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The truth is that life is busy for all of us. And these 
days, the number of retirement accounts we are jug-
gling can be quite large: According to the Bureau of 
Labor Statistics, members of the baby boom genera-
tion held an average of 11.7 jobs between the ages of 18 
and 48.1 And when we switch jobs, we have to figure 
out just what to do about those 401(k) accounts.  

Fortunately, the defined contribution industry 
is exploring ways to automate this process to help 
make it easier for us to move our savings from one 
job to the next and prevent bad behaviors, such as 
cash-outs. Until that happens, on-the-spot interven-
tions can help encourage participants to streamline 
their accounts and provide them with peace of mind 
that their retirement planning is in order.

When I tell people at social events what I do for a living, 
I’m often met with similar responses: “I have so many 401(k) 
accounts. I need to do something about that.” Over the years, 
I’ve heard dozens of confessions about retirement planning 
trials and tribulations. I’ve come to realize that it is this 
pressure “to do something” that causes the most anxiety. 
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SoluTIon
Encouraging participants to roll assets  
into your plan can be a win-win 
B y  M e g a n  y o s t

To help your participants navigate the murky  
waters of consolidating old accounts, consider  
conducting a roll-in campaign. Orchestrating such  
a campaign doesn’t have to be an elaborate task.  
All you need is a good rollover form and a captive  
audience. So be creative with the ways you enlist 
people to participate! 
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Start Small 
A successful roll-in campaign starts with a rollover 
form. You can use both online and paper methods — 
whichever will help you reach the most employees 
and be easiest to process.

Then pilot your campaign with small groups of 
employees. Strategize different ways to get people’s 
attention; once you discover what works, you can 
expand your efforts. Think creatively: Include a 
booth at a benefits fair, or promote your roll-in cam-
paign around national 401(k) Day. Give people op-
portunities to roll in on the spot through electronic 
tablets or old-fashioned paperwork. Reducing barri-
ers to action can make it easier for your employees 
to follow through with their intentions.

Put your Plan into action 
As you consider how to conduct your roll-in  
campaign, here are a few pointers for translating 
your strategy into tactics:

Understand record-keeper requirements.  
To make the process smooth and efficient for 
employees, make sure that your record keeper 
supports your roll-in campaign. Ask your record 
keeper to describe the information needed to roll 
assets into your plan, and look for opportunities 
to streamline that information further. Also be 
sure the record keeper is prepared for the spike in 
roll-in volume that could occur if your campaign 
takes off. 

Get buy-in from other stakeholders.  
A successful campaign requires that your col-
leagues are on board. Get alignment and support 
from senior management to promote the cam-
paign, and ask managers to spread the word in  
staff meetings. Manager meetings are a power-
ful forum that can help you deliver the kinds of 
individualized messages that employees are more 
likely to act upon. 

Use communications strategies that work.  
In your campaign materials, focus on the benefits 
of rolling in — particularly that doing so can help 
employees reduce stress and streamline their 
financial lives. 

Try different approaches.  
There isn’t just one path to successful participant 
communications. Different methods of commu-
nication might work better than others, so don’t 
be afraid to experiment a little. For example, you 
could send the same piece of information through 
internal communications and through your record 
keeper, then track results to see which method was 
most successful. You can use the data to inform 
future communications efforts.

Ultimately, rolling in is a simple step that stands 
to make participants’ retirement savings easier to 
manage. If your campaign can help improve their 
retirement readiness, your participants will value 
you for it. ●

1 Bureau of Labor Statistics, “Number of Jobs Held, Labor Market Activ-
ity, and Earnings Growth Among the Youngest Baby Boomers,” March 
31, 2015.

For sample communications that you can customize for use  
in your roll-in campaign, email theparticipant@ssga.com.

Orchestrating a roll-in campaign doesn’t have 
to be  an elaborate task.  All you  need is a good 
rollover form and a captive audience.
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T: +1 617 664 7727.

The views expressed in this material are the views of SSGA Defined Contribution 
through the period ended June 30, 2015, and are subject to change based on market 
and other conditions. This document contains certain statements that may be deemed 
forward-looking statements. Please note that any such statements are not guarantees of 
any future performance, and actual results or developments may differ materially from 
those projected. The information provided does not constitute investment advice and it 
should not be relied on as such. It should not be considered a solicitation to buy or an 
offer to sell a security. It does not take into account any investor’s particular investment 
objectives, strategies, tax status or investment horizon.

Unless otherwise noted, the opinions of the authors provided are not necessarily 
those of State Street. The experts are not employed by State Street but may receive 
compensation from State Street for their services. Views and opinions are subject to 
change at any time based on market and other conditions. You should consult your tax 
and financial advisor. All material has been obtained from sources believed to be reliable. 
There is no representation or warranty as to the accuracy of the information, and State 
Street shall have no liability for decisions based on such information.

Investing involves risk, including the risk of loss of principal. The whole or any part of this 
work may not be reproduced, copied or transmitted or any of its contents disclosed to 
third parties without SSGA’s express written consent.

Diversification does not ensure a profit or guarantee against loss.
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