-

ating logic, which should be understood in order to select appropriate marketing 

strategies and tactics. Channels can be classified in different ways - for example, 

according to whether the company or the target group controls the communica-

tion and whether it is one-way or two-way communication. (Taiminen & Kar-

jaluoto, 2015, p.635.) Based on these two factors, Table 1 presented below by 
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Taiminen and Karjaluoto, shows the different channels according to both com-

munication control and interaction style. 

 

Table 1 shows the classification of digital marketing channels according to the 

level of company control and the nature of the communication. Examples of one-

way communication and high levels of corporate control include company web-

sites, newsletters, and banner advertising. Two-way communication with a high 

level of control is achieved through blogs and communities provided by the com-

pany, for example. Channels with less corporate control include search engine 

optimisation (SEO), search engine advertising (SEA), and social media, where 

communication is strongly customer-centric. (Taiminen & Karjaluoto, 2015, 

p.635.) 

 

TABLE 1.  Classification of digital marketing channels. (Re-created from 
Taiminen & Karjaluoto, 2015, p 635).  

 
 

The study by Nesterenko et al. (2023) concludes that marketing communications 

should use the latest technologies and interactive formats, especially to reach 

and engage younger audiences, while more traditional forms of communication 

may work better for older audiences (Nesterenko et al., 2023, p. 62). Taiminen 

and Karjaluoto (2015) point out that social media seem to offer an effective chan-

nel for brand building, customer engagement, and the creation of personalised 

customer relationships, allowing for interactive communication and a constant 
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presence in the customer's daily life, which can strengthen the relationship be-

tween the company and the customer.  

 

 

5.3.1 Omnichannel marketing 
 

According to Verhoef et al. (2015), omnichannel management can be understood 

as the process of designing and managing different customer touchpoints and 

channels in a coordinated way that optimises both the customer experience and 

the performance of the channels. This approach recognises the interaction be-

tween channels and the fact that customers use them in a simultaneous way 

(Verhoef et al., 2015, p. 176). 

 

According to Payne et al. (2017) multi-channel marketing, the principles of inte-

grated marketing communications (IMC) and the omnichannel approach share a 

lot of similarities, especially in regard to the consistency of communication across 

different customer encounter points. One of the key differences between these 

approaches relates to how a company uses digital channels as part of its overall 

strategy (Payne et al., 2017, p. 189).  Verhoef et al. (2015) highlight that compa-

nies that want to maximise the individual performance of each channel often use 

multi-channel marketing. In contrast, firms that focus on overall customer profita-

bility across channels operate according to the principles of omnichannel market-

ing (Verhoef et al., 2015). 

 

The omnichannel approach could also offer interesting opportunities for the de-

velopment of life insurance communication targeted at young adults. As noted in 

section 5.2, young consumers use a wide range of digital channels, and technol-

ogy is an integral part of the lives of the target group. It could therefore be im-

portant that communication is consistent and accessible regardless of the chan-

nel. If all points of interaction, such as online services, customer communication, 

and personal customer service interactions with the insurance company, seam-

lessly supported each other, this could increase trust and reduce the barriers to 

discussing life insurance. 
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6 EMPIRICAL RESEARCH 
 

 

6.1 Quantitative research 
 

In this research the quantitative surveys aim to collect data from two different 

target groups: young adults in the role of consumers and customer advisors 

working in the customer interface of the financial corporation X. Research shows 

that asking sensitive questions in a self-completion questionnaire is possible 

because respondents do not have to interact with the interviewer, which removes 

the interviewer's influence on the answers (Williams et al., 2021, p. 85). In 

addition, the surveys were conducted anonymously, which supports the collection 

of honest and reflective responses. These factors make online surveys particu-

larly suitable for this research, as they allow respondents to answer questions at 

their own pace and in a private setting, which can encourage more honest and 

thoughtful responses, especially when addressing potentially sensitive topics. 

 

Surveys have long been a key method of data collection in the social sciences 

and other fields (Dawson, 2017). One of the reasons for the popularity of surveys 

is their flexibility. In particular, electronic questionnaires are even more flexible 

than traditional paper questionnaires. (Williams et al., 2021, p. 86.) They can 

collect both quantitative and qualitative data, and are sometimes the only possible 

way to obtain information on, for example, opinions, attitudes, and perceptions 

that cannot be measured directly. In addition, surveys allow a large amount of 

data to be collected in a uniform and cost-effective way. (Dawson, 2017.) 

 

Self-completion online surveys have several advantages, such as rapidity, wide 

reach, ease of use, affordability, and flexibility (Williams et al., 2021, p. 85). Online 

surveys can be launched quickly and are easily accessible to respondents via 

channels such as social media or email. In addition, online surveys offer flexibility 

by allowing for a variety of question types and automatic skip functionality that 

would be difficult to implement in paper surveys. (Ball, 2019.) 

 

The quantitative surveys in this study were conducted electronically to ensure the 

widest possible range of respondents from both groups. The results of the 
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questionnaires provide a basis for the analysis of the research by identifying the 

main barriers in life insurance interaction and communication, and developing 

practical solutions to overcome these challenges. Both surveys were piloted 

before official release. Three people per survey participated in the pilot. The 

purpose of the piloting was to ensure clarity of the questions, technical 

functionality of the forms, and overall understandability. Minor adjustments were 

made to the choice of words and the response options based on the piloting. 

 

The many benefits discussed above contributed to the choice of this method. As 

the aim of the study is to explore the attitudes, perceptions and challenges 

associated with the sale of life insurance to young adults, quantitative surveys 

allow for the collection of comparable data in this case from two separate but 

relevant target groups. 

 

 

6.1.1 Online survey for consumers 
 

The first quantitative data collection method was a survey for consumers aged 

18-29 (Appendix 1). The survey was created using the Google Forms tool. The 

questionnaire was posted on various social media platforms such as LinkedIn 

and Instagram to collect responses. The questionnaire was carried out in Finnish, 

and the answers were translated into English in the results presentation phase. 

The thesis analyses the challenges of interaction, especially from the perspective 

of the commissioner, the financial corporation X. The majority of customer 

encounters in the commissioner company are performed in Finnish, which is why 

the consumer survey was also conducted in Finnish.  

 

Once a suitable sample size was reached, the survey was closed to allow 

analysis of the results to begin. The target population of the survey was young 

adults aged 18-29, which represented the age group defined earlier in this thesis. 

The aim was to collect at least 70 responses to the survey. A total of 85 responses 

were collected. Although the sample size is not statistically representative of the 

entire Finnish population of young adults, it is considered sufficient to provide 

indicative and useful insights for the purposes of this thesis. 
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The consumer survey was designed with a focus on each question being relevant 

to the research and not making the total number of questions too high. For this 

survey, structured questions were used, with pre-defined response options for 

the respondent. Most of the questions also included the option “other”, so that 

each respondent had the option to answer if the predefined options did not suit 

the respondent. There was also one completely open question at the end of the 

questionnaire where respondents were free to share their thoughts on life 

insurance communication. 

 

The survey focused on several main themes, based on the research questions 

and the results of the literature review, as well as on discussions and preferences 

discussed with the commissioner. These included respondents' background 

information, their knowledge and attitudes towards life insurance, their 

experiences and feelings about discussing life insurance, and their views on how 

life insurance should be marketed to young adults. Respondents were also asked 

about their preferred communication channels and factors that might influence 

their interest in buying life insurance. 

 

 

6.1.2 Online survey for customer advisors 
 

The second quantitative data collection method was a survey for customer 

advisors working at the customer interface in the financial corporation X 

(Appendix 2). The survey was created using the Google Forms tool. The 

questionnaire was published on the commissioner's internal communication 

channels, which were the easiest way to reach the customer advisors. The survey 

was conducted in Finnish, and the answers were translated into English during 

the analysis of the results in the same way as in the consumer survey. As all 

customer advisors at the financial corporation X work in at least Finnish in their 

daily work, the survey was conducted in Finnish.  

 

Once a suitable sample size was obtained, the survey was closed in order to start 

analysing the results. The target group of the survey was all customer advisors 

working at the customer interface of the company's customer service telephone 

service. The aim was to receive at least 20 responses, and a total of 20 responses 
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were collected. Of the customer advisors who received the survey, a total of 10% 

answered the survey. Although the response rate was relatively low compared to 

the total number of customer advisors, the data collected provides valuable 

insights into recurring themes and findings related to customer interaction and 

communication challenges. 

 

The survey focused on key areas relevant to the research objectives, such as the 

experiences of customer advisors in life insurance discussions with young adults, 

the challenges they faced in these discussions, successful practices, and 

suggestions for improving communication. The study also explored the views of 

customer advisors on the importance of emotional intelligence in life insurance 

sales and the possible need for training to develop these skills. 

 

 

6.1.3 Analysing methods 
 

The quantitative data collected from the surveys was analysed using statistical 

descriptive methods. These methods include the observation of the quantity, fre-

quency, and distribution of phenomena (University of Jyväskylä, n.d.). The aim 

was to provide an overall picture of young adults' attitudes towards life insurance 

and to identify possible trends and patterns around the topic. 

 

In addition to the general descriptive analysis, the selected pairs of variables were 

examined in more detail using cross-tabulation and graphical visualizations. This 

approach aimed to explore possible links between the key variables without per-

forming deeper statistical testing. The aim was to illustrate possible trends and to 

support the interpretation of the findings on the challenges of interaction and com-

munication in the life insurance context. 
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7 RESULTS OF THE RESEARCH 
 

 

7.1 Online survey for consumers 
 

An online survey for consumers aged 18-29 was used to gather information on 

their attitudes, communication practices, and preferences towards life insurance. 

A total of 85 responses were collected, giving a good overview of the views of the 

target group. The results are presented in the following sub-chapters, starting 

with the respondents' background information. 

 

 

7.1.1 Background information 
 

The survey started by collecting background information. Respondents were first 

asked about their age and gender. After that, respondents’ current financial situ-

ation as well as their financial responsibilities were explored. The age distribution 

of the respondents is shown below in Figure 3. 

 

 
FIGURE 3. Age distribution of respondents. 
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As shown in Figure 3, 69.5% of respondents were in the age group 22-25 years. 

17.6% of the respondents stated that they are 26-29 years old, and 12.9% of 

respondents were in the age group of 18-21. 

 

In terms of gender distribution, as shown in Figure 4, 70.6% of respondents were 

female, and 29.4% were male. None of the respondents selected the option 

"other" or "do not want to answer". 

 

 

 
FIGURE 4. The gender distribution of respondents. 

 

Figure 5 below shows respondents' current financial situation. The largest groups 

were those registered as employed (65.9%) and students (56.5%). A small num-

ber of respondents were unemployed (4.7%), while others described themselves 

as “working student” (3 respondents), “part-time employed”, “entrepreneur”, or 

“partially on parental leave” (one respondent each). 
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FIGURE 5. Respondents' current financial situation. 

 

In terms of personal responsibilities and financial obligations, Figure 6 shows that 

14.1% had a mortgage, while 64.7% of respondents stated that they had other 

loans. In addition, 9.4% had a child or children. A quarter of respondents (25.9%) 

selected the option "none of the above", showing that they had no such obliga-

tions at the time of the survey. 

 

 
FIGURE 6. Financial responsibilities of respondents. 
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7.1.2 Knowledge and attitudes towards life insurance 
 

In the next section, after the background information questions, respondents 

were asked about their knowledge and understanding of life insurance. Before 

answering the questions, all participants were shown the following definition: "Life 

insurance is a cover in the event of death. For the purpose of this survey, life 

insurance is defined as a term life insurance policy without a savings or invest-

ment element." This ensured a shared understanding of the term being exam-

ined. 

 

As shown in Figure 7, the majority (96.5%) of respondents stated in question 5 

that they had heard of life insurance before taking part in the survey. Only 3.5% 

indicated that they were not previously familiar with the concept. 

 

 
 FIGURE 7. Awareness of life insurance before the survey. 

 

In question 6, respondents rated their level of understanding of the purpose of life 

insurance. The results presented in Figure 8 show that while 44.7% of respond-



 

 

36 

ents considered themselves to have a good understanding of the term, the ma-

jority (52.9%) reported only a partial understanding. A small percentage (2.4%) 

indicated that they did not understand the term at all. 

 

 
FIGURE 8. Self-assessed understanding of life insurance. 

 

Figure 9 below presents the responses to the question “Have you considered 

purchasing life insurance?”. A total of 41.2% of respondents reported that they 

had not considered purchasing life insurance. Meanwhile, 36.5% had considered 

it but had not proceeded to purchase, and 21.2% of the respondents indicated 

that they currently have a life insurance policy. Only one respondent (1.1%) re-

ported having had life insurance previously but discontinued it. 
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FIGURE 9. Consideration of purchasing life insurance among respondents. 

 

Figure 10 shows the reasons given by respondents for not having life insurance. 

Respondents were able to select multiple reasons. The most common reason 

was a lack of knowledge about the product or how it works, selected by 49.3% of 

respondents. The second most common response was that life insurance was 

not perceived as necessary (42%), followed by concerns about cost (31.9%). 

Other less frequently mentioned reasons included health issues, irrelevance to 

the current life situation, or simply not having gotten around to purchasing it. 

 

 
FIGURE 10. Reasons for not having life insurance. 
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7.1.3 Interaction and talking about life insurance 
 

In this section of the survey, respondents were asked to reflect on interaction and 

the experience of discussing life insurance, especially in relation to sensitive top-

ics. Before answering, participants were informed that “Life insurance is strongly 

linked to the discussion about death and the loss of a loved one. Please answer 

the following questions about how you experience or think you would experience 

certain situations.” This context aimed to help respondents reflect on their own 

feelings and expectations related to the topic in a realistic and emotionally aware 

manner. 

 

Figure 11 below presents the emotions participants reported when discussing life 

insurance. Respondents were able to select multiple options. The most common 

response was interest, selected by 58.8% of the respondents. This was followed 

by uncertainty (25.9%) and concern or fear (24.7%). Additionally, 22.4% reported 

feeling relief, whereas irritation was reported by only one respondent. Several in-

dividual responses, such as “neutral”, “not interested”, and “nothing special”, 

were also given in the open-ended option. 

 

 

 
FIGURE 11. Emotions experienced when discussing life insurance. 

 



 

 

39 

In question 10, respondents were asked to rate how comfortable they feel or think 

they would feel discussing life insurance with an insurance professional, on a 

scale from 1 (uncomfortable) to 5 (very comfortable). As shown in Figure 12 be-

low, most respondents selected the middle values on the scale: 42.4% se-

lected 3, and 38.8% selected 4. 9.4% of respondents stated they would feel very 

comfortable discussing life insurance with a professional (rating 5), while 8.2% 

selected rating 2. Only one respondent chose rating 1, indicating discomfort. 

 

 
FIGURE 12. Comfort level of discussing life insurance with an insurance profes-

sional. 

 

Next the survey explored the challenges young adults experience when talking 

about life insurance, as well as their satisfaction with past conversations on the 

topic. Figure 13 below shows the responses to the question “What factors make 

it difficult to discuss life insurance?” The respondents were asked to select all 

options that apply to them. 

 

The most commonly selected reason was “I don’t find it difficult to talk about life 

insurance,” chosen by 40% of respondents. This was followed by “I don’t 

sufficiently understand what life insurance is” (36.5%), and “I don’t feel life 

insurance is important” (31.8%). Additionally, 27.1% of respondents indicated 

that “talking about death feels difficult,” while 25.9% selected “the conversation 

feels too commercial.” A small percentage of respondents (4.7%) mentioned 

distrust toward insurance companies, and a one respondent selected “other” and 

provided their own explanation. 
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FIGURE 13. Factors that make discussing life insurance difficult. 

 

In question 12, participants who had previously discussed life insurance were 

asked to rate their satisfaction with the information and interaction they received. 

Answers to this question are shown in Figure 14. Out of 36 respondents, the 

majority selected a middle-ground option: 36.1% chose rating 3, and another 

36.1% chose rating 4. The lowest rating (2) was chosen by 16.7% of respondents, 

and 11.1% gave the highest satisfaction score (5). No respondents selected the 

lowest possible satisfaction score (1). 

 

 

 
FIGURE 14. Satisfaction with the discussion and information received about life 

insurance. 
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When asked about the most important factors in a discussion about life insurance 

with an insurance professional, the respondents were asked to choose the two 

most important options for them. As shown in Figure 15, the majority of respond-

ents (65.9%) highlighted the importance of clear and easy-to-understand lan-

guage. This was followed by examples or stories about the benefits of insurance 

(50.6%). Respondents equally valued a personal and empathetic approach 

(34.1%) and an informal and relaxed conversational style (34.1%), while 15.3% 

mentioned a serious and professional tone.  

 

 
FIGURE 15. The most important elements in life insurance discussions with pro-

fessionals. 

 

 

7.1.4 Marketing communication 
 

Before answering the questions in this section, respondents were provided with 

a brief explanation of the term "marketing communication" to ensure a common 

understanding. It was defined as outward-facing communication used by compa-

nies to increase their sales, either directly or indirectly. Respondents were also 

advised that if life insurance did not feel personally relevant at the time of answer-

ing, they could approach the questions with a view to the future. 

 

Respondents were asked how they would prefer to receive information about life 

insurance. Respondents were asked to choose one or more options. As shown 

in Figure 16, the most common answer was through personal discussions with 
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an insurance expert, which was selected by 60% of respondents. Company web-

sites (54.1%) and social media platforms such as Instagram or TikTok (52.9%) 

were also preferred channels. Less popular methods included receiving recom-

mendations from close ones (29.4%) and traditional advertising such as TV, ra-

dio, or newspapers (9.4%).  

 

 
FIGURE 16. Preferred channels for receiving life insurance information. 

 

Figure 17 below illustrates how respondents perceive current marketing commu-

nication related to life insurance. The most common choice was "I haven't seen 

marketing communication about life insurance," selected by 61.2% of respond-

ents. Other response options were more evenly distributed. For example, 16.5% 

considered the communication commercial and pressuring, while 12.9% found it 

clear and easy to understand. 

 
FIGURE 17. Perceptions of current life insurance marketing communication. 
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In the following question, number 16 shown in Figure 18, respondents were asked 

what kind of marketing communication would attract their interest in life insur-

ance. The respondents were asked to choose 1-3 most important options. The 

most popular option was "personal stories and experiences," chosen by 70.6% 

of respondents. Nearly as many selected "concrete facts and numbers about in-

surance benefits" (69.4%). Short and visual messages (34.1%) also gained a fair 

amount of interest. Additionally, 21.2% chose “detailed and informative articles”, 

20% chose “humorous and light approach”, and only 3.5% selected “serious and 

professional style”. 

 

 
FIGURE 18. Types of marketing communication that would attract interest in life 

insurance. 

 

In the last question, number 17, respondents were asked to select all the factors 

that would make them consider purchasing life insurance. As shown in Figure 19, 

the most commonly selected response was "clear communication about why in-

surance is important", which was chosen by 63.5% of respondents. This was fol-

lowed by "concrete examples of how insurance helps loved ones", selected by 

55.3%, and "affordable and flexible insurance options," chosen by 52.9%.  

 

Additionally, 34.1% indicated that "recommendations or stories from other young 

adults" would influence their consideration. One respondent (1.2%) selected the 

open-ended option and described that the insurance had been acquired by their 

parents, but they would continue it even though it was not their own decision. 



 

 

44 

 

 
FIGURE 19. Factors that would make respondents consider purchasing life in-

surance. 

 

 

7.1.5 Open-ended question  
 

At the end of the survey, participants were asked an open-ended question: 

“Do you have anything you would like to add or highlight regarding the sur-

vey?” Several responses were received, offering individual perspectives related 

to the topic. One respondent described the topic as interesting and important. A 

few responses included suggestions or preferences regarding communication 

style, such as: “TikTok with clear costs, benefits, etc. with Subway Surfers in the 

background to help me focus.” One of the participants noted that: “Life insurance 

rarely appears in ads or discussions. Therefore, it should be highlighted more to 

people.” One respondent shared a personal experience where life insurance was 

obtained as part of mortgage negotiations: “Insurance was taken as part of the 

mortgage; I hadn't considered it carefully before loan negotiations.” 

 

 

7.2 Online survey for customer advisors 
 

A total of 20 responses were received to the survey for customer advisors. De-

spite the slightly low response rate, the data still provides valuable descriptive 
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information on the key themes of the research topic. Of the customer advisors 

who received the survey, a total of 10% answered the survey. However, the num-

ber of responses in relation to the number of customer advisors working in the 

financial corporation X is not high enough to make statistical generalisations 

about the whole target group of customer advisors.  

 

The results are therefore presented primarily as indicative data, highlighting the 

experiences, views, and perceptions of customer advisors on the challenges and 

opportunities related to interaction and communication. These responses help to 

identify key themes and issues that support the overall analysis and help to de-

velop practical recommendations for improvements in the life insurance interac-

tion and marketing communication.  

 

 

7.2.1 Background information 
 

At the beginning of the survey, background information was collected from cus-

tomer advisors to better understand the profile of the respondents. This infor-

mation provides context for interpreting the results and helps to understand the 

characteristics of the participants. Respondents were first asked about their age 

and gender. 

 

Figure 20 below shows the age distribution of respondents. A total of 20 customer 

advisors participated in the survey. Of these, 10 respondents were in the age 

group 18-29 years (50%), 5 respondents were in the age group 30-41 years 

(25%), 3 respondents were in the age group 42-53 years (15%) and 2 respond-

ents were over 53 years (10%). 
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FIGURE 20. Age distribution of respondents. 

 

Figure 21 describes the gender distribution of respondents. Of all respondents, 

15 are women (75%) and 5 are men (25%). The gender distribution shows a clear 

concentration of respondents among female customer advisors. However, this 

distribution also reflects the gender distribution of customer advisors in this role, 

as there are more women working in this position. 

 

 
FIGURE 21. Gender distribution of respondents. 
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The third question asked respondents how long they had been working as cus-

tomer advisors. Half of the respondents, 10 out of 20 (50%), answered that they 

had 1-3 years of work experience. 6 respondents (30%) reported that they had 

worked in this role for 3-6 years. 3 respondents (15%) reported that they had 

more than 6 years of experience, and 1 respondent (5%) had less than 1 year of 

experience as a customer advisor. This is shown in Figure 22 below. 

 

 
FIGURE 22. Length of employment as a customer advisor. 

 

 

7.2.2 Interaction around life insurance 
 

After collecting background information, the survey focused on the experiences 

and perspectives of customer advisors on life insurance interactions. The follow-

ing questions were designed to identify, for example, how often life insurance is 

discussed with clients, how challenging advisors find these discussions, and how 

clients generally react when the topic is raised. 
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The survey asked how often customer advisors bring up life insurance in their 

discussions with customers. As shown in Figure 23 below, the majority, 15 out of 

20 respondents (75%), said they discuss life insurance occasionally. Four re-

spondents (20%) reported that they often discuss the topic, and one respondent 

(5%) reported that they rarely discuss life insurance. None of the respondents 

selected the option that they never discuss life insurance. 

 

 
FIGURE 23. Frequency of discussing life insurance with customers. 

 

Figure 24 shows whether customer advisors find it challenging to discuss life in-

surance. 8 out of 20 respondents (40%) reported that they do not find it challeng-

ing to discuss life insurance. Half of the respondents, i.e. 10 respondents (50%), 

found it somewhat challenging, and 2 respondents (10%) found it very challeng-

ing. 
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FIGURE 24. Customer advisors' views on the difficulty of discussing life insur-

ance. 

 

Figure 25 illustrates the reasons why customer advisors find it challenging to dis-

cuss life insurance. This question was answered by 13 respondents who had 

previously indicated that they found it either somewhat or very challenging. Re-

spondents were asked to select all suitable response options. The most common 

reason, chosen by 9 respondents (69.2%), was that topics related to death are 

difficult to articulate. A further 5 respondents (38.5%) said they believed the topic 

was uncomfortable for the client. Other factors, such as personal discomfort, lack 

of knowledge about life insurance, the topic not being relevant to themselves, or 

the topic not coming up naturally in daily tasks were selected by 1 respondent 

each. 
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FIGURE 25. Factors that make life insurance discussions challenging. 

 

Figure 26 shows how customers typically react when customer advisors bring up 

life insurance in a conversation. Respondents were asked to select all suitable 

options. The most common response, reported by 16 respondents (80%), was a 

neutral response with no specific reaction. Half of the respondents, 10, stated 

that customers often reacted doubtfully or critically. Positive and interested reac-

tions were mentioned by 8 respondents (40%). 3 respondents (15%) also men-

tioned negative or uncomfortable reactions. Less frequently mentioned reactions 

were comments such as "I don't need/want this" (1 respondent, 5%), "Mixed re-

actions, depends on the customer" (1 respondent, 5%), and interest combined 

with concern (1 respondent, 5%). 

 

 
FIGURE 26. Typical customer reactions when bringing up life insurance. 
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Figure 27 shows situations where customer advisors have been particularly suc-

cessful in selling life insurance to young adults. Respondents were asked to se-

lect 1-3 most suitable options. The most mentioned situation was when the client 

had a mortgage or other debt, mentioned by 13 respondents (65%). This was 

followed by 12 respondents (60%) who mentioned success when the client had 

recently started a family. 9 respondents (45%) reported success when the cus-

tomer had a general interest in preparedness, while effective campaigns or offers 

were highlighted by 8 respondents (40%). In addition, 4 respondents (20%) re-

ported that unexpected life events in the customer's life had contributed to a suc-

cessful sale. 

 

 
FIGURE 27. Situations where advisors have successfully sold life insurance to 

young adults.  

 

Figure 28 below shows which approaches or styles of discussion customer advi-

sors have found particularly effective when discussing life insurance with young 

adults. Respondents were asked to select all the suitable options. Discussing 

matters related to the client's life situation, such as family or home, was the most 

frequently chosen approach, chosen by 14 respondents (70%). 13 respondents 

(65%) reported that the client's own interest and openness to the topic had been 

an influential factor. Building a connection through everyday examples was high-

lighted by 12 respondents (60%). Other approaches, such as using humour or 

casual conversation and listening to the client's concerns before offering solu-

tions, were chosen by 5 respondents (25%) each. Arguments based on facts and 

figures were considered effective by 2 respondents (10%). 
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FIGURE 28. Effective Approaches and Discussion Styles with Young Adults. 

 

Figure 29 below shows the most common objections that customer advisors ex-

perience when discussing life insurance. The most frequently mentioned objec-

tion was "I don't need it right now", chosen by 17 respondents (85%). Another 

common response was to postpone the decision: "I'll get back to it later", chosen 

by 13 respondents (65%). The third most frequent response was concerns about 

the price: 6 respondents (30%) said that customers consider life insurance to be 

too expensive. Other objections included that the customer already has enough 

other insurance (4 respondents, 20%), that the product is seen as too compli-

cated (1 respondent, 5%), or that life insurance is unnecessary because there 

are no family members who could benefit from it (1 respondent, 5%). 

 

 
FIGURE 29. The Most Common Objections Presented by Customers. 
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Figure 30 shows how customers typically react when customer advisors guide 

them to explore life insurance through digital services. Respondents were asked 

to select the 1-3 most suitable answers. The most common response, reported 

by 12 respondents (60%), was a positive reaction and a willingness to explore 

the service. In addition, 9 respondents (45%) stated that customers are already 

aware of the digital service and have used it, and another 9 respondents (45%) 

stated that customers are not interested and forget about the service. A smaller 

number, 3 respondents (15%), stated that customers need further guidance on 

how to use the service. Four respondents (20%) stated that they have not guided 

customers to use the digital services. No respondents stated that customers 

found the digital services difficult to use. 

 

 
FIGURE 30. Customer reactions when guided to explore life insurance in digital 

services. 

 

Figure 31 below shows how prepared customer advisors consider themselves to 

be when discussing sensitive issues such as death with clients. Using a scale 

from 1 (not prepared at all) to 5 (very prepared), the majority, 9 respondents 

(45%), rated their preparedness as 4. In addition, 5 respondents (25%) felt very 

prepared and gave a rating of 5, while another 5 respondents (25%) rated their 

preparation as moderate (3). Only one respondent (5%) reported being less pre-

pared with a rating of 2, and no respondent chose the lowest rating of 1. 
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FIGURE 31. Customer advisors' preparedness to handle sensitive topics. 

  

 

7.2.3 Improving interaction and supporting customer advisors 
 

The final part of the survey focused on identifying ways to improve the interaction 

around life insurance and better support the work of customer advisors. The fol-

lowing questions explored what support advisors currently receive, things that 

would improve their ability to have more effective conversations with clients, and 

the possible need for training in emotional intelligence. 

 

First, this section explored customer advisors' experience of the support they re-

ceived from the organisation to improve life insurance sales. Figure 32 below 

presents respondents' ratings of the support received on a scale of 1 to 5. The 

most common response was a 4, with 9 respondents (45%), followed by a rating 

of 3 with 7 respondents (35%). A smaller number rated the support as low: 3 

respondents (15%) gave a score of 2. Only 1 respondent (5%) gave the highest 

score of 5. No respondent chose the lowest score of 1. 
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FIGURE 32. Experience of organisational support for promoting life insurance 

sales.  

 

Figure 33 shows the options that respondents believe would best support them 

in selling life insurance and helping to ease customer discussions about life in-

surance. Respondents were asked to select all suitable options. The most fre-

quently selected option was "concrete examples or stories", which 13 respond-

ents (65%) selected. Other commonly chosen options were "more advanced 

technical tools" with 9 responses (45%), "clearer product information and materi-

als" with 8 responses (40%), and "more practical training for interaction situa-

tions" with 8 responses (40%). Other options included "more training on life in-

surance" (5 respondents, 25%), "ready-made discussion frameworks" (2 re-

spondents, 10%), and one response to "Other" in which the respondent specified 

"concrete examples of death-related costs (e.g., inheritance tax, funeral costs)". 

 

 
FIGURE 33. Factors that would best support life insurance sales and interaction. 
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Figure 34 below shows whether customer advisors feel that they would benefit 

from training in developing emotional intelligence skills in their work. Before re-

spondents were asked to rate their need for emotional intelligence training, they 

were given a brief explanation of the term. Emotional intelligence was described 

as "the ability to recognise and manage your own and others' emotions and to 

use emotions to support your thinking". It was also noted that good emotional 

intelligence skills are often linked with professional success and are also useful 

in challenging interaction situations. 16 out of 20 respondents (80%) answered 

yes, showing that they see a clear need for such training. Two respondents (10%) 

answered no, and two (10%) were unsure. 

 

FIGURE 34. Customer advisors' views on the need for emotional intelligence 

training.  

 

 

7.2.4 Open-ended question 
 

The survey ended with an open question asking customer advisors to share their 

views on how to improve the sales process of life insurance for young adults. The 

question was designed to gather free-form suggestions and ideas that could com-

plement the overall picture gathered from the structured questions.  

 

To question 16, "How do you think the sales of life insurance to young adults 

could be improved?" the following open answers were given: 
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1. Clearer examples for customers about the benefits of life insurance, espe-

cially who benefits and how. 

 

2. Targeted marketing to young people across different channels. 

 

3. Through various social media campaigns, linking life insurance with e.g. 

mortgages to lower the threshold. 

 

4. Many young adults have not yet started a family, so emphasise that the 

beneficiary does not have to be a family member - it can be a close friend. 

Death seems like a distant thought to young people, so use concrete facts. 

How many young people have died in 2024 under different circum-

stances? What are the costs of death to loved ones?  

 

Life insurance works best for young people if it is linked to other products 

(e.g., critical illness cover) or if it offers significant benefits to other insur-

ance policies so that the young person feels that they are also benefiting 

from it. 

 

5. Campaigning to keep the topic visible and encourage discussion.  
 

 

7.3 Examination of the connections between the selected variables 
 

In this section, the possible links between the two different pairs of variables from 

the consumer survey are explored through graphical visualization. The first pair 

examines respondents' understanding of life insurance and whether they have 

considered or purchased life insurance. The second pair focuses on the age 

group of respondents and their self-assessed understanding of life insurance. 

Figures 35 and 36 were created based on a cross-tabulation of the responses to 

these selected pairs of variables in the questionnaires. While exact statistical co-

variance values were not calculated between the variable pairs, the analysis aims 

to illustrate how respondents' answers divide between the different options and 

whether there are emerging trends relevant to the research questions. 
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The first pair of variables focused on how respondents perceive their understand-

ing of life insurance in relation to whether they have considered or purchased life 

insurance. Results are shown in Figure 35 below. Of the respondents who had 

not considered life insurance at all (35 people), 27 felt they only partially under-

stood the product, 5 very well, and 2 not at all. Of those who had life insurance 

(18 respondents), the majority, 13, felt they understood the product well, and 5 

felt they understood it partially. Of those who had considered buying insurance 

but had not yet done so (31 respondents), 14 said they understood it well, and 17 

said they understood it partially. Only one respondent indicated that they had 

previously owned a policy but had cancelled it. This respondent considered that 

they understood the product well. 

 

 
FIGURE 35. Understanding life insurance vs. considering purchasing insurance. 

  

The second pair of variables selected focused on the relationship between re-

spondents' age and their self-assessed understanding of life insurance. The aim 

was to observe if there were differences in experienced understanding between 

younger and older respondents. Figure 36 shows three age groups (18-21, 22-

25, and 26-29 years) and the relative level of their understanding of life insurance, 

categorised as "Not at all", "Partially", and "Yes, very well". Each bar indicates 

the proportion of responses in that age group. 

 

As shown in Figure 36 below, among respondents aged 18-21, 54.5% said they 

understood life insurance very well, 27.3% partially, and 18.2% not at all. In the 
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22-25 age group, the percentage of respondents who understood the topic very 

well fell to 44.1%, while partial understanding increased to 55.9%. No respondent 

in this group reported a complete lack of understanding. Among respondents 

aged 26-29, 60.0% chose partial understanding and 40.0% said they understood 

the topic very well. No one in this group reported a poor understanding either. 

 

 
FIGURE 36. Understanding of life insurance by age group.  

 

Although the total number of respondents in each group varied, this cross-tabu-

lated visualisation highlights changes in self-assessed understanding as age in-

creases. For example, the youngest group had the highest percentage of com-

plete understanding, but the older groups tended towards partial understanding. 
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8 DISCUSSION AND RECOMMENDATIONS 
 

 

This chapter discusses the meaning and relevance of the research results. The 

aim is to look at the results presented in Chapter 7 in light of the research ques-

tions and theoretical framework. Based on the results, practical recommenda-

tions are made for improving customer interaction and marketing communica-

tions related to life insurance for young adults. 

 

 

8.1 Challenges of interaction and how to improve it 
 

This thesis identified several key factors that complicate interaction in life insur-

ance sales to young adults. Based on the literature review and the results of the 

consumer survey, cultural and psychological barriers related to talking about 

death (Chapter 4.3) significantly interfere with these discussions. In particular, 

27.1% of young adults reported that they find it difficult to talk about death (Figure 

13), and 36.5% felt that they did not understand life insurance well enough. These 

results suggest that avoidance behavior, explained by the status quo bias dis-

cussed in Chapter 3.3.2, plays a significant role. Rather than making a conscious 

decision, young adults may postpone or avoid discussing life insurance alto-

gether. 

 

In addition, emotional reactions to the topic varied significantly (Figure 11). Alt-

hough "interest" was the most common emotion (58.8%), uncertainty (25.9%) and 

concern or fear (24.7%) were also common among the respondents, highlighting 

the emotional sensitivity of the topic. These findings highlight the emotional sen-

sitivity surrounding this topic, which can significantly influence the dynamics of 

interaction. The emotional intelligence skills highlighted in Chapter 4.3.1 are 

therefore crucial for advisors to successfully guide these conversations.  

 

From the consumers' perspective, clear and easy-to-understand language 

(65.9%) and the use of easily understandable examples or stories (50.6%) were 

the most important factors when discussing life insurance with a professional 

(Figure 15). This is in line with the theoretical findings presented in section 5.2, 
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which highlight the importance of clear, relevant, and easy-to-understand com-

munication. 

 

The customer advisors' responses to the survey confirmed these needs. They 

reported that the most effective ways to engage young adults were to relate the 

discussions to the customer's life situation (70%) and to use the customer's open-

ness and interests as a guide (65%) (Figure 28). In contrast, fact-based argu-

ments alone were less effective (only 10% mentioned them as effective), showing 

that purely technical presentations are not as important as empathic, situation-

appropriate conversations. 

 

The most common objections from clients, according to advisors, were related to 

the experience of need and timing: 85% of advisors reported that clients stated 

that they felt they did not need insurance right now (Figure 29). In addition, 65% 

reported the response "I'll get back to this later", again suggesting delaying a 

decision and maintaining the status quo. This finding is particularly interesting in 

relation to the consumer survey results, which show that a large share of young 

adults do not feel they understand sufficiently well what life insurance entails and 

why it could be relevant in their life situation (Figure 13). Based on this, it can be 

considered that customers' experience that insurance is not needed is not nec-

essarily based on a rational assessment of their needs, but rather on a lack of 

understanding of the purpose and benefits of insurance. Therefore, one important 

area for development is to increase customers' awareness of the details of life 

insurance and, in particular, the security it offers, in a concrete and clear manner.  

 

Customer advisors highlighted several areas for improvement that could support 

sales efforts and make interaction easier (Figure 33). Concrete examples and 

stories were seen as the most helpful (65%). The consumer survey also high-

lighted a desire for examples and stories related to the topic. In addition, many 

customer advisors wanted clearer product information and materials (40%) and 

practical training for interaction situations (40%). More advanced technical tools 

were also mentioned (45%), which indicates a need to update digital solutions 

that support sales work. 
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The results of a survey conducted among customer advisors highlight the need 

to develop emotional intelligence skills. 80% of respondents felt that training in 

emotional intelligence would be useful in their work to support life insurance sales 

(Figure 34). This finding supports the theory presented in Chapter 4.3.1, accord-

ing to which emotional intelligence plays a key role, especially in challenging con-

versations. 

  

To improve customer service interactions, the results point to four main areas to 

focus on and improve: 

 

1. Improving customer advisors' emotional intelligence skills, as 80% 

reported a need for this training (Figure 34). Emotional intelligence helps 

to deal with sensitive topics such as life insurance and death, and enables 

more empathetic and personalized customer interactions. 

 

2. Use clear, simple language and concrete examples when explaining 

life insurance. Both consumer and customer service surveys emphasized 

the importance of making life insurance concrete and understandable 

through practical examples and stories. 

 

3. Provide clearer product information and practical training for 
interaction situations. According to a customer advisor survey (Figure 

33), many customer service advisors wished for clearer product materials 

(40%) and more practical training on handling customer interactions (40%) 

in order to increase their confidence and ability to present life insurance 

products. 

 

4. Tailoring conversations to the customer's life situation and 
feelings rather than relying purely on technical details. The results show 

that linking the topic to everyday situations (such as family or home) and 

listening to the customer's own interests and concerns significantly 

improve the effectiveness of interaction (Figure 28). 
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8.2 Developing marketing communication 
 

Chapter 5.2 discussed the values and communication styles of young adults, em-

phasizing authenticity, clear communication, and relevance as key expectations. 

These themes were strongly reflected in the results of the consumer survey. Fig-

ure 17 shows that 61.2% of respondents had not come across life insurance mar-

keting, and of those who had, a significant number found the communication com-

mercial, pressuring, or unclear and complex. Only 12.9% found the current com-

munication clear and understandable. This shows that there is a significant gap 

between current marketing practices and the expectations of young adults. 

 

When asked what kind of marketing communication would attract consumers' 

interest (Figure 18), the most popular options were personal stories and 

experiences (70.6%) and concrete facts and figures about the benefits of 

insurance (69.4%). Short and visual content, such as animations and 

infographics (34.1%), were also appreciated, while a serious and professional 

style attracted very little interest (3.5%). These results are consistent with the 

theoretical framework presented in Chapter 5.2, which emphasized the 

importance of authenticity and relatability in communication with young people. 

 

The most preferred channels for receiving information (Figure 16) were personal 

discussions with an insurance expert (60%), company websites (54.1%), 

and social media (52.9%). Digital channels are important, but the popularity of 

personal interaction shows that digital communication should be complemented 

by human interaction, especially when it comes to sensitive topics such as life 

insurance. This supports the multi-channel approach discussed in Chapter 5.3.1. 

 

When asked about factors influencing young adults' decision to consider 

purchasing life insurance (Figure 19), the most common responses were clear 

communication about the importance of insurance (63.5%), concrete examples 

of how insurance benefits loved ones (55.3%), and affordable and flexible options 

(52.9%). Once again, clarity, personal relevance, and emotional connection 

emerged as the most important factors. 
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For the design of effective marketing communications aimed at young adults, the 

results suggest four key focus areas: 

 

1. Prioritize clear and easy-to-understand communication. The most 

important factors for engagement are a clear explanation of why life 

insurance is important (63.5%) and concrete examples of how insurance 

benefits loved ones (55.3%) (Figure 19). 

 

2. Use personal stories and emotional storytelling. Personal experiences 

and storytelling are the most appealing marketing approaches (70.6%), 

clearly ahead of formal or purely fact-based approaches (Figure 18). 

 

3. Utilize digital channels and supplement them with personal 
interaction. Young adults want to obtain information from company 

websites (54.1%), social media (52.9%), and personal conversations with 

experts (60%), while traditional advertising received a very low rating 

among them (9.4%) (Figure 16). 

 

4. Present information briefly, visually, and in an interesting way. 
Respondents prefer short and visual content, such as animations and 

infographics (34.1%), which supports the use of modern, easily 

understandable digital content (Figure 18). 

 

 

8.3 Summary of the key findings 
 

The results of this study highlighted two important areas for development. First, 

customer service interaction should be improved by strengthening emotional 

intelligence skills, using clear and simple language, and customizing 

conversations to the customer's individual life situation. Second, marketing 

communication aimed at young adults should be made more authentic, clearer, 

and more emotionally engaging by leveraging appropriate digital channels and 

maintaining the possibility for personal interaction when needed. 
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The results revealed a clear consistency between the views of consumers and 

customer service representatives, particularly regarding the importance of clear 

communication, concrete examples, and personal interaction. These aligned 

findings strengthen the relevance of the recommendations and suggest that 

improvements in these areas could have a significant impact on both the 

customer experience and the effectiveness of life insurance communication. The 

recommendations presented are based on the results of consumer and customer 

service advisor surveys and are closely related to the theoretical framework 

discussed earlier in this study. 
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9 CONCLUSIONS 
 

 

This research explored the challenges and development opportunities in the in-

teraction and marketing communication of the life insurance sales process aimed 

at young adults. The study combined a literature review with two quantitative sur-

veys: one for consumers and one for customer advisors working in the financial 

corporation X. This double approach provided both theoretical and practical in-

sights into the research topic. 

 

This thesis focused on two research questions related to the interaction of the life 

insurance sales process and marketing communication to young adults: 

 

1. Which factors complicate interaction in the sales process of life insurance 

to young adults at the customer interface, and how could this interaction 

be improved? 

 

2. How can marketing communication be designed to effectively engage 

young adults and help them realize the importance of life insurance? 

 

The study successfully answered the set research questions in a comprehensive 

manner. The combination of theory and empirical data revealed key factors that 

challenge interaction with young adults, such as emotional barriers, limited un-

derstanding of life insurance, and the need for empathy in communication. At the 

same time, the study identified concrete areas for development in marketing com-

munication, emphasizing clarity, emotional connection, and the use of digital and 

personal channels. 

 

Commissioner, the financial corporation X, will benefit from the results of this 

study in several ways. The study provides a deeper understanding of the factors 

that make it difficult to discuss life insurance with young adults. This information 

can be used to prepare customer advisors for sensitive conversations and to im-

prove customer service strategies. Secondly, the thesis provides concrete, re-

search-based recommendations for improving both customer interaction and 

marketing communication. By implementing the proposed improvements, such 
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as developing the emotional intelligence skills of advisors and using clearer and 

more easily understandable marketing communication, the commissioner can 

strengthen its commitment to the target group of young adults and support the 

growth of life insurance sales. 

 

In addition, the study can serve as a basis for potential future internal studies, 

providing ideas for improving life insurance processes and supporting the com-

pany's strategic objectives in the financial corporation X. Overall, the study 

achieved its objectives. The data collected was sufficient to identify clear themes 

and patterns, and the results were closely linked to the theoretical framework. 

 

 

9.1 Reliability of the research 
 

The study used both quantitative data and a literature review to address the re-

search questions. While the consumer survey reached a good number of re-

spondents (n=85), the sample size is not statistically representative of the entire 

population of young adults in Finland. However, all respondents were representa-

tive of the target group for the study, which improves the validity of the study, i.e. 

its generalisability. The number of responses to the internal employee survey 

(n=20) was relatively small compared to the total number of customer advisors 

working in the financial corporation X, which limits the overall generalisability. The 

results do, however, highlight themes and recurring phenomena that are relevant 

to the development of interaction and communication practices.  

 

In both surveys, voluntary participation may have contributed to response bias, 

with more interested or critical respondents choosing to answer. Despite this, the 

survey included a range of perspectives from different demographic groups and 

professional backgrounds. In addition, the open-ended responses to both sur-

veys provided qualitative insight into the quantitative data of the study. The data 

was carefully processed throughout the study, using Google Forms, Google 

Sheets, and Excel. Transparency was maintained in the analysis for both sur-

veys. The method was appropriate to the objectives and allowed for a proper 

balanced presentation of the answers to the research questions. 
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9.2 Further research opportunities 
 

This thesis provided an overview of young adults' attitudes towards life insurance 

and the challenges of communication and customer interaction. In the future, the 

topic could be explored in more depth from different perspectives. Firstly, the 

quantitative study could be extended to cover a larger and statistically even more 

representative sample in order to improve the generalisability of the findings to 

the entire population of young adults in Finland. This would, for example, allow a 

more detailed analysis of differences between different life situations. 

 

Secondly, qualitative research, for example in the form of thematic interviews, 

would provide an opportunity to deepen the understanding of young adults' val-

ues, feelings, and motivations in relation to life insurance. Qualitative methods 

could also be used to explore the views of client advisors more extensively, 

thereby revealing more in-depth insights into the practical challenges of interac-

tion. Future research would also benefit from examining the effectiveness of dif-

ferent marketing communication strategies in marketing life insurance to young 

adults. In addition, further research could deepen the understanding of young 

adults' decision-making processes in relation to life insurance, particularly the 

psychological and emotional factors that influence their choices. 
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