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Employee engagement metrics continue to be a 
valuable source of information for organizations 
of all sizes as part of the overall open 

enrollment process, according to Employee Benefit 
Adviser’s Open Enrollment Readiness Benchmark 
(OERB) survey, sponsored by ADP. In addition to 
assessing employers’ level of readiness, the  
quarterly OERB survey asks employers about key 
issues they face during open enrollment (plan design, 
prep, management and analysis) to help benefit 
advisers understand how they can better assist their 
employer clients with managing the open enrollment 
benefits process.

The most important open enrollment metric for 
companies is what specific benefits their employees 
enroll in, with 51% of employers (see Figure 1) 
measuring the selections employees make. In-person 
attendance at benefits seminars also figures highly, 
with 38% of employers measuring the number of 
seminar attendees.

While enrolling in specific benefits comes out on 
top, one would think that more employers would 
track this metric. Kate Anawaty, MS, National 
Communications Team Leader and Regional 
Communications Director, USI Insurance Services, 
has a theory why: “The figure is surprisingly low,” she 
says. “However, most clients do have at least some 
knowledge of the percentages that are enrolled in 
each plan, but that information may not be something 
that’s tracked by them. It may be tracked by another 
source and then reported back to the employer.”

This metric itself can also be a useful way for 
employers to track how effective their communications 
are. “If the goal of the communications strategy is to 
drive employees to a certain plan or behavior,” says 
Anawaty, “then looking at the enrollment numbers 
and seeing a migration or a shift is an indication of a 
successful communications campaign. We can see 
from the numbers that what we wanted to encourage 
is reflected in the outcome.”

Open enrollment metrics for online activity are also 
considered valuable. Employers measure not only how 
often employees visit open enrollment sites (31%), but 
also how long they spend on the site (26%). Employee 
attendance at benefits webinars (24%) is another 
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online measurement that employers record.
Interestingly, while 89% of employers use email 

to communicate with their employees for open 
enrollment, as noted in the Q2 2019 OERB, only 18% 

FIGURE 1: OPEN ENROLLMENT METRICS MEASURING/PLANNING TO MEASURE

Source: SourceMedia Research/Employee Benefit News, December 2019
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 FIGURE 2: EMPLOYERS MEASURING/PLANNING TO MEASURE OPEN 
ENROLLMENT METRICS

Source: SourceMedia Research/Employee Benefit News, December 2019
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measure email open rates as an open enrollment 
metric. Anawaty thinks there’s a simple reason why. 
“As email is such a ubiquitous part of our personal 
and especially corporate culture, employers will send 
out the email for open enrollment and there’s kind of 
a feeling of I’ve done my job,” she says. “This is how 
we communicate. We don’t know how many people 
are just tossing that email out, especially if it’s one of 
300 they receive. It’s so common to send out an email 
internally that there is just a lack of tracking when  
that happens.”

From an organization perspective, overall the 
majority of companies measure or plan to measure 
open enrollment metrics (see Figure 2). However, 
the underlying numbers reveal that, perhaps not 
surprisingly, the larger the company, the more likely 
they are to measure metrics, given that smaller firms 
tend to have fewer HR and benefits admin personnel, 
as well as more resource constraints.

Software continues to play a key role in the open 
enrollment process, with usage holding relatively 
steady since Q1 2019 (see Figure 3). Employee 
benefits admin software is most commonly used, 
with 70% (up from 65% in Q1) of employers taking 
advantage of its ability to facilitate the administration 
of health, retirement and insurance plans among 
others. HR admin software at 68% (down from 71%) 
and integrating software solutions at 63% (up from 
62%) are also currently well utilized. Advisers can 
assist HR departments by exploring software solutions 
to meet their client’s needs, while recognizing these 
needs may change over time.

When utilizing these software solutions, companies 
have very specific objectives (see Figure 4). The 
most important goal is to ensure compliance with 
government workforce regulation, with a 94% 
response among employers. The ability to streamline 
processes (90%), generate accurate reports (90%) 
and eliminate redundant data entry (87%) also 
scored highly among the most desired objectives 
for employers. Advisers should make sure that the 
software solutions they research include these highly 
valued outcomes.

BY THE NUMBERS
As of Q3 2019, overall open enrollment scores for 
employers with a Q1 benefit start date are moving 
steadily towards completion, with a composite score 
of 70 (see Figure 5). With the emphasis now firmly 
on the open enrollment management phase, the 
composite score of 60 for this phase represents 

a solid level of readiness for the time of the year. 
Individually, the importance of managing meetings 
with advisors/brokers is clear from a high score of 85. 
Progress with enrolling employees is also promising 
with a score of 62.

In terms of documenting worker feedback, a score 

of 46 indicates that companies are in good shape, 
but there are challenges. A common refrain among 
employers is the difficulty in “getting employees to 
respond to surveys and complete their feedback in 
a timely manner.” Another issue is “compiling data 
from multiple sources.” However, one employer has 
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FIGURE 3: SOFTWARE ORGANIZATION USES FOR OPEN ENROLLMENT PROCESS

Source: SourceMedia Research/Employee Benefit News, December 2019
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FIGURE 4: EXTREMELY/VERY IMPORTANT OUTCOMES FROM SOFTWARE USAGE

Source: SourceMedia Research/Employee Benefit News, December 2019
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a different experience, which points to the value of 
soliciting feedback on a regular basis: “Documenting 
feedback is not a challenge. We collect data all the 
time so it is a consistent process and employees know 
they are listened to.”

Measuring enrollment engagement metrics is 

faring slightly better with a score of 48. Among the 
challenges is “getting accurate data on enrollment 
activity” says one employer. Another notes that 
issues they face include “timeliness of receiving 
enrollment metric data and matching data from a 
few disparate sources.”

To arrive at these scores, the OERB tracks 20 open 
enrollment activities and asks employers to submit 
self-assessments of the progress they have made 
in each. Responses range from no progress, which 
equates to a score of 0, to completed, which equates 
to a score of 100. 

Source: SourceMedia Research/Employee Benefit News, December 2019.

FIGURE 5. EMPLOYERS WITH BENEFITS STARTING IN Q1 2020
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Making sure employers get their message across 
With five generations of employees in the workforce, it’s vital to get the communications strategy right 

As part of the Open 
Enrollment Readiness 
Benchmark’s quarterly 
survey report, an 
industry adviser 
answers a specific 
employer question. Kate 
Anawaty, MS, National 
Communications Team 
Leader and Regional 
Communications 
Director, USI Insurance 
Services, responds to 
this quarter’s featured 
question.   

Q: What can brokers do to help employers 
develop more effective communication 
strategies and measure their impact?

A: The first thing to think about is messaging. 
Brokers and HR professionals speak the 
language of benefits insurance. So, when they’re 
putting out benefits communications in whatever 
the media is, if they aren’t straightforward with 
the message and if they don’t put it in terms that 
the average American employee can understand, 
the attitude is likely to be “I don’t understand any 
of this, I’m going to go with the least expensive.” 
Brokers need to be sure that the language makes 
sense so that people can make the best choices 
for themselves and their families.

Second is the media. It’s crucial to think 
about who we are communicating with and 
how they ingest information. Are they sitting 
behind a desk? Are they out on the road? Are 
they all in one location where we could have a 
group meeting? Or do we need to think about 
something virtual because they’re multi-
location or multi-state? Taking these factors into 
account can affect the medium. For example, 
text messaging may seem like a great idea 
for a mobile group of employees, but if those 
employees are drivers out on the road, text 
messaging isn’t a safe choice and one they’re 
not likely to utilize. Similarly, brokers need to 
be cognizant of how many people are on a 

Kate Anawaty
MS, National 

Communications Team 
Leader and Regional 

Communications 
Director, USI Insurance 

Services

ASK THE 
ADVISER

To access all OERB reports, go to: 
https://www.employeebenefitadviser.com/collections/open-enrollment-readiness-benchmark  
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METHODOLOGY
In December 2019, SourceMedia Research/Employee Benefit News conducted an online survey 
commissioned by ADP. Respondents include 406 professionals at organizations that provide 
employee benefits.  All participate in decision making regarding employee benefits at their 
organizations.
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SourceMedia Research provides full custom B2B research solutions for marketers, agencies and 
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employee benefits and wealth management. SourceMedia Research is a unit of SourceMedia, whose 
B2B media brands include Accounting Today, Financial Planning, American Banker, The Bond Buyer 
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smartphone and how many people still prefer 
to hold a benefit guide in their hand. These are 
things to talk to the employer about to make sure 
you have a good understanding of what their 
message is and that it’s getting heard. 

It’s also important for brokers to be aware that 
there’s no one-size-fits-all solution either. There 
are five generations in the workforce right now 
and they don’t all take in their information in the 
same way. Simply sending an email is rarely going 
to be effective because there may be some people 
within the same workforce who would prefer to 
see a poster as they walk by and who may only 
check their email once a week.

Brokers are all different in how they approach 
helping employers with their communications 
strategies, but what is universally important is 
that they stay on top of trends. There are so many 
interesting things happening in the market that 
brokers are doing themselves a disservice if they 
don’t. For instance, benefit guides may still be the 
queen of all employee benefit communications, 
but we need to think beyond the benefit guide. 
How can we, as brokers, keep up with what’s 
going on with gamification or total rewards 
programs? And in the world of YouTube, how do 
we make sure we’re on top of the video trend and 

using that to inform people about benefits?
We need to keep an open mind as we evolve 

into new realms. We have to remember that the 
people who are going to be entering the workforce 
in the next few years have been raised on 
Facebook and Instagram. They’re rarely reading 
long manuals anymore. So, if our job is to explain 
employee benefits to them to help them make the 
best choices to save them and their employers 
money, we need to be very aware of how these 
people ingest information.

My very bold prediction is that mail is coming 
back. We may have moved past some of the 
longer communication pieces, but my prediction 
for the next five years is that we will see an 
increase in mail. Studies show that millennials 
like getting mail. They think it feels personal and 
enjoy having something come to them to open 
up. In-person meetings are also coming back.
The younger generation does so many things 
siloed online and by themselves, there’s a craving 
for human interaction which I think we’ll see 
represented in benefits communication. 

The takeaway with human interaction is that 
the decisions people are making when it comes 
to their benefits are important and cost money out 
of their paychecks that could be used elsewhere. 

As consultants and employers when we are 
writing or creating benefits communications, 
there should be some human element to that. We 
need to be transparent in how we inform people, 
as well as put in calls to action so that we’re 
giving them the opportunity to act on whatever 
the issue is, whether it’s enrolling, signing up 
for a telemedicine program or finding a doctor 
online. We need to make it easy for them and 
speak directly to them in a personal manner, not 
in corporate-speak, because it’s an important and 
expensive decision that they’re making.

Last but not least, when it comes to 
effectiveness, we know that employees who are 
engaged and value their benefits are more likely 
to stay around and there’s better retention within 
companies, which numerous studies have shown. 
We know that when employees feel valued, they 
stay at a company longer. And part of that feeling 
valued is the benefits package. If employees don’t 
value or understand their benefits, they will tend 
to leave. The way we know we are communicating 
benefits effectively is by watching retention for our 
clients to make sure that when we ask employees, 
“So you feel like you have a significantly 
better benefits package than your peers in the 
marketplace,” they say yes.  


