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 OVERVIEW

More and more, employers are turning to customized investment advice or per-
sonal financial planning to take retirement education a step further. 

Advice is being offered online with automated tools, mailed to employees’ homes, 
provided over toll-free phone lines, and delivered in person through financial 
advisers. Some employers are even letting workers turn over the running of their 
401(k) accounts to the experts by offering comprehensive portfolio management 
services. 

Employers’ traditional retirement education programs, aimed at teaching vague 
investment concepts, tend to leave workers hanging when it comes to picking the 
right investment options. Fewer than one-third of employees (30 percent) sur-
veyed—across all salary and education levels—are confident in their ability to 
make the right financial decisions for themselves and their families, according to a 
survey by MetLife Inc.

When it comes to employees’ retirement savings decisions, there is big money at 
stake. American workers have amassed more than $2.3 trillion in their defined 
contribution plans, according to the Federal Reserve, and that is not counting 
government workers.

Investment Advice Programs Are Becoming More
Prevalent in Defined Contribution Plans

A BNA GraphicSource: Profit Sharing/401(k) Council of America, 2004
*First year this data was gathered.
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The latest survey on the subject, by the Profit Sharing/401(k) Council of America 
(PSCA) in Chicago, found that the ranks of employers offering specific 401(k) 
investment advice have grown for each of the past four years. More than half (54 
percent) offered such advice in 2003, up from 35  percent in 2000, reported the 
survey released Oct. 4.

“In the 1990s, it was, `Give me more choice,’ ” said David Wray, PSCA president. 
“What employees have said since 2000 is, ‘Give me help.’ ”

There are several reasons for the rise of such programs. Before the exodus from 
defined benefit plans and into 401(k)-type plans that began in the 1980s, a com-
mittee of financial experts managed all pension assets. Upon an employee’s retire-
ment, they doled out a preset amount based on an established formula. 

Now it is up to Joe and Jane Average Employee to struggle with all the deci-
sions, from enrollment to selection of deferral amounts to asset allocation to fund 
choices.  And then there is the whole question of how much is safe to invest in 
company stock.

“This is not your father’s retirement plan,” asserted Mike Busch, president of 
Vogel Financial Advisors in Dallas. “As a result, the retirement accounts of a lot of 
these individuals are severely underfunded.” 

Average Number of Investment Funds in Defined
 Contribution Plans Is Rising

A BNA GraphicSource: Profit Sharing/401(k) Council of America, 2004
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“Participant-directed 401(k) plans are a real imposition on most workers,” said 
Richard C. Shea, an attorney who specializes in issues involving the Employee 
Retirement Income Security Act for Covington & Burling in Washington, D.C. 
“They essentially shift the burden … to people who, for the most part, are unpre-
pared to make those decisions. They don’t have the training or the background to 
do it.”

Shea pointed out that the learning curve for 401(k) investing is so steep that even 
those lucky enough to be investment-savvy may not have the time to devote to it. 
“Most of us work for a living,” he said. “When you get sick, do you go to the doc-
tor or go to medical school? When you need investment advice, do you become an 
investment manager or hire someone else to do it for you?”

Defined contribution plans have gradually become more complex, too, with the 
addition of more and more mutual fund choices, “lifestyle” funds, plan loan op-
tions, and the possibility of “catch-up” contributions for older workers. For in-
stance, the average plan offered 17 mutual funds to choose from in 2003, up from 
12 funds in 1999, according to PSCA’s latest survey.

In the early 1990s, so-called “lifestyle” funds—which promised to roll into one 
fund a balanced portfolio based on an employee’s age—were often very expensive 
options, pointed out Shea. Essentially, these were funds made up of other funds, 
so investors paid fees at two levels, he added.

Consumer-directed plans 
“essentially shift the burden 
… to people who, for the 
most part, are unprepared to 
make those decisions. They 
don’t have the training or the 
background to do it.”
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 FIDUCIARY LIABILITY: A DOUBLE-EDGED SWORD

There is confusion among employers as to whether an investment advice program 
adds liability or helps to mitigate it. Among surveyed employers that provide 
investment advice, 25 percent said they do so primarily because they believe it is 
necessary to comply with—or are worried about—the fiduciary liability created 
by ERISA Section 404(c) if the advice was not provided, according to a July 2004 
survey by the Employee Benefit Research Institute, WorldatWork, and the Society 
for Human Resource Management.  

Then again, two-thirds of surveyed employers that do not provide investment 
advice cited potential fiduciary liability as a primary reason for not doing so. 
Sixty-two percent of them said a new law exempting employers from liability for 
qualified independent advice would make their organizations more likely to con-
sider doing so.

Congress has considered several proposals over the past few years that would 
allow an employer to authorize its plan provider to give participants direct invest-
ment advice. Under these bills, the plan provider would assume the liability of an 

Employers that offer advice 
and those that don’t both 
cited liability concerns 
as a reason behind their 
approaches.

Primary Reason for Providing Investment Advice

Note: Based on respondents whose organizations currently offer investment
advice to employees. Percentages may not total 100% due to rounding. 
Source: Employer-Sponsored Investment Advice Survey Report
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“investment adviser” under ERISA and be required to disclose relevant fees and 
potential conflicts of interest. None has passed the Senate so far.

Meanwhile, the Labor Department has recently put out individual guidance letters 
approving several employers’ investment advice programs, Shea said. Even so, 
most employers are still uncomfortable with offering such a program, he added. 
“DOL has been doing a lot in this area. They have been encouraging employers to 
provide investment advice, but employers don’t have ironclad protection, whether 
they’re providing it or not.”

Part of the problem with investment advice programs, Shea said, is that invest-
ment advice has not been around long enough for firm answers to be reached. “My 
advice to them: Employers should be seeking clarification of the law here as to 
whether they must—or should—provide advice,” he said. “Employers are entitled 
to more certainty than the current law provides.”

Until that happens, Shea advises employers to “think seriously about applying to 
DOL for approval of your plan.” 

D.J. Simonetti, a partner with Baker, Donaldson, Cauldwell & Berkowitz, head-
quartered in Memphis, emphasized that employers should proceed with an invest-
ment advice program with caution. Employers should take care to hire a neutral 
provider, or someone with “no dog in the hunt,” as he put it.

Liability for Lack of Advice? Blame Swings Both Ways

On the other hand, employers also may be staring down tremendous fiduciary li-
ability for doing nothing to help employees make the right 401(k) decisions. 

This is especially true for those that award matching funds in company stock 
or even offer company stock as an investment option. Employees tend to get the 
message that company stock is good and then go hog wild for it. In fact, in more 
than half of plans (54 percent) that offer company stock, employees have concen-
trated between 10 percent to 50 percent of their assets in it, PSCA reported.  In 17 
percent of plans, employees have gone even further, putting more than half their 
assets in company stock, thus exposing themselves to tremendous risk.

If the company stock doesn’t perform well, employees could be financially ruined, 
and might look to pin the blame on their employers—especially those that never 
warned them of the risk, according to Jeff Maggioncalda, CEO of Palo Alto, Ca-
lif.-based Financial Engines. He pointed out that more than $1 billion of employ-
ees’ defined contribution assets are concentrated in company stock.

Four years ago, employers looking to hire Financial Engines for an investment 
advice program would often ask them to avoid mention of the dangers of holding 
too much company stock, he said.  Now, Post-Enron, employers hire the company 
to help coax their workers to better diversify their investments.

“DOL has been ... 
encouraging employers to 

provide investment advice, 
but employers don’t have 

ironclad protection, whether 
they’re providing it or not.”
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“They’re worried that if [employees] have $1 billion in company stock, and the 
stock does poorly, some plaintiff’s attorney is going to file a class action and 
personally name the fiduciary committee, the CFO, the CEO, and the board of 
directors in the suit,” Maggioncalda said.

For instance, top executives named in the Enron lawsuits were forced to person-
ally fork over about $85 million for the fiduciary claims that exceeded insurance 
coverage, he pointed out.

Aside from the company stock issue, there are other risks of not providing em-
ployees with 401(k) advice or guidance. Busch said part of the reason employers 
are looking to customize financial planning is because “they don’t have a pension 
plan anymore and they don’t want to have employees out there who have nothing 
at retirement.”

Sunil Bhatia, chairman and CEO with LTSave, an investment advice provider 
based in Boston, said, “In many cases, employees don’t invest correctly, so they 
may be in a default option, such as a money market or fixed income fund.” Em-
ployees who fail to diversify miss the benefit of compounding early in their sav-

Employees’  Retirement Savings Are Heavily
Concentrated in Company Stock*

A BNA Graphic*Average for plans that offer company stock.
Source: Profit Sharing/401(k) Council of America, 2004
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ings lifetime. Or those who invest too aggressively can be wiped out by a stock 
market downturn late in their career.

Perhaps the best feature of tools such as LTSave, which provides a worst-case and 
best-case retirement scenario to participants based on their current selections, is 
that it “changes employees’ outlooks so that they realize the market is uncertain,” 
Bhatia said.

Investment Advice an Overstated Risk?

John Rekenthaler, president of Morningstar Associates LLC in Chicago, thinks the 
risk to employers of offering investment advice is overstated. He said Morningstar 

A BNA GraphicSource: Census of Certified Employee Benefit Specialists and BNA, Inc.

• Creating potential
   fiduciary liability

• Adding cost for
   employers of
   plan participants

• Low participation

• Hard to change
   participant behavior

• Requiring ongoing
   communication
   campaign

• Enhancing appreciation
   of existing benefits

• Reducing fiduciary
   risk

• Maximizing employee
   deferrals

&PROS CONS

• Reducing stress,
   absenteeism,
   and “presenteeism”
   from financial problems

• Attracting and
   retaining workers

Investment Advice Pros and Cons



COPYRIGHT © 2004 BY THE BUREAU OF NATIONAL AFFAIRS, INC., WASHINGTON, D.C. 13

CUSTOMIZED FINANCIAL ADVICE

serves as an investment manager under ERISA, and hiring one is akin to hiring a 
mutual fund manager. “It’s not really a big step for [employees] on liability.”

 “From 2000 to 2003, we’ve been in one of the worst bear markets we’ll see in our 
lifetime,” Rekenthaler said. “To my knowledge, not a single lawsuit against an 
advice provider—or an employer for providing advice—has been filed.” 

Busch agreed. “From a liability standpoint, an employer is taking on much more 
liability by not providing financial advice than by providing it,” he said. 

Busch contends that offering personal financial counseling increases the financial 
self-reliance of employees and fosters a culture of personal responsibility.  “As a 
result, employees are less likely to blame the company for poor investment results 
in their 401(k),” he said.

“So many people need help, and companies are providing such a big risk by not 
providing that help,” Maggioncalda said. Perpetuating the myth that providing 
investment advice is a risky thing to do “is a tragedy both for the employer and the 
employee.”

“An employer is taking on 
much more liability by not 
providing financial advice 
than by providing it.”
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 WHAT’S DRIVING INVESTMENT ADVICE

The reasons for offering an investment advice or financial planning benefit are 
compelling: Doing so can help employees better utilize existing benefits, prepare 
for retirement, and ease financial stressors, allowing them to focus their full atten-
tion on their jobs. And by improving participation among the rank and file, such 
plans can also help employers pass nondiscrimination testing for their plans. 

For these theories to hold true, however, the investment advice programs must be 
effective, spur more employees to enroll, increase their deferral rate, and adhere 
to basic investment principles, such as diversification and rebalancing. In practice, 
however, utilization of the benefit can be low—PSCA pegs the average participa-
tion rate at 30.6 percent—and the employees who most need financial help may be 
the hardest to coax to meet with a financial counselor or use the online tools.

Avoiding Financial Worries, ‘Presenteeism’

Workers’ financial concerns may be more disruptive to the workplace than em-
ployers realize. Consider the following:

 Employees spend more than 20 hours per month worrying about financial issues, ac-
cording to the Personal Finance Employee Education Best Practices and Collabora-
tions Conference held at Virginia Polytechnic Institute and State University in Roa-
noke, Va. 

 More than half (52 percent) of adult full-time employees reported that they manage 
their finances by living paycheck to paycheck, according to a survey of 728 workers 
by MetLife.

 While employers might assume this only affects lower-paid employees, 34 percent 
of those earning $75,000 or more per year say they, too, are struggling to make ends 
meet, MetLife reported.

Having employees distracted by money troubles can be disastrous, especially 
when key employees are involved. For instance, in late summer 2002, a doctor in 
Boston abandoned a patient on whom he was performing spinal surgery, endan-
gering the patient’s life. When asked why, the surgeon explained that he had to get 
to the bank before it closed because he was in “a financial crisis” and had to pay 
his overdue bills. Before he walked out on the patient in the midst of the surgery, 
the surgeon asked a nurse several times to call his office to see if his paycheck had 
arrived.

Letting Employees Utilize Existing Benefits

Busch said he thinks one of the big benefits of customized financial planning is 
that it enhances awareness of and appreciation for benefits the employer is already 
paying for.

Employees spend more than 
20 hours per month worrying 
about financial issues, one 
survey found.
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“Employers are spending a lot on these plans but not getting a lot of results if the 
plan goes unused,” Busch said. “Employees should know about them, but some-
times the message gets lost when they’re just given a bunch of manuals.”

For instance, financial planning and customized investment advice can spur par-
ticipation in defined contribution plans and flexible spending accounts (see profile 
on Trinity Health, page 37). It can also be a less costly means of boosting average 
deferrals than raising the employer match, according to Busch.

 “Improving communication about your plan causes almost as significant an 
increase in the participation rate as does increasing the employer match,” Busch 
asserted. “You get a lot more bang for the buck just making sure employees under-
stand their need to take responsibility for their own retirement.”

Two of the most important concepts to instill, Busch added, are that interest 
compounds over time and that participation in a defined contribution plan has tax 
advantages.

Highly compensated employees are often restricted in their ability to participate 
in their 401(k) because of ERISA nondiscrimination rules, Busch pointed out. 
Improving deferrals by rank-and-file employees allows executives and other highly 
compensated employees to participate more fully in the plan.

Many employers are using financial advice to help soften the blow of mandatory 
benefit changes or cutbacks (see profile on Hartford Financial Services, page 31).  
This is because an adviser can help employees develop a budget, learn how to 
utilize flexible spending accounts, and pick the right health plan for their situation. 

Financial planning and 
customized investment 

advice can spur participation 
in defined contribution 

plans and flexible spending 
accounts.

Access to Employer-Sponsored Investment Advice

Note: Based on respondents whose organizations currently offer investment advice to employees. Percentages
may not total 100% as multiple responses were allowed. 
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Advice Industry Takes Off

Growth of the investment advice industry has gone from nothing five years ago 
to 20 million plan participants getting advice or guidance now, Rekenthaler said.  
He attributes the boom to online technology that enables cost-effective deliv-
ery to large audiences, either directly to the employee’s desktop or to call center 
representatives who field employee questions.  For instance, Morningstar’s online 
advice service, which uses a computer program to dish out “personalized, objec-
tive recommendations,” costs the employer $10 to $15 per plan participant, and 
includes a customized advice statement mailed to each employee’s home. 

Market volatility has also underscored the need for professional intervention. Dur-
ing the go-go market of the late 1990’s, no one thought they needed any help, but 
when the market crashed, people began to recognize that a sound plan is required. 
“It’s been very clear with this bear market that [investing] isn’t as easy as people 
thought it was. We don’t have as much time or expertise as we thought we did,” 
Maggioncalda said.

Rekenthaler said that another factor has been the maturing of the 401(k) industry, 
which is gaining a greater understanding of the issues participants face as they as-
sume greater responsibility for their life savings. When 401(k)s were first started, 
“there weren’t many employees that said, ‘I’d like to become an investment man-
ager and I’d like to take over my retirement plan,’” he said. 

Online advice tools themselves are growing up, and becoming more user-friendly, 
too. LTSave’s Bhatia said comparing first-generation online advice programs to 
today’s is like comparing DOS to Windows. Early versions, he said, were “hard to 
use; you had to be a computer expert.” He asserts that tools today are simple and 
more accessible for employees, yet are powered by very sophisticated technology.

Investment Advice Plan Offerings 

Online modeling tools advise employees how to allocate their assets and even pick 
the best funds from their employers’ plan. (For more on how such online tools 
work, see profile on NADART, page 35.) Two other powerful investment advice 
offerings are advice statements and portfolio management services.

Advice Statements:  A popular feature of investment advice providers are the 
personalized “investment advice statements” periodically mailed to participants’ 
homes. They detail employees’ current savings, their contribution rate, their 
employer match, their asset allocations, and even provide a savings forecast that 
projects account balances at retirement. Like any good report card, the statements 
also give suggestions for improvement. 

Financial Engines’ 4 million participants, most of whom work at Fortune 500 
firms, receive a customized statement featuring three traffic lights that allow 
workers to tell at a glance how their savings is shaping up on three key measures: 
1) savings/contribution rate, 2) risk/diversification, and 3) company stock. For 
instance, an employee who is not saving enough to get the full company match 

“It’s been very clear with this 
bear market that [investing] 
isn’t as easy as people 
thought it was. We don’t have 
as much time or expertise as 
we thought we did.”
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automatically receives a red light for their savings/contribution rate, Maggioncalda 
explained. An employee with a good mix of low-fee funds, appropriate for their 
savings timeline, would earn a green light on risk/diversification.

Finally, any employee with more than 20 percent of their retirement nest egg con-
centrated in company stock is given a red light and advised to consider reducing 
their company stock.

One of Financial Engines’ clients, a Fortune 500 company, awards its 401(k) 
match in company stock. Financial Engines advice statements found that 70 
percent of employees are getting a red light for company stock, Maggioncalda 
recalled. Another 75 percent are getting a red light for risk/diversification because 
they are taking on either too much or too little risk. “This is what gets employers 
so nervous,” he said. “What can we do to help folks realize this is not a good idea?”

Managed Portfolios:  Another service starting to gain momentum is the man-
aged portfolio, whereby an employee hands over the running of his or her 401(k) 
account, including all allocation, buying, selling, and rebalancing decisions. Most 
vendors have begun offering this service, and according to the survey by EBRI/
SHRM/WorldatWork, 24 percent of employers now offer managed portfolios.

The fees are deducted from an employee’s balance and can amount to as much as 
1 percent of the balance per year, on top of traditional mutual fund fees.

Managed Portfolios

Note: Based on respondents whose organizations currently offer investment
advice to employees. Percentages may not total 100% due to rounding. 

Do Not Offer
Managed Portfolios

76%

Offer Managed
Portfolios

24%

(Number of Respondents = 351)

Source: Employer-Sponsored Investment Advice Survey Report
by SHRM, EBRI, and WorldatWork, 2004.
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Morningstar said it plans to charge about 40 basis points per year—or 0.4 percent 
of an employee’s balance—for its managed portfolio service. It looks for “low 
cost, lower-risk funds with established management,” Rekenthaler said. He as-
serted the less expensive funds the service tends to choose will offset some of the 
fee involved.

About 5 percent to 40 percent of employees offered a managed account will select 
one, Rekenthaler said. “It depends on the demographic,. Certain kinds of employ-
ees tend to be more interested. Those with a defined benefit background like the 
fact that there is someone else worrying about and taking care of” their account.

Rekenthaler said a managed portfolio option gives employees access to a service 
they could not otherwise obtain. That is because outside of a 401(k), investment 
brokers typically require an account balance of at least $250,000 and charge 1.5 
percent to 2.5 percent in fees. “If employees were to go [individually] to an invest-
ment broker, the vast majority would be told they are not wealthy enough.”

At Financial Engines, two pilot programs conducted with J. C. Penney Co. Inc. 
and Motorola Inc. employees found that 10 percent to 25 percent of workers opted 
for its Personal Asset Manager option, Maggioncalda said. At Motorola, just 7 per-
cent had “well-diversified portfolios” prior to enrolling in the managed accounts 
option, while 48 percent of enrollees had portfolios too heavily concentrated in 
either company stock or bonds. 

DUE DILIGENCE: CHECKING UP ON FINANCIAL PLANNERS YOU HIRE

Certified Financial Planners are held to certain standards of ethical and profes-
sional behavior.  There are about 45,000 certified individuals.

The Certified Financial Planner Board of Standards, a nonprofit regulatory or-
ganization in Denver, can confirm if a planner is currently authorized to use the 
CFP mark, determine if a CFP has ever been publicly disciplined by the Board, 
and receive complaints against a CFP.  The Board also publishes an informative  
brochure, “What You Should Know About Financial Planning,” which is avail-
able as part of its free financial planning resource kit.  Web site: www.CFP.net. 
Phone: 888-237-6275.

The National Fraud Exchange (NAFEX) in Reston, Va., offers a one-stop back-
ground check on securities brokers, financial planners, and financial advisers 
for a fee of $39 for the first individual checked and $20 per person for further 
background checks. Phone: 800-822-0416.

The Securities and Exchange Commission (SEC) in Washington, D.C., allows 
employers to check whether a financial planner is a registered investment ad-
viser, obtain information and advice on an individual or firm providing securi-
ties and investment services, and lodge a complaint against a financial adviser. 
Web site: www.sec.gov. Phone: (202) 942-7040. 
Source:  Certified Financial Planner Board of Standards, Inc.
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 SELECTING AN INVESTMENT ADVICE SERVICE

To avoid liability, employers must be prudent in their process of selecting an ad-
vice or financial planning provider, conduct thorough due diligence, and avoid hir-
ing a product salesperson, Busch advised (see accompanying box on due diligence 
on page 19).

Once a provider is hired, employers have an obligation to monitor it on an ongoing 
basis, Busch added.

Ideally, investment advisers should be paid on a contract basis, so they earn the 
same amount of money regardless of how often they meet with employees, Sim-
onetti said. “What you can’t do is expect a mutual fund family to give you neutral, 
objective advice as to which funds to choose,” he said, pointing out that such 
companies might, for instance, steer employees to the most expensive or lower-
performing funds. 

Shea advises employers to “make absolutely sure that [the advice is] independent 
and unbiased and that the people providing independent advice are qualified to do 
so.” It is important, he added, that a contract spells out that the adviser does not 
get reimbursed based on his or her particular recommendations.

Cost Distribution for Investment Advice 

Cost is
Absorbed by
Retirement

Service
Provider

50%

Participants Pay the Entire
Cost Allocated to Their

Plan Accounts
8%

(Number of Respondents = 346)

Cost is Shared
Between Employer
and Participants

6%

Employees Pay
the Entire Cost
on a Voluntary

Basis via Payroll
Deductions

1%

Employer Pays the
Entire Cost as a

Separately
Budgeted Expense

23%

Other
12%

Note: Based on respondents whose organizations currently offer investment
advice to employees. Percentages may not total 100% due to rounding.
Source: Employer-Sponsored Investment Advice Survey Report

by SHRM, EBRI, and WorldatWork, 2004.
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How do companies pay for such services? Half of those offering investment advice 
reported that the cost for providing the benefit is included as part of the package 
provided by the retirement service vendor, according to the EBRI/SHRM/Worl-
datWork survey. Another 23 percent of employers pay the entire cost as a sepa-
rately budgeted expense.

Some cash-strapped yet well-meaning employers bring in investment brokers, who 
typically offer to work for “free.” Marc S. Freedman, a certified financial planner 
and president of Freedman Financial in Peabody, Mass., explained that such pro-
viders come with an agenda of encouraging employees to do business with their 
firm. “There are all sorts of income generation opportunities.”

Obviously, no one works for free, Busch echoed. “They are product salespeople 
getting paid by selling your employee something,” he said. Employees, many of 
whom are naïve, may assume that the employer is endorsing the broker’s products.

If an employer chooses a provider totally based on cost, Busch said, “employees 
are very ill-served. There is usually more damage done than good because people 
are just selling a product line without a lot of regard for what employees really 
need.”

The employers that Freedman works with sign a letter of indemnification releasing 
them from liability from any act or omission he makes in providing financial plan-
ning services to their employees. The employees also sign a waiver of liability, 
stating that they understand he is not an agent of the employer and also releasing 
the employer of all liability. (See samples on pages 28 and 29.)

Freedman, who is a certified financial planner, asserted that CFPs offer more 
objective service and have a model in place to operate in a fee-for-service environ-
ment. “CFPs have a fiduciary responsibility, an obligation to put the interests of 
the employee they work with first. A broker is not held to that standard, and the 
public doesn’t really understand that distinction.”

Morningstar’s Rekenthaler pointed out that most investment brokers earn more or 
less money depending on where participants invest their funds. “We don’t sell any 
stocks,” he pointed out. “We have one objective: to get the best funds for you.”

If an employer chooses a 
provider totally based on 

cost, “employees are very 
ill-served. There is usually 

more damage done than 
good because people are 
just selling a product line 
without a lot of regard for 

what employees really 
need.”
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 THE POTENTIAL PROBLEMS OF ONLINE TOOLS

Although relatively fast, inexpensive, and available virtually around the clock, the 
Internet is just one channel by which employers can reach employees with custom-
ized financial services, and it does have its drawbacks. 

“The vast majority of people don’t buy mutual funds by going onto the Internet,” 
Rekenthaler pointed out. “Rather, they meet with a financial intermediary. So why 
would we assume that 401(k) participants would be any different than the average 
mutual fund investor?”

Busch contends that online tools work by making blanket assumptions and broad 
categorizations that fail to factor in the uniqueness of each situation. “People want 
to connect with someone that truly understands their goals. They don’t want to 
negotiate with a software program,” he said.

Reasons Employees Call Financial Helpline

A BNA GraphicSource: Financial Finesse Inc.
Based on first quarter 2004 calls to its helpline.

Debt

Budgeting & Saving

Taxes

Retirement Planning

Homeownership

Finding a Financial Planner

Investing

Insurance

19%

12%

9%

7%

5%

2%

2%

34%
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Employers may want to consider which issues employees ask about most often 
when selecting a method for offering investment advice. Financial Finesse, a firm 
that operates a financial planning helpline service for 300,000 employees at corpo-
rations and credit unions, reported that the No. 1 issue employees called about was 
debt (34 percent), followed by budgeting/saving (19 percent), and then taxes (12 
percent). Much lower on the list was retirement planning (9 percent), home owner-
ship (7 percent), investing (2 percent), and insurance (2 percent), according to an 
analysis of calls in the first quarter of 2004.

Busch said the shortcoming of online modeling tools offered by vendors such as 
Financial Engines and Morningstar is that they focus exclusively on investment 
selections and fail to address an employee’s complete money picture. This would 
include issues such as budgeting, debt management, cash flow insurance/risk man-
agement, income tax planning, and the individual’s overall goals and objectives. 

“A lot of people play a good offense, with savings and accumulation of wealth. But 
they don’t have a good defense, which requires planning for contingencies, such as 
death, disability, getting sued, or a natural disaster on their home, which can wipe 
out their asset accumulation,” Busch added.

“The certified financial planning profession is trained to look at financial issues 
in a more holistic manner,” Busch said. “You don’t want to make these financial 
decisions in a vacuum.” Eighty-five percent of questions posed to employee benefit 
specialists need to be answered in a much larger financial context, Busch added.

Cost may be the deciding factor. Comprehensive face-to-face sessions with an ex-
perienced financial adviser can cost up to several thousand dollars per employee, 
while online tool access costs $10 or $15 per plan participant.
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 FINANCIAL PLANNING: THE LATEST EXECUTIVE PERK

Todd Taskey, president of Solutions Planning Group, an investment advisory firm 
in Bethesda, Md., said that many employers hire him to do highly detailed finan-
cial plans for executives. He pointed out that companies’ recent cutbacks in stock 
options and increased use of restricted stock grants “adds a whole new level of 
complexity [for employees] and a greater need for planning.”

Taskey said that every time he does a seminar, executives approach him and say 
they wish they had learned about this 10 years ago or five years ago. “The biggest 
problem with financial planning is that its not due on April 15. It’s something that 
they can put off and put off.”

Keeping executives on the right track financially can create more effective leaders 
who are “more focused on the concerns of the company, rather than on their own 
financial concerns,” he said. One of his clients, an executive earning $150,000 per 
year, was consistently racking up $30,000 in credit card debt. “He was constantly 
distracted by his debt and how to get rid of it.”  

He pointed out that situations such as CEOs “padding” their expense accounts or 
manipulating stock prices often arise from the executives’ money troubles. “They 
have the same financial concerns that you and I do, they just have some extra 
zeroes on the end.”

In one recent group session, Taskey said only three executives in 65 had created 
financial goals and objectives. After his initial inventory, he often tells executives, 
“If you ran this company the way you run your personal finances, 80 percent of 
you would be fired on the spot,” he related. 

Financial planning for executives is a great retention tool as well as a way to make 
sure employees better appreciate their benefits, Taskey added. A few years ago, 
one of the executives he counseled called him to inform him he was leaving his 
employer for another job. When he was told about all the benefits, stock grants, 
options, and 401(k) matching funds he’d be leaving on the table, the executive 
decided to stay put. “He had all these great benefits and he didn’t even realize it,” 
he said.

Employees often feel relieved after meeting with a personal financial adviser and 
creating an action plan, Taskey said. “Whoever helps them with that gets an enor-
mous amount of goodwill.”

Financial planning for 
executives is a great 
retention tool as well as a 
way to make sure employees 
better appreciate their 
benefits.
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 CASE STUDY: EASTMAN GELATINE

Industry: Manufacturing

Headquarters: Peabody, Mass.

Size: 175 employees

Eastman Gelatine Corp., a subsidiary of Eastman Kodak, found that offering 
employees sessions with an independent personal financial planner made its recent 
mandatory downsizings go much more smoothly.

The advent of digital photography—which lessened demand for photographic 
gelatin—along with increased production efficiencies and an economic downturn 
recently led to the first downsizings in 70 years at the Peabody, Mass. plant, ex-
plained Tom Tardiff, HR director. 

During the first round of downsizings, Eastman Gelatine offered employees a gen-
erous voluntary retirement package, including full pension and health benefits, up 
to one year of full pay, and a $5,000 retraining grant. Yet the plant did not get even 
close to the number of volunteers it needed. So management was forced to spend 
weeks poring over employee records making tough decisions about who to let go.  

Resorting to involuntary layoffs was especially difficult for this 171-employee 
plant because it is a very close-knit group, “like family in a lot of cases,” Tardiff 
said, including many second- and third-generation workers. “It was a very painful 
time for everyone involved,” he said. “I spent a month not sleeping. It just tore the 
whole place apart.”

Tardiff found that fear and lack of information were holding people back from 
volunteering for early retirement. “People weren’t educated on whether they could 
retire or not.  A lot of people live paycheck to paycheck,” he said. 

Financial Planner Hired to Assess Employees’ Retirement Readiness

Vowing to avoid a similar morale-zapping and time-consuming experience during 
the next downsizing, Tardiff hired an independent personal financial planner to 
meet individually with each eligible employee. The adviser explained Eastman 
Gelatine’s early retirement package in depth and helped show each individual 
what he or she could expect in retirement. Spouses were invited, too.

The adviser also helped employees, most of whom are males with only a high 
school education, to make decisions such as whether to take the lump sum or the 
annuity, based on their own situations. “He showed them how they could live 
comfortably in retirement,” Tardiff said.

Eastman Gelatine paid the financial planner, Marc S. Freedman, a Certified Finan-
cial Planner and president of Freedom Financial in Peabody, Mass., a set fee for 
each employee he counseled. In turn, the financial planner signed an agreement 

The adviser explained the 
early retirement package in 
depth and helped show each 
individual what he or she 
could expect in retirement.



WORKFORCE STRATEGIES

28 COPYRIGHT © 2004 BY THE BUREAU OF NATIONAL AFFAIRS, INC., WASHINGTON, D.C

with Eastman Gelatine and each employee he counseled that he would not solicit 
business from them. “I didn’t want to be put in the position for Eastman Gelatine 
to get the blame for bad investments,” Tardiff said.

As a result of the consultations, the company sailed through its second round of 
downsizing, with about 90 percent of eligible employees opting for early retire-
ment after meeting with Freedman. “We had a phenomenal success rate,” Tardiff 
said. 

“Now, they’re not upset they’re leaving,” he added. “The feedback I got from em-
ployees (about the counseling) was great. … It makes a big difference when you 
take care of people when they’re leaving. They don’t leave bitter.”

Freedman spent about three to five hours at his offsite office with each employee 
and his or her spouse, costing Eastman Gelatine about $1,000 per person, Tardiff 

SAMPLE INDEMNIFICATION STATEMENT BETWEEN EMPLOYER AND 
FINANCIAL PLANNER

Freedman Financial Associates, Inc. (FFA) shall indemnify and hold Eastman 
Gelatine Corp. hereinafter known as Employer, harmless against any and all 
loss, damage, and liability resulting from claims by employees of Employer 
by reason of any act or omission of FFA in providing financial planning 
services for Employer’s employees pursuant to this agreement provided FFA 
is promptly notified in writing of any lawsuit or claim against Employer and 
provided further that Employer permits FFA to defend, compromise or settle 
the same (if FFA so desires) and gives FFA all available information, assistance 
and authority to enable FFA to do so.  This indemnity shall not extend to any 
loss, damage or liability arising from any act or omission of Employer which 
violates this agreement.  No defense costs shall be incurred or settlements made 
by Employer without the written consent of FFA which consent shall not be 
unreasonably withheld.  FFA shall not be liable for any defense costs incurred 
or settlements made without FFA’s written consent.
    Freedman Financial Associates, Inc.
    by ___________________________
    Marc S. Freedman, President
    Date _________________________ 

    <Employer>
    by _____________________
    Employer Name
    Date _________________________
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said. “If I hadn’t sent them to Marc, I probably would have only gotten four volun-
teers,” he said. “The cost was very reasonable.” 

During a subsequent downsizing, Eastman Gelatine tried to save money by work-
ing with a financial adviser who promised to work for free. Employees were not 
pleased with the advice, however, Tardiff recalled. “They felt like the person was 
more after their pension and lump sum money--and not how they could retire. 
They felt almost like it was a sales job, and that turned them off,” he said.

According to Freedman, the free adviser urged virtually all the Gelatine employ-
ees to take a rollover sum rather than collecting a monthly annuity, because the 
adviser wanted to capture that business. “In many cases, if you truly understood 
the employee, the employee’s best option was to take the annuity,” he said.

SAMPLE WAIVER OF LIABILITY TO BE SIGNED BY EMPLOYEE

My participation in the financial planning process as conducted by Freedman 
Financial Associates, Inc. (FFA) is voluntary and I understand that I am under 
no obligation to do so.

I also understand that in providing the services described above, FFA acts 
as an independent contractor and not as an agent of Eastman Kodak, which 
neither endorses nor recommends their products and services.  I accept full 
responsibility for my decision to pursue the financial planning process through 
FFA, and release Eastman Kodak from any and all liability.

Finally, I authorize the release of any information regarding my company fringe 
benefits or compensation that may be requested by FFA. I understand this 
information will be held in confidence and used only in connection with the 
financial planning process.
    _____________________________
    Signature
    _____________________________
    Date
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 CASE STUDY: HARTFORD FINANCIAL SERVICES GROUP

Industry: Financial Services

Headquarters: Hartford, Conn.

Size: $91 Million in revenues; 30,000 employees (2003)

Bill Davitt and his wife had been setting aside college money since their children, 
now aged 11 and 9, were born. Still, Davitt, a Web content manager with the Hart-
ford Financial Services Group, wondered whether their savings were on track or 
would come up short. So while he was at work one day, Davitt dialed the toll-free 
personal financial planner hotline provided by his employer.

The financial planner asked Davitt how much the couple had already saved, 
whether his children would attend public or private schools, and when the children 
planned on entering college. “It was done quite professionally and quickly,” Davitt 
said of the process.  He was advised to transfer a lump sum into each child’s Sec-
tion 529 account to ensure that their needs would be met. 

 “We had the money sitting in various other investment accounts,” he said, adding 
that the couple is in the process of transferring the funds.  

Davitt said that he liked the fact that he got through the first time he called, 
without having to schedule an appointment, and that the financial planner seemed 
unbiased and did not try to sell him anything. Best of all, Davitt said,  he liked that 
the service was provided free by his employer. 

“It’s great peace of mind to say, ‘We have two kids to put through college but we 
have the finances all taken care of,’ ” he said.

Davitt, who said he relied on the occasional magazine and newspaper article to 
guide his personal financial decisions in the past, also took part in one of the 
company’s financial planning and benefit workshops, which were provided to help 
employees plan for major changes to the Hartford’s retirement and retiree health 
plans.

Davitt, age 51, used an investment workbook distributed at the workshop to help 
him better diversify his 401(k) holdings among the company’s 25 mutual fund of-
ferings.  The workbook allowed him to plug in data, such as his risk tolerance and 
number of years until retirement, and gave him an asset allocation blueprint that 
suggested how much to invest in small, medium, and large-cap funds, as well as 
bonds and international investments. Since diversifying his own portfolio, Davitt 
said he plans to “take it a step further and do it with my wife’s account.”

At the workshop, Davitt also learned about the importance of rebalancing his 
portfolio and plans to continue this habit annually. “It was laid out easily enough 
so I could do it all at home,” he said. “Before, I was never really quite sure if I had 
the right mix.” 

Financial planning and 
benefit workshops are 
provided to help employees 
plan for major changes to the 
company’s retirement and 
retiree health plans.
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Hotline Used by Nearly One-Fifth of Eligible Workforce

The financial planning hotline has proved popular with other Hartford employees, 
too, with nearly 19 percent of the 28,000 eligible workers calling since its addition 
in 2003, according to N. Karen Macke, senior vice president of compensation and 
benefits at the Hartford, Conn., firm.

The financial planning hotline was added on a pilot basis and the company is 
now considering offering the benefit permanently. The confidential free service 
provides each caller with a customized financial plan tailored to that individual’s 
needs, she said.

The company has found that the financial planners drew the most calls during the 
Hartford’s annual enrollment in September and October and during tax season, 
she said.  

Although the service is provided by a third-party group, the planners are well-
versed in the Hartford’s benefits offerings. “They know everything about us so 
they can talk on a knowledgeable basis,” she said.

Financial Planning Workshops Boost Participation in FSAs, 401(k)s

The hotline is just one of the company’s efforts to help employees take charge of 
their financial future. To help employees prepare for a pending switch to a cash 
balance pension plan and other benefit cutbacks, the Hartford held onsite financial 
planning and benefit workshops in the fall of 2003, Macke explained. 

The sessions prompted employees to make better use of the company’s existing 
offerings, she said. For instance, as a result of the workshops, participation in the 
company’s health care spending accounts jumped by 160 percent, to 37.3 percent 
of eligible workers in 2004 from 14.3 percent in 2003. The company’s dependent 
care spending accounts saw a 22 percent jump in enrollment, too.

“There’s a real need for employees to understand what they have available to them 
through our benefits, through the government, the Social Security program, and 
what their role is in preparing for their future,” Macke said.

In conjunction with the workshops, the company also ramped up its 401(k) com-
munication effort to spur a 13.3 percent boost in participation over 2003.

Retirement investment education has changed significantly in the past few years 
at the Hartford, with technology now playing a much larger role in delivery. The 
company now offers both financial modeling tools as well as online courses aimed 
at helping employees understand their personal finances.  “It’s always available to 
our employees. It’s just a point and click away,” Macke said of the Hartford’s Web-
based offerings. “You can do it from home, since it’s all online.”

Some of the Hartford’s financial education courses include:  Investing 101, Under-
standing Annuities, The World of Asset Classes, The Value of Savings, The Price 

Nearly 19 percent of eligible 
employees have used the 
financial planning hotline 

since 2003.
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of Procrastination, and Is Now the Time to Invest?  The online courses take from 
three to 10 hours to complete, she said.

The online financial modeling tools allow employees to predict the outcome of 
various investment scenarios, so they can see, for instance, how much a 6 percent 
deferral, plus the company match, would accumulate in five years or twenty years. 
“It really enables employees to roll around in different scenarios and see what the 
outcome will be,” Macke said. “The major message:  By waiting to invest, the 
penalty grows dramatically with each passing year,” she added.

The very public loss suffered by Enron employees, exacerbated by their over-con-
centrations in company stock, is leading many business leaders to add simple-to-
use investment tools for workers, Macke pointed out. On average, 37 percent of 
Hartford employees’ investments are in the company’s stock, she said.

Pre-Retirement Workshops Help Workers Fine-Tune Plans

Five years prior to retirement date, which can be as early as 55 years old at the 
Hartford, employees receive an invitation to attend the company’s free pre-retire-
ment workshop, which is spread over three days. Each day’s session lasts about 
three hours, and significant others are welcome to attend.  The sessions cover top-
ics such as pension benefits, Social Security, estate planning, and retirement life 
and health insurance.

The company is now looking to beef up its online offerings by adding a next-gen-
eration benefits statement that will take it to the next dimension, she said, and is 
the process of reviewing specialty vendors. 

“We’re really proud we offer such a wide variety of benefits and educational op-
portunities,” Macke said. “It starts at orientation and goes all the way through to 
the employee’s retirement.”

The online financial modeling 
tools allow employees to 
predict the outcome of 
various investment scenarios. 
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 CASE STUDY: NADART

Industry: Benefits Administration

Headquarters: McLean, Va.

Size: Over 142,000 plan participants

The National Automobile Dealers’ Association Retirement Administrators Inc. 
began offering customized investment advice online through mPower about five 
years ago. Competitive pressures were part of the reason, explained James Apisto-
las, director of training and communication. 

“Our dealers were getting solicited by other [retirement plan] providers that of-
fered this. We felt we had to do it from a market perspective,” Apistolas said. 

In July 2003, mPower was acquired by Morningstar, and the name recognition that 
the acquisition brought has been a net positive, Apistolas said.

How the Online Investment Advice System Works

NADART participants, which number 142,000 in some 3,000 plans, can now log 
onto their account on the NADART Web page, and by clicking on the Morningstar 
logo, be taken directly to the Morningstar site, which contains all their account 
data, including their age, investment choices, and account balance.  “It’s very 
seamless,” Apistolas said. “It does everything for them.”

The first time participants visit the Morningstar site, they answer a series of ques-
tions about their risk tolerance, and then view it in graph form. “Employees can 
adjust it if they want, if they think it’s too high or too low,” he explained. 

The tool then “advises” the employee on asset allocation and indicates which of 
NADART’s 19 fund options to choose and in which amounts.  “It tells them ex-
actly what to do,” Apistolas said.

If employees select the “implement advice” option, the tool actually makes the 
trades on the employee’s behalf and sets his or her future elections, he said.

Employees can also input their IRAs, other outside accounts, and their spouse’s 
investments into the Morningstar system. It can track the daily balances on all ac-
counts and provide investment advice on those holdings, although it cannot make 
trades on outside holdings, Apistolas explained.

Tool Used by 15 Percent, But Ignored by Passive Participants

“I think it provides an extremely adequate investment vehicle that is as good as 
most human financial advice services,” said Philip Holland, COO and NADART 
plan administrator. That said, the presence of the system does not automatically 

“Our dealers were getting 
solicited by other providers 
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make participants better investors. It requires them to take the effort to sit down at 
the computer, log on, and answer the questions in order to utilize it, he added.

“There’s a very high degree of participants in our plans that don’t find any comfort 
in making investment decisions and don’t involve themselves at all,” Holland said. 
“They’re very passive.”

About 15 percent or 16 percent of plan participants who have system access actu-
ally use the Morningstar tool with some consistency, Holland added. Participants 
are reminded about the availability of the system through newsletters that come 
with their account statements and by the presence of the logo on the Web page.

Apistolas said that utilization by only 10 percent or so is “exactly what we ex-
pected” when NADART enrolled with the vendor. Both men said the tools appeal 
primarily to those who are actively interested in investing.  

Feedback from those who have used the system has been very positive, Apistolas 
said. “It’s really neat and it’s really user-friendly.

“It’s been wonderful for our plan marketing efforts. It really perks people up,” 
he added. “Any time we get in front of people, we demo the product because it’s 
impressive.”
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 CASE STUDY: TRINITY HEALTH SYSTEMS

Industry: Health Care/Hospitals

Headquarters: Novi, Mich.

Size: 54,000 employees

Trinity Health Systems, headquartered in Michigan, is calling on Hollywood to 
help boost interest in its retirement program—and it isn’t costing the company one 
dime.

In Trinity’s movie-themed savings campaign, employees earn one stamp for each 
retirement-savings related action they take. For instance, enrolling in the defined 
contribution plan, increasing their deferral amount, attending a seminar, or sign-
ing on to their retirement savings Web account each earns a stamp. An employee 
who collects three stamps receives two tickets to the movies or a free video store 
movie card.

Fun campaigns like these have helped boost retirement savings participation by 
33 percent in the past two years among the 54,000 employees who are spread out 
among Trinity’s 45 hospitals, according to Silvia H. Frank, manager of the defined 
contribution plan at the hospital system. Also helping to spur this success has been 
close partnership with Trinity’s plan administrator and the customized statements 
and personalized investment advice employees receive from onsite plan represen-
tatives.

The best part is that Trinity has tapped into mutual fund marketing fees in its plan 
to fund the campaigns, so none of the cost comes out of the HR budget, she said. 
“It’s a complete partnership and you cannot do it any other way,” Frank said of the 
relationship with its plan administrator.

As of June of this year, more than 60 percent of employees are participating in the 
plan, Frank said. “Our target goal is to get to 70 percent, which is almost unheard 
of in the health care industry.” 

Trinity has come a long way. In June 2002, just 45 percent of its employees, who 
are predominantly female, fortysomething nurses, were saving for their retire-
ment. “What we have found is that mainly, these people are not educated about the 
financial part of it,” Frank said. “We needed to do something.” 

Merger Provides Opportunity to Zero in on Goals

A merger in 2000 left Trinity with two sets of pension and defined contribu-
tion plans, and two sets of rules. So as the company shopped for a new vendor to 
consolidate the plans, it zeroed in on several goals: boosting employees’ apprecia-
tion of Trinity’s total retirement program, increasing participation in its 401(k) 
and 403(b) plans, and improving workers’ deferral rate. “When choosing a service 

Fun campaigns have helped 
boost retirement savings 
participation by 33 percent in 
the past two years. 
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provider, [these goals] were first and foremost on our list. We told them our goals 
and said. ‘We will hold you accountable,’” she said. 

Trinity chose plan administrator Diversified Investment Advisors, in part because 
of the customized, personalized statements and advice employees would receive—
and for the onsite reps who would be stationed at each location to coax employees 
into signing up.

“We know statistics show that any time material is customized, it’s going to be 
more effective,” Frank said. 

To coincide with substantive changes in both plans, the company renewed its focus 
on employees taking action as the new plans were rolled out in January 2001, she 
said. Because some employees would experience a cut in their pension payouts at 
retirement, saving toward retirement became more important than ever, she said. 
“We are stressing that this is an integral part of their future retirement.” 

Now, Trinity matches dollar-for-dollar for the first $500, and then 50 cents on the 
dollar for the remaining amount of the contribution, with a maximum of 2 percent 
to 3 percent of compensation, depending on the plan.  “The front-loaded match is 
meant to attract lower-income employees,” Frank explained. “Even if you put only 
$500 in, you get a dollar-for-dollar match.”

Trinity’s Tactics Include Customized Statements, Fun Campaigns 

Some of Trinity’s other winning tactics to boost savings include the following:

1) Customized Investment Guidance. Trinity uses “a very structured education 
plan” for its employees, Frank said. A plan representative sits down one-on-one 
with an employee and discusses investment risks and his or her goals, ultimately 
translating that into a personalized asset allocation and diversification model. The 
representative then identifies which of Trinity Health’s 12 “core” mutual funds 
falls within that model. Ultimately, however, which funds are picked is up to the 
employee, Frank said.

2) On Track. All savings plan participants receive this customized statement in 
the mail, which uses the employee’s salary and account balance to give employees 
a snapshot of their progress. “Any time an employee gets information in the mail 
with their salary information and their name, they are more apt to read it,” Frank 
said. The statements also project the employee’s expected pension benefits, “be-
cause that is such an important benefit to employees,” she added.

3) Enroll Express. Non-participating employees, too, receive a personalized form 
in the mail once a year asking them to check off just two boxes and drop it in the 
mail to enroll in the retirement savings plan. The form shows each employee, 
based on his or her current salary, how much a 6 percent deferral would accumu-
late by retirement. “They barely have to do anything” to enroll, Frank said. Em-
ployees who sign up this way are automatically defaulted into a stable value fund 
and later contacted by an onsite rep to schedule a meeting to discuss asset alloca-

 ”Any time material is 
customized, it’s going to be 

more effective.”
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tion.  “Enroll express uses 6 percent as an example amount, so a lot of employees 
enroll at 6 percent, which is great,” she added.

4) Raffle. As an extra enticement, Trinity has publicized raffles the past two 
years for a digital camera and a DVD player, entering any employee who mails 
back their Enroll Express forms, whether or not they chose to enroll.  “The vast 
majority of the people who returned the form enrolled,” Frank said. However, the 
company opted to “to err on the side of caution” and hold the raffle only for its 

EARN YOUR TICKET TO THE MOVIES

Name: SS#:

Trinity Health Location:

I completed three of the following “Retirement Rewards” options during 2004:

� I enrolled in the Trinity Health Retirement Savings Plan.

� I increased my salary deferral contributions.

� I met with my Diversified on-site representative to review my investment strategy
or, increase my salary deferral.

� I accessed the Trinity Health Retirement Program Website to obtain a Trinity Health
Pension Plan estimate using TAPE.

� I attended the following Seminars sponsored by Diversified Investment Advisors:

Seminar Name/Date

Seminar Name/Date

I would like to redeem my “Retirement Rewards” for (select one):

� Two BLOCKBUSTER® Movie Cards or � Two Movie Theatre Tickets

* Only one offer per employee for the 2004 qualification period.

If you performed any of the above via the Trinity Health Retirement Savings Program at https://retirementprogram.trinity-health.org or by calling 800-394-5240, please contact your
Diversified Investment Advisors on-site representative for validation.

Membership rules and certain restrictions apply for rental at BLOCKBUSTER.® See Movie card for details. Movie cards are redeemable at participating BLOCKBUSTER store
locations. BLOCKBUSTER name, design and related marks are trademarks of Blockbuster Inc. © 2004 Blockbuster Inc. All rights reserved.

VALIDATION SEALS

RETIREMENT REWARDS CARD

Part of Trinity Health’s 
2004 retirement savings 
communication campaign. 
Employees receive two 
tickets to the movies 
or a movie rental card 
for completing three 
retirement-related actions 
during the year.
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403(b) plans to avoid any possible violation of the Employee Retirement Security 
Act, which governs 401(k) plans, Frank said. 

5) Act Now Flyers. Six months after receiving the Enroll Express forms, non-par-
ticipants receive simple one-pagers that drum home one single message: Trin-
ity matches employees’ contributions. The flyers depict five crisp $100 bills and 
remind employees not to miss out on their $500 employer match. The flyers also 
remind employees that they can sign up online, through the dedicated enrollment 
hotline, or by seeing an onsite rep. 

6) Midnight Madness. In addition to its daytime brown bag sessions, Trinity’s 
vendor even conducts hour-long “Midnight Madness” classes on topics such as 
“Women and Investing” for the benefit of its second- and third-shift staff, who 
typically get left out of HR education programs. “Late shifters just love it because 
they’re there for them,” she said. “It’s really effective.”

7) Keeping it Fresh and Fun. Trinity launches a new themed communication 
campaign – complete with eye-grabbing posters and giveaways -- every few 
months, even calling on the expertise of the advertising department of its plan 
sponsor for an extra shot of creativity. For its “Summertime Financial Fitness,” 
campaign, Trinity gave away blow-up beach balls. For its “Fall into Savings” mo-
tif, employees loved the Halloween theme, complete with haunted house posters 
and stress-ball pumpkin giveaways, Frank said. Employees have to “earn” give-
aways by taking some kind of retirement planning action, such as talking with the 
onsite rep about asset allocation or going over a planning tool on the Web. “You 
would be surprised,” Frank said. “It’s unbelievable what people will do for a little 
piece of plastic. It’s money well spent.” 

In the end, employees end up feeling better about themselves because they took 
some kind of action to prepare for their future, and they feel better about Trinity 
for helping them along the way, Frank said.

Covering All the Bases to Help Employees Prepare

This year, Trinity is piloting new pre-retirement planning seminars, which will 
cover  company-offered benefits; social security; income and expense planning; 
life, health, and long-term care insurance; estate planning; and lifestyle issues in 
retirement.  The classes, open to all employees, will provide each with a custom-
ized plastic binder and “Ready or Not?” workbook. They will be taught by spe-
cially certified Diversified representatives.  “We’re working with an ad agency to 
help attract all ages,” she said.

Trinity is covering all its bases, including brown bag education sessions, online 
tools and information, Web videos, toll-free hotlines, and onsite representatives, to 
make sure employees are aware of their need to save, stopping just short of “shov-
ing it down their throats,” Frank said.  “We’re trying to reach them through every 
single avenue. We know there’s no silver bullet—you have to do a multi-media 
marketing approach.”

Trinity’s vendor even 
conducts  “Midnight Madness” 

classes for the benefit of its 
second- and third-shift staff, 

who typically get left out of 
HR education programs.
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8108 (10/03)

For more information and to get your “Fall Into Savings” pumpkin, contact your on-site 
Diversified Representative:

Name:__________________________________________________________________

Phone Number:__________________________________________________________

Call 800-394-5240 or log onto: https://retirementprogram.trinity-health.org

There are a lot of 
things to be scared of...

Retirement shouldn’t be one of them.
• Enroll in the Trinity Health Retirement Savings Plan

• Increase your contributions

• Review your Total Retirement Program at https://retirementprogram.trinity-health.org

• Try tools such as Trinity Advantage Pension Estimator (TAPE) and RetiretekSM

• Visit with your Diversified on-site representative or call 800-394-5240 for assistance with 
your retirement planning strategy 

RETIREMENT SAVINGS PLAN
One of Trinity Health’s 
most popular employee 
communication campaigns. 
Employees were required 
to meet with a plan 
representative to receive 
their free stress ball 
pumpkin.
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The company has learned some valuable lessons along the way. For instance, al-
though its online enrollment technology is state-of-the-art, it found that new hires 
were so inundated with papers at orientation that the message of visiting the Web 
to enroll was getting lost. As a result, new hires usually waited one to two years 
before getting around to joining the plan, losing valuable potential savings. Now 
the onsite reps hand out a paper form at orientation, collect it, and then enter it 
into the system by hand later.

Why does Trinity do so much? For one thing, helping employees prepare for re-
tirement is aligned with Trinity’s overall mission of taking care of its community, 
she explained. “The last thing we want is for an employee at retirement to say, `I 
didn’t know about that.’ ”
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