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CEO Brief

Challenges and Opportunities for New Growth (II):
Changes in Population Structure and the New Old Generation

The Korea Insurance Research Institute presents the CEO Brief and CEO Report series,
“Challenges and Opportunities for New Growth”, to explore new growth engines for the
Korean insurance industry.

ABSTRACT

According to the National Survey of Older Koreans, the older generation’s
economic status, education level, and health condition are changing. As baby
boomers retire, demands for healthcare, long—term care, and trust funds
continue to increase. In addition, the trend regarding pets as life companions
promotes the need for diverse pet-related services. With the population
aging and the changing demand of the older generation, insurers should
expand their business into new areas through non-insurance services
and subsidiaries.

1. Population Aging and Changes in the Older Generation

The share of older people is rapidly increasing as baby boomers reach the age of
over 65. The first baby boomers born in 1955 turned 65 years old in 2020, and baby
boomers will account for 41.6% of the elderly population in 2025. According to the
2020 National Survey of Older Koreans conducted by the Ministry of Health and
Welfare, older people’s economic status and health conditions have improved.
Seniors’ income, financial independence, and economic activity have increased.
Specifically, earned income as employees or proprietors and individual annuity
income of seniors significantly increased, while transfer income decreased. As for
the household structure of older people, the number of households living alone or
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with a spouse is growing, while those living with their children are declining. The
percentage of older people who think they are healthy increased from 24.4% in
2008 to 49.3% in 2020.

2. Changes in Demands of the New Older Generation

The new older generation is emerging as prime consumers as baby boomers retire.
According to 2022 statistics, the financial status of households with householders
aged 60 and over has notably improved compared to 2016, recording net assets of
483 million KRW and dispensable income of 39 million KRW in 2021.

Demands of the new older generation for estate liquidation, long—term care service,
and trust funds continue to grow. In particular, middle—class seniors need stable
income guarantees for retirement and assistance to cope with life events.

As the nuclear family trend accelerates, the new senior culture to regard pets as life
companions is proliferating. With such a culture, demand for pet-related services is
surging. According to the Ministry for Agriculture, Food, and Rural Affairs, the
average monthly nurturing costs per pet are around 150,000 KRW, which will mount
gradually. Also, an increasing number of pets has fostered the need for
comprehensive pet-related services, including pet healthcare, pet transportation
services, and pet funerals.

3. Tasks to Expand Business into New Areas

To keep up with changing demands caused by demographic change, insurers should
expand businesses into new areas in line with their long—term strategies. In
particular, insurers can drive new businesses and improve competitiveness through
non-insurance services and subsidiaries to secure the new older generation’s data,
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funds, and touchpoints.

First, insurers can consider expanding senior care services based on the new older
generation’s preference to value spatial independence and city life. In Japan,
assisted living type and residential-type paid nursing homes, which admit healthy
seniors and provide care services when the seniors are qualified as nursing care
levels, have become a business in the insurance industry.

Furthermore, insurers should look at property trust business that manages longevity
risks emerging in an aging society, including wealth transfer(inheritance and give),
guardianship, and living income. Insurers can offer inheritance services for property
rights transfer, comprehensive asset management services for various types of
assets, and trust funds to serve annuity demand for retirement.

In addition, the insurance industry can provide comprehensive retirement solutions
to meet seniors’ needs for stable income and peace of mind for life events. By
establishing financial companies focusing on asset management for the
middle—class older generation, insurers could provide estate liquidation services,
incidental services for everyday lives, dementia trust, and post-death asset
management services.

Lastly, as pet-related services would have greater synergy with pet insurance,
insurers should consider providing pet-related services through insurers’ incidental
businesses or subsidiaries — pet foods, pet healthcare (medical center reservation
and disease diagnostic kit), pet transportation services, pet funeral services, pet
training, pet caring. For example, a Japanese insurer specializing in pets has
deployed and expanded its businesses into diverse fields such as healthcare, food,
real estate, medical, breeding, and ESG to generate synergies with its existing
insurance businesses.

SeogYoung Kim, Senior Research Fellow
skim@kiri.or.kr
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