Spur Employer Buy-In Of Worksite Products
By Terry Reams
"Worksite programs save you money!" "Expand your current benefit program at little to no cost." "Worksite programs help attract more employees." "Worksite programs offer employees choice in the design and cost of their benefits." "Shopping for benefits at the worksite and paying for them through payroll deduction is a convenience your employees will appreciate."
We have all heard and frequently used these types of statements in our worksite marketing efforts. In the past, these claims were often the only justification provided to a potential employer as a way to entice them to offer a voluntary program.
Although the statements are fairly accurate and do attract employer interest, alone they are not always enough to incent an employer to provide the necessary support for implementing a voluntary program.
What does it take to obtain the proper "buy-in" from an employer? The answer can be found in any basic Marketing 101 class: Know thy customers ...Meet their needs!
Understanding and meeting the specific needs of an employer has to be the primary objective for those of us marketing at the worksite.
All employers, whether small, medium or large in size, are faced with an overwhelming variety of challenges in today's fast-paced business world. To obtain unqualified support for your marketing efforts in the face of all the other challenges an employer has, you must remember two rules:
1) Each employer has a unique set of benefit challenges to be addressed and solved.
2) Remember rule Number 1.
Based on the premise of these two rules, your worksite marketing strategy should be designed to provide comprehensive benefit solutions to an employer. In other words, your worksite marketing operation needs to promote a focused methodology-a Worksite Marketing Methodology-that is broad and flexible enough to meet the various benefit challenges of your target employer segment.
A few companies and producers started down this path a long time ago by refocusing their efforts to offer various voluntary products and ancillary services together as a marketing "package."
These ancillary services, which typically involve benefit statement preparation and/or Section 125 administration, are offered to an employer for free or at a reduced price as an incentive to allow payroll-deducted universal life insurance or some other voluntary product to be marketed to the employees. Results from this approach have traditionally been very good.
Why? Because they were able to meet some identified employer benefit needs. This method was a precursor to what the market has evolved to today.
As more and more of us continue to jump into the worksite insurance phenomenon, competition between ourselves and/or other financial service providers will redefine how this business is conducted.
It is now becoming commonplace to provide an employer with a menu of voluntary products instead of a single product offering. Many of us now offer some combination of true group products and/or other types of ancillary insurance or other related consumer programs as part of a menu of benefits.
Additional services are typically included with our marketing efforts. These tend to revolve around initial and ongoing enrollment assistance along with a variety of billing capabilities.
These current industry practices indicate that many of us are remembering the rules of Marketing 101 and providing a variety of solutions to make it easier for employers to support this business.
While it's a fact that success in worksite marketing can be measured by how much employee and dependent participation is received in each program offered, don't lose sight of the strategies needed to accomplish this goal.
The most successful worksite professionals achieve employer "buy-in" by applying a proven methodology to align their clients needs to appropriate products and services.
This is not an easy business to be in. In the past, worksite marketing was about selling product. I think it is safe to say that the business is not just about product anymore. Worksite marketing is about selling solutions to employers regarding their complex and potentially expensive business challenge of employee benefits.
Remember that, and you have the key to employer "buy-in." It's up to you to use it.
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