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This infographic was produced by the Customer Experience Team. For questions, please email Customer Strategy.

DEFINITIONS & SOURCES

1.   Percentage of households by wealth segment.  

Life Profile, Dec ‘16, Households by Target Segment.

2.   Life customers current age by age group.  

Life Profile, Dec ‘16, Current Age of Household Subjects. 

   Life customers by age they first became a customer. 
Life Profile, Dec ‘16, Acquired Age of Household Subjects.

3.   Percentage of households by current state of residence.  

Life Profile, Dec ‘16, Place of Residence.

4.  Percentage of households by household income.  

 Life Profile, Dec ‘16, Estimated Household Income.

5.   Percentage of life customers by gender. Life Profile,  
Dec ‘16, Gender of Household Subjects.

6.   Percentage of heads of household are married.  

Life Profile, Dec ‘16, Marital Status of Household Head.

7.   Percentage of life customers by ethnicity.  

Life Profile, Dec ‘16, Household Ethnicity.

8.  Percentage of life policies by product type. ECIW, Dec ‘16.

9.    Percentage of customer households that own other Pru  

product groups—overall and by product line of business.  

Life Profile, Dec ‘16, Summary of Pru Active Customer 
Households by Product Group.

10.  Percentage of life policies that are part of closed block  

(pre-demutualization participating policies) vs. open block  

(non-participating policies)—does not include Hartford  

policies. ECIW, Dec ‘16.

11.  Percentage of customers by year (decade/half decade)  

they first became a customer. Life Profile, Dec ‘16, Date  
Customer Acquired.

12.  Percentage of all life households sold through agency distribution. 

Life Profile, Dec ‘16, IFS Customer Households.

13.  Percentage of household purchases since 2009 sold  

through agency distribution. Life Profile, Dec ‘16, Purchase Since 
2009, IFS Customer Households.

14.  Percentage of life households aligned to an agent. ECIW, Dec ‘16.

15.  Number of policies per customer, policies per household, and 

customers per household. ECIW, Dec ‘16.

16. Number of life households. ECIW, Dec ‘16. 

17. Number of life customers. ECIW, Dec ‘16. 

18. Number of inforce policies. ECIW, Dec ‘16. 

19. Number of beneficiaries. 2016 AOS/BeneSig Beneficiary Analysis   
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