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• Strategies	for	putting	your	employees	
at	the	center	of	their	benefits	experience	
through	year-round	engagement

• Understanding	employees’	needs	and	
goals	to	craft	personalized	benefits	
communications	

• Tips	for	building	your	organization’s	unique	
“benefits	brand”

What	we’ll	
discuss	today
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TODAY’S	PANEL

Sue	Getz
Communication	Leader	- Practice	Leadership	
at	bswift

Sue	Getz	has	over	two	decades	of	benefits	
communication	experience	and	currently	manages	
the	Communication	Practice	at	bswift.	She	works	
with	clients	to	develop	strong	multi-media	
campaigns	that	inspire	employees	to	take	action.	
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TODAY’S	PANEL

Justin	Dauer
Vice	President	of	Human-Centered	Design	and	Development	at	bswift

Justin	Dauer is	a	designer,	author,	and	speaker	from	Chicago.	
He	wrote	the	celebrated	book Cultivating	a	Creative	Culture,	is	the	
Vice	President	of	Human-Centered	Design	and	Development	at	
bswift,	and	a	contributor	to	leading	web	design	e-zine A	List	Apart.
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TODAY’S	PANEL

Robert	DiFabio
Director,	North	America	Benefits	at	Waters	Technologies	Corporation

In	his	current	role,	Rob	manages	Employee	Benefits,	
Health	Services,	Wellness	and	Fitness	at	Waters,	North	America.	
He	is	responsible	for	strategy,	budget,	research,	implementation,	
vendor	management,	compliance,	communication,	education	
and	ongoing	administration.
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Which	role	would	you	say	
best	describes	you?
A. HR	Professional	

B. Broker	or	Consultant

C. Carrier

D. Other

POLL
QUESTION
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Waters	Approach	
to	Building	a	Benefits	Brand
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Serving our key stakeholders, and serving our employees
Waters is Built on a Strong Foundation of Values

Deliver Benefit
To Stakeholders:

Rewarding 
Career

Bright 
FutureHealthy Life

Total Rewards 
Delivers Benefits

Internally:
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Examples of branding
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Which	topic	does	your	HR	team	
receive	questions	about	MOST	OFTEN	
during	open	enrollment?	
A. How	to	use	a	certain	benefit

B. Definition	of	benefits	jargon

C. How	to	enroll	in	benefits

D. When	to	enroll	in	benefits

POLL
QUESTION
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Through	year-round	engagement	
with	a	personalized,	integrated	
communication	strategy	—
put	your	employees	at	the	
center	of	their benefits	experience

We	can	change	the	
way	employees	
perceive	and	engage	
with	their	benefits
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1. Set	expectations	with	all	levels	
of	the	organization	

2. Keep	it	simple	

3. Be	clear	and	concise	

4. Create	an	editorial	calendar	

5. Be	transparent	

6. One	size	does	not	fit	all!	

Tips
for	crafting	effective,	year-round	
benefits	communications
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Multi-channel
Support

Core
Comms

Custom	
Comms

Microsites

eGuidesVideos

Emails

SMS	Text

EMPLOYEE	
BENEFITS	

EXPERIENCE
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Meet	Annabel
54	years	old
Tech-savvy
Has	concerns	over	health	as	she	ages

Meet	Colin
23	years	old
Single
Healthy	– wants	basic,	affordable	coverage

Meet	Dawn
42	years	old
9	year	old	daughter	with	asthma
Care	is	crisis-oriented	

What	is	a	Persona?
A	persona	is	a	fictional	user	
archetype.	It	represents	a	larger	
group	of	users	with	similar	goals	
and	characteristics.

Designing	to	varying	user	needs,	
expectations	and	goals	can	create	
a	better	overall	experience.



©	bswift	LLC.	 15

Emotional
Experience

Blake has no interest in taking a look at 
the plan options. He doesn’t think he’ll 
need to worry about this for another 
few years.  

He’s done and thrilled to move onto 
more important things. Blake is left 
feeling like there was nothing in here 
that benefitted him. At the same 
time , he’s inspired to talk to his 
parents about how his current plan 
actually works.

Disinterest 
Relieved that he’s finished

Primary influences
• His age
• His current insurance  

Primary influences
• Lack of options for him

Plan Selection Review and Confirm

He recognizes that this might be a 
nice tool for someone who’s 
interested in medical coverage, but 
that’s not what he’s here for. Blake 
wishes he could ask her where to 
find information about his company’s 
401k offerings, but it appears she 
isn’t any good for that.  

Ignores the offer to access 
Ask Emma

Primary influences
• Being on his parent’s plan
• His good health

Ask Emma

At this point, Blake is annoyed that 
there doesn’t seem to be anything of 
value for him here. He’s ready to move 
through the rest of this as fast as he 
can.  

Feels frustated that he can’t find 
what he’s looking for 

Compare

Blake does wander into this page, 
but exits quickly in search for 
something similar that compares his 
401k options. He’s sure it must be 
somewhere nearby. 

Unenthusiastic about what is 
being offered here

Primary influences
• Desire for 401k details
• Being on his parent’s plan

Plan Options

He quickly clicks on anything that is 
unfamiliar to him out of sheer 
curiously, then swiftly waives 
everything. The process of waiving 
was almost too easy and he didn’t 
learn much about anything outside 
of medical.

Curious about what all of 
these enrollment options are 
and find it easy to waive what 

he doesn’t want  

Primary influences
• Lack of need

Benefits LandingHome Page

Blake is in his early 20s, fresh out of 
college and still on his parent’s 
healthcare plan. He pays his parents 
monthly for his share of the cost. 
He’s only checking out enrollment to 
look for any employer funded 
accounts or “free money” and 
wonders if he can enroll in his very 
first 401k here.     

Primary influences
• “Free money”
• 401k options

Eager to investigate if there are any 
employer funded benefits here

Narrative

Influences

Blake Montgomery 
Journey Map

Primary influences
• Desire for 401k
• Lack of need
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Microsites
A	hub	to	communicate	to	your	employees,	
their	dependents,	prospective	employees.

• No	need	to	log	into	multiple	sites	–
all	benefits	information	found	in	one	spot

• Personalized	content	that	is	easy	to	update
• Built	just	for	your	client	and	their	brand
• Options	for	public-facing	or	
private/authenticated	sites
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How	often	is	your	organization	
leveraging	personas	systemically	
or	for	communication	needs?	
A. Frequently

B. Rarely

C. Never	

D. Don’t	know

POLL
QUESTION
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IN	SUMMARY

• Year-round	engagement	is	critical

• It’s	about	choosing	and using	benefits

• Leverage	existing	data	to	craft	a	personalized	employee	experience
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Define	success

GOALS

• Clear,	easy-to-understand	
communication

• Drive	plan	migration

• Increase	perceived	value

• Boost	participation	in	
wellness	programs

• Promote	new	programs	
and	tools

MEASUREMENT

• Increase/decrease	in	
Service	Center	call	rates

• Track	adoption	of	plans;	
overall	benefits	spend

• Employee	surveys

• Increase	in	participation	rates;	
employee	surveys

• Review	utilization	of	programs	
and	tools
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IN	SUMMARY

• This	process	cannot	be	templatized

• Thoughtful	discovery	+	development	=	a	truly	personalized	experience



©	bswift	LLC.	 21©	bswift	LLC.	 21

IN	SUMMARY

• Benefits	brand	should	be	connected	to	your	organization’s	core	values

• Use	multichannel	communications	with	a	clear,	consistent	call-to-action

• Decision	support	tools	have	proven	results!
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Questions
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Sue	Getz Justin	Dauer Robert	DiFabio

Connect	with	us

https://www.linkedin.com/in/suzannegetz
https://www.linkedin.com/in/pseudoroom
https://www.linkedin.com/in/robertdifabio/
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bswift.com/insights/communication-resources

Learn	more	about	
communication	strategies
at	bswift

https://www.bswift.com/insights/communication-resources/
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bswift.com info@bswift.com

Contact	bswift	today!

https://www.bswift.com
mailto:info@bswift.com
https://www.linkedin.com/company/bswift
https://twitter.com/bswiftbenefits
https://www.facebook.com/bswiftbenefits/
https://www.instagram.com/bswift_benefits



