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Why financial wellness?

24 y y

of employees feel of defined contribution of defined of U.S. workers lack a
distracted at work participants report contribution savings cushion for
missing work to deal with participants feel they emergencies
the emotional stress are living paycheck to
caused by paycheck

their finances
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Putting the pieces together

Step 1: Understand the financial landscape

Step 2: Define financial wellness for your organization
Step 3: Lean on best practices

Step 4: Explore established and emerging solutions
Step 5: Overcome challenges

Step 6: Build a business case
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Step 1. Understanding the financial landscape

Financial Wellness Ecosystem

Personal | Working
Life Life

Economic
Life
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Step 2:

Define financial wellness
for your organization




Meet people where they are:

SPENDING
CHALLENGES

INCOME

STRUGGLES

Lives paycheck to Lives paycheck to

Multiple jobs Does not manage

Poor credit budget well

May use predatory May have poor

Lacks savings

BUILDING
SAVINGS

Has savings cushion
Needs help fine-
tuning budgeting
Takes advantage of
workplace benefits

May still need
financial education
support

Step 2: Define financial wellness for your organization

EXTRA FINANCIALLY
INCOME SECURE

Top 20% earners in
workforce

Financially literate
Thinks of future

Saving for child’s
college

Wise about saving
on taxes

Owns home or in
position to buy one
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Well-compensated

Maximizes tax
benefits

Has a will,
beneficiaries

Saves at max IRS
limits

Interested in
financial planning,
wealth building and
retirement planning
strategies
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Step 3: Lean on best

practices




Step 3: Lean on best practices

AUTOMATE & ESCALATE KEEP IT IN THE PLAN
- Review plan data - Inertia can hamper outcomes - Hard-earned savings at risk if
- Use data for interventions - Auto features encourage easily accessible
and to correct behaviors better habits - Make bad decisions more
difficult

STATESTREET
BENZ e GLOBAL ADVISORS.



Step 3: Lean on best practices

, Segment ,
Choose Benefits That Communicate
Programs and
Engage and Matter o Year-round
Communications
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Step 4.

Explore established &
emerging solutions




Step 4. Explore established & emerging solutions

Employer Tools Tools Outside of Employer Plan

Financial Wellness & Diagnosis Financial Action Plan

Financial Counseling Saving Games

Full Financial Picture

Concierge Services

Emergency Savings & Loans Bill Pay, Budgeting and Debt Management
Cash Flow Management

Sophisticated Education & Budget Management

Simpler Investing

Investment Education

Leverage Financial Services in Existing Benefits

Credit Counseling & Debt Consolidation
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Step 5:

Overcome challenges




Step 5. Overcome challenges

How do you work with limited resources?

Headcount and dollars
are needed to execute
strategy
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COMMUNICATIONS

Start small, promote what you have.

Track the impact of your efforts.

Leverage your vendors to help you do more.

Make the business case to justify the need for more resources.
Utilize HR for program delivery.

Evaluate and reprioritize current solutions.

Tweak off-the-shelf products.
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Step 5. Overcome challenges

How do you navigate complex, disconnected programs?

Make it easier to change
behaviors

Consolidate your resources.

Create a dedicated website.

Build awareness of where to go for information.
Develop “just in time” communications.

Host a “vendor summit” to integrate programs and communications.
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Step 5: Overcome challenges

How do you meet the needs of various stakeholders?

How to manage - Utilize a strong framework to keep parties grounded in the shared vision.
competing priorities and
many decision makers

- Focus on creating a strategy that ties to concrete goals.

- Work with your vendors to encourage collaboration.
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Step 5. Overcome challenges

How do you get employees to pay attention to communications?

Limited time, attention, -
and multiple
consumption
preferences and learning
styles -
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Communicate year-round in smaller campaigns.

Do something differently to grab attention.

- Make benefits education part of mandatory training.

Communicate during life events.
Use simple tools like webinars to get the word out frequently.

Tie financial education to “action required” events.
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Step 6: Build a

business case




Step 6: Build a business case

Data points to measure:

Employee Job Cost and ROI of
Performance Current Offerings

Presenteeism Retirement Readiness

General Financial

Absenteeism Medical Claims Debt Levels
Wellness

Employee Satisfaction with

! . ! Credit Scores
their Work and Life Environments

Turnover
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The six must-ask questions before building a
business strategy and vision

What is our vision for financial wellness?
What is our philosophy?

What are our objectives?

How will we measure success?

How will we tie those measurements to business goals and
results—both short-term and long-term?

®© @EeOC

What resources are needed to create the program, manage it
over time and communicate it frequently?
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Q&A




e
Disclosures

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 or Benz Communications express written consent.

DC Investor Survey, March 2015. The survey was fielded in partnership with TRC Market Research, an independent marketing
research firm. The data were collected in January 2015 through a 20-minute internet survey using a panel of 1,009 verified
401(k), 403(b), 457(b), and profit-sharing plan participants, aged 20 to 69, who were working at least part-time.

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. 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.

State Street Global Advisors and Benz Communications collaborated on this project, however they are not affiliated.

Web: www.ssga.com
(C) 2015 State Street Corporation. All Rights Reserved.
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