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If you compared voluntary benefits trends from a
few years ago to trends today, you’d notice a lot of
similarities:

® Health care cost increases creating more cost-
shifting to employees

® Benefits decision-making moving away from the
employer-provided paternalistic approach to the
employees as decision makers

e Technology playing a key role in enrollment deliv-
ery and management

® More brokers, carriers and enrollment companies
entering the voluntary benefits arena

How can you maintain a place in the voluntary bene-
fits competitive landscape now and in the future? Let’s
examine how voluntary benefits can help you offer solu-
tions for your clients.

Health Care Costs and Cost-Shifting

According to the 2008 SHRM Workplace Forecast,
employers say their top concern is rising health care
costs.! If you can’t deliver viable solutions for the
health care cost issue, your clients may look for some-
one who can. Employers and employees are demanding
creative solutions, particularly because of the current
economic climate.

During the last two years, the Northeast Region has
experienced a significant increase in brokers seeking vol-
untary benefits carriers that have a variety of product so-
lutions, strong compensation, effective benefits
education and excellent back-office support. I often re-
ceive phone calls from brokers looking for this kind of
support, and it’s a safe bet that 'm not the only one
noticing this increased interest from brokers.

However, despite the increased awareness about vol-
untary benefits, there are still brokers who feel voluntary
benefits compete with an employer’s major-medical dol-
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lars. Voluntary benefits complement a client’s core bene-
fits program by offering employees choices to help fill
coverage gaps in major medical, disability or life insur-
ance. Your clients can fund some or all of the voluntary
benefit premiums or allow employees to pay for them.

For example, your client may be able to reduce major-
medical premiums by increasing the deductible and
adding a voluntary supplemental health plan that helps
employees cover the higher out-of-pocket costs.
Employees who feel they need additional coverage can
choose a supplemental health plan to offset the higher
major-medical deductible. Obviously, it isn’t an either/or
choice for the employee. Rather, it’s an opportunity to
help employers manage major-medical costs and allow
employees to purchase additional coverage to fill any
gaps, if needed.

Employees Making Benefits Decisions

Nearly one-third of employees pay at least half the
cost of their benefits, and they want more resources from
employers to help them make the right decisions during
open enrollment.? Employees today are making more de-
cisions about their overall health care and benefits pack-
ages, and they’re looking for more cost-effective
alternatives to help them maintain good coverage for
their families. There’s a definite need in worksite market-
ing to provide employees with choices—whether it’s core
health coverage or voluntary benefits.

Along with the need for choice comes the need for ef-
fective benefits education. Employees say they’d like
greater access to benefits information, guidance and per-
sonalized support to help them make good benefits deci-
sions.’ Benefits must be presented in a very concise
manner so employees can understand their choices and
their coverage needs. A quality voluntary benefits partner
can not only help deliver effective benefits education to
your clients’ employees, but also help you better under-
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stand and communicate the value of benefits education to
your clients.

Enrollment Technology

Companies and brokers will continue to look for online
enrollment solutions. Thus, you should choose an enroll-
ment partner that has the ability to deliver a variety of ways
to reach employees:

® One-on-one sessions with a benefits professional
¢ Co-browsing with an employee via the Internet

¢ Call-center enrollments

e Self-enrollments

Keep in mind, though, that when you can combine the
best enrollment technology with a professional team to de-
liver a face-to-face, personal session for each employee,
you’re providing your clients with the most effective bene-
fits education.

More Competition

If you don’t discuss voluntary benefits with your clients,
regardless of the size of their business, you’re missing an
enormous opportunity, according to a recent LIMRA re-
port.* Because more brokers are seeking out voluntary ben-
efits solutions, it’s important to consider how voluntary
benefits can bring value to your clients. Why? If you don’t
consider offering these solutions, your clients may look
elsewhere for them.

Don’t forget that other brokers aren’t your only com-
petitors. You also have to contend with enrollment compa-

nies and carriers. At the very least, talk to some quality vol-
untary benefits providers about how they can help you and
your clients. Do the research and make an educated deci-
sion based on what’s in your customers’ best interests.

As the LIMRA report states: “Not offering voluntary
benefits doesn’t isolate clients from these products.
Instead, this tactic invites the competition. One can only
guess at how much money some producers have left on
the table.”

Clearly, if you’re not at least researching voluntary bene-
fits to see how they can help your clients, you’re missing
out on viable solutions to help them deal with the health
care cost issue.

1 Workplace Forecast Survey, Society of Human Resource Management,
2008

2 2008 Open Enrollment Survey, MetLife
3 Ibid

4 “Harvesting Tomorrow’s Worksite Distributors,” Ron Neyer, CLU,
ChFC, Research Briefings, LIMRA, June 2008

5 Ibid

Mike Martocci is vice president of sales for Colonial
Life’s Northeast Region. His office is located in
Pittsburgh. For information about Colonial Life’s
products and services, or opportunities with the com-
pany, contact bim at 412-921-7232 or mamartoc-
ci@coloniallife.com.
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