
Benefits Communication Master Class | April 2 

Beyond a Two-Week 
Window: 10 ways to make 
annual enrollment a 
success in an era of health 
care reform 



Thank you for joining!  

Jennifer Benz 
Founder, CEO 

Benefits Communication Master Class 
Creating results: Three steps to success with your benefits 
communication 

Likes, tweets and clicks: The do's and don'ts of online benefits 
communication 

Building engagement: Making HDHPs and HSAs a success 

Data drives decisions: Segmenting and targeting benefits 
communication 

Beyond a two-week window: 10 ways to make annual 
enrollment a success in an era of health care reform 

Why design matters: User-centric design thinking  
creates results 
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Benefits matter more than ever 

20–30% of compensation spending  

Important part of employee experience 

In the midst of unprecedented change 
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People feel unequipped to make health and 
financial decisions  
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Health care reform adds to the confusion 
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have heard 
“something” or  
“a lot” about the 
individual mandate 
Urban Institute 

 

view ACA 
unfavorably 
Kaiser Family Foundation 

haven't heard  
about the health 
insurance 
marketplaces 
Urban Institute 
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And, the media is working against you 

Health-Care Exchanges Are Not 
Properly Ensuring Applicants’ 
Eligibility, Probe Finds!

— The Washington Post  

Almost 6 in 10 Obamacare buyers 
were previously uninsured 
 — CNBC 

Post-Hobby Lobby, Congress 
Should Cut Health Insurance's 
Ties To Work ���
	
 — Los Angeles Times 

Health survey 
ranks U.S. 
last among 
rich peers !

— USA Today 

The Illogic of 
Employer-Sponsored 
Health Insurance	


— New York Times 
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Employees need you! 
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I look to my company for  
health information. 

I trust my company to provide  
me good health information. 

I want my company to help  
me manage my 401(k). 

I want my company to help me  
with all my financial needs. 
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Enrollment is a time to shine! 
10 ways to success 

Start with strategy Get outside (the firewall) 

Think like a marketer Move into  
year-round comms  

Tell a story  Do something unexpected  

Simplify  Find your target  

Remember health  
care literacy Get some help 
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Goals & objectives 

Segment audience  
& behaviors 

Develop plan  
& messaging 

Implement 

Measure &  
evaluate outcomes 

Refine approach 

Master Class: Creating Results 10 

•  Make sure all of your 
communications efforts  
are aligned with your  
benefits strategy 

•  Focus on specific and 
measurable behaviors 

•  Set clear goals for plan 
participation and 
communication engagement 

 

Start with  
strategy  
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Think like a    
 marketer  

•  Brand your materials 
•  Have a strong point of view 
•  Promote value (you’re being 

compared to consumer 
marketing!) 

•  Talk about the unique features  
of your programs 

•  Promote under-used benefits 
|  2015 benzcommunications.com    



HSA launches 
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PERMIT NO. 1313Want more info?

Resources on benefi ts.adobe.com can help.

 » Review Open Enrollment information, so you can consider your 
medical plan choice in the context of all your other Adobe benefi ts.

 » Get more HSA details, like tips and tricks on how to most eff ectively 
use your account.
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3 Ready to enroll? 

Great! Save the date 
for Open Enrollment.

NOVEMBER

4–15

Adobe benefi ts 
and the new 
Health Savings 
Account have 
you covered.

Your money. Your future. Your health.

Adobe Benefi ts
P.O. Box 14384
Cincinnati, OH 45250

1. You contribute—and Adobe does, too. 
2. Contribute up to IRS limits. Plus, you get free money! Th at’s right: When you enroll and activate your HSA, 

Adobe contributes $750 (or $1,500 if you cover your family) to your account. 

3. You own it and get to keep the full balance. 
4. Th e money in your HSA is yours. When you retire or leave Adobe, the account goes with you. Th ere is no “use it 

or lose it” rule. Your balance rolls over each year and continues to grow over time. It can even earn interest. 

5. You choose whether to spend, save or invest.
6. Spend: Spend the funds now to pay for current medical expenses, like your deductible and co-insurance.

Save: Pay your deductible out-of-pocket and save your HSA dollars for the future—even for retirement.

Invest: Let your balance grow. When your balance reaches $2,000 you can invest the funds. 

7. You get serious tax advantages.*
 » Your contributions to your account are tax-free.

 » When your account gains interest or investment returns, those earnings aren’t taxed.

 » When you use your HSA to pay for medical care, those withdrawals are tax-free. 
*Refers to federal and most state taxes

8. You pay less per paycheck—a lot less. 
9. Keep reading to see how much. 

Five ways you win  with an HSA

There’s so much to save. 

It’s that easy. 

When you enroll in the new Aetna HealthSave Medical Plan, you’ll enjoy ...

 » more choice and fl exibility 
 » 100% preventive care coverage 
 » lower paycheck costs
 »  And, Adobe’s HSA contribution 

helps with your deductible 

1

2

3

4

5

Save about $1,170 or $3,768 if you 
cover your family*

Enjoy a lower deductible — up to $300  
(or $600 if you cover your family)  

*Assumes coverage tier of employee + spouse + 3 or more children

Make the switch!

READY TO

Sign up for the new Health Savings Account 
and watch your money grow.

Open Enrollment: Oct. 21–Nov. 8.
NVIDIAbenefits.com

SAVE
BIG?

nvi_pster_OE13
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Tell a story 

•  Play to peer-to-peer influence 
•  Use testimonials and 

scenarios  
•  Use “People like me”  

to make choices less daunting  
•  Engage champions and 

leaders to talk about benefits 
and their value  
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Make health care a narrative 

•  There’s a long-term story  
to tell 
–  Our entire health care 

system is changing  
–  Your benefits are too! 
–  Getting the best care  

and managing costs  
requires effort  
(now and forevermore)  

•  Be cautious about blaming 
Obamacare  
–  It isn’t a motivator!  

•  Instead: speak to the 
continued value for the 
individual  
and their family 
–  Avoid company-centric 

messages 
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Simplify 

•  Make it easy to find answers  
•  Do the math on cost increases  

& plan design changes  
•  Be transparent about tough 

messages 
•  Target messaging whenever  

you can  
•  Avoid jargon  
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Address top questions 

What do I 
need to do? 

What’s new 
this year? 

What will  
 it cost me? 

When? 
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Use short lists 
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Personalize content 
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Remember health 
care literacy  
(or lack thereof!) 

•  Most people don’t understand  
the basics  

•  Use enrollment as a  
time to educate about changes  
in our health care system overall  

•  Focus on the personal reasons  
to be better engaged in the health 
care system: better quality care 
and better outcomes!  
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Key health care terms 
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Choosing Wisely builds skills 
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Get outside  
(the firewall) 

Invest in a company benefits 
website! 
•  One-stop shop for  

benefits information 
•  Links out to all other carriers  

& providers 
•  Simple 24/7 access for 

employees & family members  
•  Valuable resource for recruiting  

& new hires  
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NVIDIA microsite 
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NVIDIA comprehensive site 
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Move into year-
round comms 

•  Create new channels that will 
support ongoing communication  

•  Website 
•  Email 
•  Postcards 
•  Videos 
•  Tip sheets 
•  Text messaging 
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Typical communications calendar  

Open enrollment 

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC 
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Communicate throughout the year 
Postcard 
Wellness program 
Blog 
Reading your EOB 

Postcard 
Open enrollment 
Blog 
Medical plan options 

Email 
Financial Wellness 
Tweet 
Check on 401(k) levels 

Email 
Financial Wellness 
Tweet 
Check on 401(k) levels 

Tweet Series 
Benefits terms to know 
Postcard 
Health screenings 

Video 
Tobacco Cessation  
Resources 

Email 
Health screening deadline 
Tweet 
FSA expenses reminder 

Blog 
Get the most of Benefits 
Tweet 
EAP reminder 

Blog 
Preventive care 

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC 

Blog 
Saving $$ on Rx 
Tweet 
Back to school check ups 

Blog 
Using Your Plans 
Tip Sheet  
Doctor’s Visit Qs 
Email 
Health questionnaire  

Postcard 
New Year Challenge 
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Do something 
unexpected  

•  Use a new channel  
or tactic  

•  Online polls and quizzes  
add interaction  

•  Give a donation  
to a charity as an incentive  

•  Run a challenge  
or scavenger hunt  
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What’s the best channel for your needs  
and audience? 
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Traditional Online & interactive  Unexpected 

»  Guides 

»  Newsletters 

»  Postcards 

»  Employee meetings 

»  Health fairs 

»  Posters 

»  Tip sheets 

»  Managers 

»  Intranet 

»  Benefits websites 

»  Email 

»  Social  

»  Video 

»  Webinars 

»  Decision-support tools 

»  Infographics 

»  eCards 

»  Text messaging 

»  Podcasts 

»  Large format installations 

»  Peer champions 

»  Anything you can  
dream up!  
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Infographics 
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Videos 
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Find your target 

•  One size may not fit all 
•  Look for opportunities to 

make communications more 
relevant and focused 

•  Many ways to target specific 
audiences 

•  See Master Class 4!   
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Key targeting opportunities during enrollment  

Making plan changes simple 
•  What is the impact? 

•  Who can benefit the most  
from new programs? 

 
 

 
 

 

Maximizing the HDHP + HSA 
•  Are your employees more likely 

to be spenders or savers? 
•  How many people are missing 

catch-up contributions? 
•  What does 401(k) data tell us 

about receptivity to an HSA? 
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Introducing new plans 
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Health plan change 
during enrollment 
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Introducing new plans 
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Health plan change 
during enrollment 
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Get some help 

•  Use our resources! 
•  Lean on vendors and 

consultants 
•  Get internal support: HR, 

managers and leaders 
•  Make your communications 

strategy work for you 
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SOCIAL MEDIA POSTER CFO INFO GRAPHICS WHITE PAPER 

FOLLOW JEN & BENEFITS 
TIP ON TWITTER  

MASTER CLASS BLOG 

Benz resources 
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10 ways to success 
Start with strategy Get outside  

(the firewall) 

Think like a marketer Move into  
year-round comms  

Tell a story  Do something unexpected  

Simplify  Find your target  

Remember health  
care literacy Get some help 
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Effective communication pays for itself 

•  Reach strategy goals 

•  Improve satisfaction with 
benefits, even in times  
of change 

•  Build loyalty 
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Q & A 
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Thank you for joining!  
Benefits Communication Master Class 

Creating results: Three steps to success with your benefits 
communication 

Likes, tweets and clicks: The do's and don'ts of online benefits 
communication 

Building engagement: Making HDHPs and HSAs a success 

Data drives decisions: Segmenting and targeting benefits 
communication 

Beyond a two-week window: 10 ways to make annual 
enrollment a success in an era of health care reform 

Why design matters: User-centric design thinking  
creates results 
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Continue the 
conversation online: 

 »  linkedin.com/in/jenbenz 
»  twitter.com/jenbenz 

 



Join us next time for 
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Why design matters:  
User-centric design thinking  
creates results 

Date: Wednesday, April 22 
Time: 11am–12pm Pacific 
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