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The good news is that help is here! We’re working 
hard to build toolkits that provide plan sponsors 
with multiple ways to reach employees, whether 
through print, digital, audio or video media. Why? 
A single email blast or print brochure will no longer 
sufficiently capture participants’ attention. Instead, 
you need a well-thought-out communications 
strategy or campaign. “People see hundreds of 
marketing messages every day,” says Jennifer Benz, 
CEO and cofounder of benefits communications firm 
Benz Communications. “It takes a powerful message 
to stand out from all that.” 

Consider Apple’s recent ad campaign, “What will 
your verse be?” A comprehensive communications 

strategy can elevate a conversation about a product 
into a conversation about life — and how that 
product can help you achieve your dreams. 

Consider these four helpful tips if you’d 
like to create a campaign that resonates with 
your workforce.

1 
DETERMINE YOUR FOCUS
Start with one or two simple, concrete goals 
that will serve as the centerpiece for the year’s 
messaging. Perhaps you want to encourage 
participants to boost their savings rates or 
raise awareness about how the default fund 

works. Having a dedicated goal for the year will 
help keep your communications clear and focused. 

Do you ever wonder: Do participants read my retirement communications? How can I 
help them better understand why saving matters? Am I communicating enough? These 
questions were recently posed to me as I helped a large financial services company develop a 
communications campaign to announce new funds to its employees. And that plan sponsor 
isn’t alone — I hear the same concerns from many of our clients globally. 

Make your messages stand out from the crowd 
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Then, you can spur participants to action by staging 
those communications — that is, targeting some 
communications for building awareness and others 
for driving action. 

Unifying your message with a campaign theme 
— for example, “Rock Retirement” or “It’s Your 
Retirement: Take It Personally” — can help draw  
participants’ attention. In addition, consider 
various delivery channels, from in-person events 
to newsletters to webinars. “Some people are going 
to want to hear a message in person before they 
take action, while others will respond better to 
written communications,” Benz notes. “If you’re 
communicating through only one medium, you’re 
not connecting with everyone you could be.”

2 
GET CREATIVE WITH THE CALENDAR
Many plan sponsors focus communication 
on the open enrollment period or around 
a change to plan design. But spreading 
communications throughout the year allows 
you to break information into bite-size pieces. 

If you focus on various components at different 
times — for example, one communication about 
how compounding works, another that highlights 
the company match — it’s more likely that your 
participants will really digest that information. 

Some plan sponsors worry about overloading 
their workforce with too-frequent messages, but 
that concern may be unwarranted, says Benz. “The 
real problem is that sponsors aren’t communicating 
enough, which means that every message they do 
send ends up overloaded with information,” she says. 

3 
USE COMMUNICATION STRATEGIES 
THAT WORK
Simply presenting cut-and-dried facts isn’t 
likely to inspire participants to take action. 
That’s why you should pay just as much 
attention to how you’re saying things as you 

do to the technical details of what you’re saying. 
One way to do this is to frame a discussion around 

your plan’s benefits, not its features. For example, 
rather than explaining how fabulous your target 
date fund is, describe what it allows participants to 
do: They can focus on what matters most to them 
— their jobs, their families, their friends — rather 
than attending to their investment mix over time. 
This approach helps participants make a direct 
connection with how the plan might work for 
them and reaffirms the value of what you’re offering. 
While you don’t want to write anything promissory, 

TAKE YOUR OWN MEDICINE
The best approach to stakeholder 
management: Communicate early 
and often

The rationale for a particular communications 
strategy may be crystal clear to your team. 
However, the picture may be fuzzier for colleagues 
in HR, internal communications, legal or on your 
investment committee. To proceed, it’s critical 
to get buy-in from those stakeholders, especially 
if you’re modernizing plan communications or 
otherwise tweaking the way things have “always” 
been done. 

The best way to do so is to get everyone on board 
from day one, according to Jennifer Benz, CEO and 
cofounder of benefits communications firm Benz 
Communications. Consider starting by reviewing 
your existing communications with the group:  
Are they working? Do participants understand the  
value of the DC plan? Are you missing opportunities 
for engagement? 

The group is likely to identify opportunities 
for improvement — a realization that can lay the 
groundwork for acceptance of your new approach. 
“Let stakeholders know the results you’re aiming 
for from the outset and the type of approach you’ll 
need to get that result,” says Benz. Explaining 
the rationale behind your choices encourages 
stakeholders to work with rather than against you.

When it comes to those in the legal department, 
Benz suggests making sure they understand that 
your communication is solidly within compliance. 
“We’ve seen so many beautiful postcard 
prototypes get gunked up with legalese once 
the attorneys are finished with them,” she says. 
“They’re just doing their job — but if you make sure 
to let them know that you’ve dotted all your I’s and 
crossed your T’s, they’re less likely to feel the need 
to make alterations.”

Spreading communications 
throughout the year allows  
you to break information into  
bite-size pieces
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you can craft messages that satisfy both compliance 
and your communications goals without containing 
too much investment or legal jargon. 

Also consider that metaphors and stories resonate 
more than facts — so find creative, engaging ways to 
get your message across. For example, a recent State 
Street Global Advisors campaign used images, rather 
than historical facts and data, to explain inflation risk 
with much greater impact. (See below.)

4   
IMPLEMENT AND EVALUATE  
YOUR STRATEGY
As you put your communications plan 
into practice, it’s important to keep tabs on 
your audience’s responses. Doing so will  
help ensure you’re staying on track, alert  

you to any problem areas and measure the impact  
of your efforts.

According to Benz, there are three metrics  
you’ll want to keep in mind as you review  
your communications: 

1. Engagement: How many people opened the  
e-mail, watched the video or clicked on the  
link? This data provides a useful baseline to  
determine which types of communications  
your audience prefers. 

2. Action: Perhaps you wanted participants to 
try out a particular retirement planning tool 
or sign up for an educational series. At the end 
of the communications campaign, assess how 
many actually did so. Look for improvement over 
time; if you’re not seeing it, it might be worth 
reconsidering your approach. 

3. Impact: Keep an eye on overall plan data — 
participation and contribution rates, for instance 
— to make sure your campaign ultimately is 
improving participants’ retirement readiness.

As you implement your communications agenda, 
consider taking advantage of communications  
materials and support available through your 
recordkeeper, asset manager or other service 
providers. And remember that the effort you put in 
is likely to pay off in spades. As Benz says, “Better 
communications result in better outcomes — in this 
case, stronger retirement savings and a more engaged 
workforce. Everyone wins.” 

Watch Megan Yost discuss SSGA’s communications philosophy 
at Changing the Game.

Illustrations are conceptual and may not be drawn to scale. 
This communication material is in draft form and is being provided to you only as a working document and should not be considered legal or investment advice. It should be reviewed by your own 
legal and compliance advisors to ensure you are meeting any fiduciary obligations prior to any further distribution.
Investing involves risk including the risk of loss of principal.
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.  You should consult your tax and financial advisor. 
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.
There are risks associated with investing in Real Assets and the Real Assets sector, including real estate, precious metals and natural resources.  Investments can be significantly affected by events 
relating to these industries. DC-1384

VISIT 
recordkeepingwebsite.com

CALL 
1.800.GET.REAL

LOG ON
intranet.benefits.com

DON’T LET INFLATION PUT 
YOU IN THE GARAGE.

Diversify your retirement plan  
with a Real Asset Fund.

How far your $$ would go 

TODAY

What those same  
$$ could buy in

2040

Illustrations are conceptual and may not be drawn to scale. 
This communication material is in draft form and is being provided to you only as a working document and should not be considered legal or investment advice. It should be reviewed by your own 
legal and compliance advisors to ensure you are meeting any fiduciary obligations prior to any further distribution.
Investing involves risk including the risk of loss of principal.
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.  You should consult your tax and financial advisor. 
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.
There are risks associated with investing in Real Assets and the Real Assets sector, including real estate, precious metals and natural resources.  Investments can be significantly affected by events 
relating to these industries. DC-1384

VISIT 
recordkeepingwebsite.com

CALL 
1.800.GET.REAL

LOG ON
intranet.benefits.com

DON’T LET INFLATION DRIVE 
OFF WITH YOUR RETIREMENT. 

Learn how a Real Asset Fund may  
help you protect your future.

How far your $$ went in 

1965

What those same  
$$ could buy

TODAY

Illustrations are conceptual and may not be drawn to scale. 
This communication material is in draft form and is being provided to you only as a working document and should not be considered legal or investment advice. It should be reviewed by your own 
legal and compliance advisors to ensure you are meeting any fiduciary obligations prior to any further distribution.
Investing involves risk including the risk of loss of principal.
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.  You should consult your tax and financial advisor. 
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.
There are risks associated with investing in Real Assets and the Real Assets sector, including real estate, precious metals and natural resources.  Investments can be significantly affected by events 
relating to these industries. DC-1384

VISIT 
recordkeepingwebsite.com

CALL 
1.800.GET.REAL

LOG ON
intranet.benefits.com

WANT TO RELAX  
ABOUT RETIREMENT? 

Learn how a Real Asset Fund may help 
you counter the effects of inflation.

How far your $$ would go 

TODAY

What those same  
$$ could buy in

2040
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Use simple language and eye-catching visuals to help participants understand their plan
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About State Street Global Advisors
For four decades, State Street Global Advisors has served 
the world’s governments, institutions and financial advisors. 
With a rigorous, risk-aware approach built on research, 
analysis and market-tested experience, we build from a 
breadth of active and index strategies to create cost-effective 
solutions. As stewards, we help portfolio companies see that 
what is fair for people and sustainable for the planet can 
deliver long-term performance. And, as pioneers in index, 
ETF, and ESG investing, we are always inventing new ways 
to invest. As a result, we have become the world’s third 
largest asset manager with US $2.51 trillion* under our care. 

* AUM reflects approximately $32.45 billion (as of December 31, 2018), with respect 
to which State Street Global Advisors Funds Distributors, LLC (SSGA FD) serves as 
marketing agent; SSGA FD and State Street Global Advisors are affiliated.

This article is an excerpt from  
State Street Global Advisors’ publication

The

Winter/Spring 2015

Additional Articles 
For more articles like this, please visit  
ssga.com/dc/theparticipant. 

Subscriptions 
To receive print and/or digital copies of The Participant,  
please email us at theparticipant@ssga.com.

Feedback  
We welcome your ideas, feedback and suggestions for  
consideration in future surveys or articles. Contact us at  
theparticipant@ssga.com.

ssga.com/definedcontribution

State Street Global Advisors One Iron Street, Boston MA 02210.  
T: +1 866 787 2257.

SSGA Target Date Fund are designed for investors expecting to retire around the 
year indicated in each fund’s name. When choosing a Fund, investors should consider 
whether they anticipate retiring significantly earlier or later than age 65 even if such 
investors retire on or near a fund’s approximate target date. There may be other 
considerations relevant to fund selection and investors should select the fund that 
best meets their individual circumstances and investment goals. The funds’ asset 
allocation strategy becomes increasingly conservative as it approaches the target 
date and beyond. The investment risks of each Fund change over time as its asset 
allocation changes. 

The views expressed in this material are the views of SSGA Defined Contribution 
through the period ended February 28, 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.

There are risks associated with investing in Real Assets and the Real Assets sector, 
including real estate, precious metals and natural resources. Investments can be 
significantly affected by events relating to these industries.

Standard deviation is a historical measure of the volatility of returns. If a portfolio has 
a high standard deviation, its returns have been volatile; a low standard deviation 
indicates returns have been less volatile. Standard Deviation is normally shown over 
a time period of 36 months, but the illustrations noted in this material may reflect a 
shorter time frame. This may not depict a true historical measure, and shouldn’t be 
relied upon as an accurate assessment of volatility.

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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