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Engagement by Channel – Q3 2020 – Active Participants

63% of Plan participants have engaged (calls, mobile, web) over the last 12 months
56% of Plan participants have digitally engaged over the last 12 months
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Engagement by Channel – Q3 2020 – Active Participants
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Digital Engagement – 10/1/19 to 9/30/20

myOrangeMoney Engagement 

 20% of participants took action after using 

myOrangeMoney

 38 participants changed deferral rate on average from 

8.9% to 9.6%

 198 participants changed deferral amount

 64 participants changed allocations

 1 participant enrolled in managed accounts

 5 participants rolled money into the Plan

Activity
# of 

Participants

Viewed myOrangeMoney 3,681

Engaged and interacted with

myOrangeMoney
1,319  (36%)

Took Action after using 

myOrangeMoney
268 (20%)

Activity # of 

Participants

Used the Personal Financial 

Dashboard (PFD)
61

Created an action plan 17 (28%)

Took action after using PFD 9 (15%)

Personal Financial Dashboard 

Engagement

 15% of participants took action after using the PFD

 1 participant changed deferral rate

 8 participants changed deferral amt. on average 

from $306 to $389

 3 participants changed allocations

 1 participant rolled money into the Plan
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What is Financial Wellness?

How does it feel?

Protection
Spending & 

Saving

Emergency 

Fund
Retirement Debt

Other 

Goals

Financial Wellness is about the healthy balance between 

living for today while preparing financially for tomorrow

It’s not necessarily about being wealthy, but it is a state of 

mental well-being in which one feels they have control over 

their current finances and have confidence in their financial 

decisions

• Living within your means

• Confident in your future

• Prepared to handle the unexpected

• Free to indulge a little and embrace life
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Financial Wellness through 09/30/20
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Personalized Messaging

• Emails

• Quarterly 

e-statements

• Accordion message 

• Light bulb message

• Customer service 

associates

Journey

Save More DiversificationBeneficiary Stopped Savers Financial Wellness

Messages are ranked by score 

and most relevant message and 
delivered to the participant
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Save More Journey Results

Unique Participant Activity 11/13/20

Participants reached (Delivered) 1,444

Participants interested (Opens) 767 (53%)

Participants engaged (Email clicks) 73 (10%)

Participants took action after opening 51 (7%)

51 (7%) of participants targeted took action after opening a 
Save More email

Taking an action refers to making a contribution change
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Diversification Journey Results 

Unique Participant Activity 11/13/2020

Participants reached (Delivered) 1,246

Participants interested (Opens) 728 (58%)

Participants engaged (Email clicks) 106 (15%)

Participants took action after opening 122 (17%)

122 (17%) of participants targeted diversified their account after 
opening a diversification email
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Beneficiary Journey Results 

Unique Participant Activity 11/13/2020

Participants reached (Delivered) 806

Participants interested (Opens) 459 (57%)

Participants engaged (Email clicks) 102 (22%)

Participants took action after opening 55 (12%)

55 (12%) of participants targeted named a beneficiary on their account 
after opening the beneficiary email
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Stopped Savers Journey Results

Unique Participant Activity 11/13/20

Participants reached (Delivered) 136

Participants interested (Opens) 65 (48%)

Participants engaged (Email clicks) 5 (8%)

Participants took action after opening 2 (3%)

2 (3%) of participants targeted resumed contributions after 
opening a Restart Savings email

• 1 participant is saving an average of 2% more per 
period (from 0.0% to 2%)

• 1 participant is saving an average of $25 more per pay 
period (from $0 to $25)
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Financial Wellness/Education Journey Results

Unique Participant Activity 11/13/20

Participants reached (Delivered) 41

Participants interested (Opens) 16 (39%)

Participants engaged (Email clicks) 2 (13%)

Participants took action after opening N/A

Taking an action refers to completing the assessment
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Overall View as of 11/13/20
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2019-2020 Update
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2019-2020 Participant Education and Engagement Goals

Financial Wellness

Increase Beneficiary Elections

Nearing Retirement

1

2

3
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New/Updated Core Communications
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Financial Wellness

Goal

Take a holistic approach to financial wellness to 

help individuals improve their financial health 

today and be more prepared for the future.

Audience

Active, contributing participants

Call to Action

Go online at sanjose.beready2retire.com and take 

the online financial wellness assessment

Materials

• Email

• Mailer

Mailer and Email Sent in September 2019

Mailer mailed on 8/15/19 to 4,451 participants

Email Results:

• Delivered on 08/15/19: 3,092 recipients

• Unique Opens: 1,526 (49.4%)

• Unique Clicks: 54 (3.5%)
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Beneficiary

Goal
Encourage participants to review/update their 

beneficiaries. Additional touch to those without a 

beneficiary on file.

Audience
All active participants

Call to Action
Go to sanjose.beready2retire.com or contact your 

local Voya representative

Materials
• Email

• Self Mailer

Mailer and Email Sent in October 2019

Mailer mailed on 10/21/19 to 4,777 participants

Email Results:

• Delivered 10/23/19: 3,139 recipients

• Unique Opens: 1,633 (52%)

• Unique Clicks: 165 (10.1%)
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Nearing Retirement

Goal
Education for those approaching retirement  to 

assist in creating a financial plan. Remind 

those exiting of Plan’s services and benefits of 

staying in the Plan.

Audience
• Any employee with a balance over the age 

of 55.

• Exiting/Retiring Employees

Call to Action
Contact your local Voya representative to learn 

about the special savings program and leave 

payout options available. 

Materials
• Email

• Flier

Completed in February 2020

Email Results:

• Delivered 2/19/20: 877 recipients

• Unique Opens: 393 (44.8%)

• Unique Clicks: 16 (4.07%)
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2021 Strategy & Planning
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2021 Participant Engagement and Education Goals 

Personalized Messaging/Marketing Automation

─ Save More, Stopped Savers, Beneficiary, Diversification and Financial Wellness/Education

Online Account Registration

─ Encourage participants to register account online

Beneficiary

─ Encourage all to review/update beneficiary

Consolidate

─ Encourage participants to consider consolidating outside retirement accounts

E-delivery

─ Encourage participants to go green by electing e-delivery

MISSION
Creating market-leading experiences and outcomes for your employees while providing information to 
participants when, where, and how they want it. 
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Online Account Registration

Goal
Increase number of participants registering 

account online

• Web registration is 72% 

Audience
All participating that haven’t registered their 

account online yet

Call to Action
Register your account

Materials
• Email
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Beneficiary

Goal
Encourage participants to review/update their 

beneficiaries. Additional touch to those without a 

beneficiary on file.

Audience
All active participants and termed with a balance 

participants without beneficiary elections

Call to Action
Go to sanjose.beready2retire.com or contact your 

local Voya representative

Materials
• Email

• Self Mailer
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Consolidate/Roll-In

Goal

Encourage participants to consider consolidating 

outside retirement accounts.

Audience

All active and contributing participants

Call to Action

Contact your local Voya representative or the Voya 

Account Consolidation Team

Materials

• Email

• Flier

Sent to team in April
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E-Delivery

Goal
Increase number of participants electing 

e-delivery of statements and communications

• 52% currently active on e-delivery

Audience
All participating that haven’t elected e-delivery

Call to Action
Login to your account and update your 

communication preferences

Materials
• Email

• Postcard
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2021 Campaign Calendar

Q1 Q2 Q3 Q4

A
C

TI
O

N
 

C
A

M
PA

IG
N

S

Plan Communications / Ongoing Enrollment

Automation / Personalized Messaging

Online Account Registration

Beneficiary

Consolidate/Roll-In
E-Delivery


