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Employers seeking to optimize the performance of their benefits plans for  
their company and their employees have at least four main considerations: 

•	� Ensure that benefits options, including voluntary benefits and work/life  
balance programs, meet the increasingly diverse needs of employees  
and are tailored to address the specific concerns of employees in various  
life stages.

•	� Develop communications programs that effectively educate employees  
so they are empowered to take action and obtain the most value from  
their benefits. 

•	� Demonstrate the company’s commitment to employees’ financial security  
by communicating total compensation, including benefits, so that the  
perceived value of the benefits they receive is enhanced.

•	� Provide professional advice and guidance so employees can assess their  
current and future needs and make informed decisions. As employees  
become increasingly proactive in their financial preparations, adding or 
expanding financial planning and advisory services can be an effective  
means of optimizing plan performance.

Conclusions

EMPLOYERS’ TOP COMMUNICATIONS-RELATED BENEFITS STRATEGIES

EMPLOYEE DECISION
SUPPORT TOOLS

INTERNET ACCESS FOR
ALL EMPLOYEES

BUILD OR EXPAND
BENEFITS WEBSITE

38%

51%

55%

PERCENTAGE OF EMPLOYERS WHO CITE THESE STRATEGIES 
AS “VERY IMPORTANT”
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What Employers Can Do Today
U.S. workers are ready to take a more proactive role 
in preparing to make benefits decisions, and want to 
improve their ability to make sound financial choices. 

As they become increasingly engaged in planning their financial futures, employees  
are expressing more interest in receiving benefits guidance from their employers.

In response to increased employee interest, providing advice and guidance at the 
workplace is one clear action that employers can take to improve the performance  
of their plans. Additionally, employers can differentiate their plans by offering a broad 
range of both medical and non-medical benefits that address the diverse needs and 
priorities of a multi-generational workforce. These options can allow employees to 
optimize their benefits to meet their goals for short- and long-term financial security, 
while helping employers retain top talent.

Communications continue to play a major role in the optimization of benefits plans. 
Whether the goal is to engage employees in the process of benefits decisions, deliver 
advice, or to improve the understanding of benefits as a key component of a total 
rewards package, well-implemented and distributed communications are necessary. 
Providing the educational support employees need to take advantage of their benefits 
can have a lasting effect on their financial preparedness and confidence about 
the future.



Employer Action Steps
From the results of this year’s study, the following  
are strategies that employers can consider as they 
optimize their employee benefits plans.

•	� Conduct a comprehensive strategic review of your benefits plan and its ability  
to meet diverse employee needs and achieve company business goals. Evaluate 
the best means of funding additional benefits—whether they should be paid  
for by employees or by the company.

•	� Perform a detailed audit of your workforce to determine the value of enhancing 
demographically targeted programs, voluntary benefits and wellness programs  
as a means of differentiating the plan.

•	� Assess whether there are any gaps among your employees with regard to their 
company loyalty and their own financial security, and consider how to optimally 
use benefits to bridge those gaps.

 Strategy Assessment
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•	�� Explain to employees in simple terms how their benefits help “people like 
me.” Even customized benefits plans may not see higher levels of participation 
if targeted messages are not incorporated into high-quality employee 
communications.

•	� Make communications simple and personal by providing clear roadmaps for 
action that utilize familiar communications channels.

•	� Extend communications beyond the proverbial “Big Envelope” of traditional 
printed material, and provide value-added communications all year long.  
Adopt total compensation statements to fully explain the total rewards an 
employee receives.

•	� Seize the moment. Employees’ newfound willingness to accept financial 
planning assistance and become more involved in benefits decisions gives 
employers an opportunity to address business objectives while helping 
their employees create a personal financial safety net, thereby providing 
a valuable service to workers and society.

Decision Support and Education

•	� Consider adding benefits and resources that address the needs and challenges  
of the multi-generational workforce, including the expanding population of  
older workers and retirees.

•	� Maximize the versatility of work/life solutions such as flexible work hours, 
telecommuting and job sharing, which appeal to a broad cross-section of 
employees and can increase the overall value of benefits offered.

•	� Investigate the benefits of employee assistance and other wellness programs, 
which can lower healthcare costs and reduce the incidence of employee 
disability and absence over the long term.

•	� Consider taking advantage of favorable rule changes enacted as part of  
the Pension Protection Act to increase the efficacy of 401(k) plans. Consider 
adding features such as automatic enrollment and income annuities as  
a distribution option.

Plan Optimization 



EMPLOYERS SPAN A BROAD RANGE OF INDUSTRIES, SIZES AND GEOGRAPHIC LOCATIONS. 

Methodology
The 6th annual MetLife Study of Employee Benefits 
Trends was conducted during the third quarter of  
2007 and consisted of two distinct studies fielded by  
GfK Custom Research North America. 

The employer survey comprised 1,652 interviews with benefits decision-makers at 
companies with a minimum of two employees. The employee survey polled 1,380  
full-time employees, age 21 and over, at companies with at least two employees. 

DEMOGRAPHIC PROFILE OF THE EMPLOYER SAMPLE

INDUSTRY
Services	 26%

Heavy Industry	 17%

Sales/Trade	 12%

Finance, Insurance, 	
Real Estate	 11%

Technology, Software 	
and Services	 11%

Education	 8%

Public Administration	 6%

Transportation, 	
Communications, Electric, 	
Gas, Sanitary Services	 6%

Pharmaceutical/Biotech/	
Life Sciences	 4%

GEOGRAPHY
South 	 35%

Midwest	 25%

West	 21%

Northeast	 20%

EMPLOYER SIZE (STAFF SIZE)
2-9	 20%

10-49	 20%

50-199	 19%

200-499	 5%

500-999	 3%

1,000-4,999	 13%

5,000-9,999	 10%

10,000+ 	 10%

UNION MEMBERSHIP STATUS
Have no union members	 71%

Workforce includes 	
union members	 29%

Union breakdown:
Less than 30% 	
of workforce	 11%

30% to 69% 	
of workforce	 9%

70% or more 	
of workforce	 9%
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Totals do not always equal 100% due to rounding.
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GENDER
Male	 56%

Female	 44%

MARITAL STATUS
Married	 59%

Single	 18%

Divorced/Separated	 12%

Domestic Partnership	 9%

Widowed	 1%

ETHNIC BACKGROUND
Caucasian	 69%

Hispanic	 13%

African-American	 11%

Asian	 5%

Other/No Response	 1%

FAMILY STATUS
Do Not Have Children 	
Under 18	 60% 

Have Children 	
Under 18	 40%

INDUSTRY
Services	 23%

Heavy Industry	 20%

Sales/trade	 14%

Transportation, 	
Communications, Electric,	
Gas, Sanitary Services	 11%

Education	 10%

Finance, Insurance, 	
Real Estate	 10%

Technology	 5%

GEOGRAPHY
South	 37%

Midwest	 23%

West	 22%

Northeast	 19%

EMPLOYER SIZE (STAFF SIZE)
2-9	 8%

10-49	 15%

50-199	 14%

200-499	 9%

500-999	 8%

1,000-4,999	 15%

5,000-9,999	 7%

10,000+	 25% 

WORK STATUS
Executive	 41%

White Collar	 31%

Blue Collar	 17%

Other	 11%

AGE
21-30	 18%

31-40	 26%

41- 50	 29%

51- 60	 20%

61 and over	 7%

HOUSEHOLD INCOME
Under $30,000	 10%

$30,000 to $49,999	 20%

$50,000 to $74,999	 25%

$75,000 to $99,999	 17%

$100,000 to $149,999	 18%

$150,000 and over	 10%

DEMOGRAPHIC PROFILE OF THE EMPLOYEE SAMPLE

THE EMPLOYEES POLLED REPRESENT AN EQUALLY BROAD CROSS-SECTION  
OF RESPONDENTS. EMPLOYEE DATA ARE WEIGHTED TO REFLECT THE TOTAL U.S. 
WORKING POPULATION, EXCLUDING THOSE WHO ARE SELF-EMPLOYED.

Totals do not always equal 100% due to rounding.
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About MetLife

MetLife, a subsidiary of MetLife, Inc. (NYSE: MET), is a leading provider of insurance 
and financial services with operations throughout the United States and the Latin 
America, Europe and Asia Pacific regions. Through its domestic and international 
subsidiaries and affiliates, MetLife, Inc. reaches more than 70 million customers around 
the world. MetLife is the largest life insurer in the United States (based on life insurance 
in force). The MetLife companies offer life insurance, annuities, auto and home 
insurance, retail banking and other financial services to individuals, as well as group 
insurance, reinsurance and retirement & savings products and services to corporations 
and other institutions. 

For additional information about the 6th annual MetLife Study of Employee Benefits 
Trends, please visit whymetlife.com/trends1 or contact Neil Marcus, Director of 
Marketing Research, at 212-578-7713 or nmarcus@metlife.com.

Online Resources

Visit whymetlife.com/trends1 for additional resources to help you navigate and 
use the Study of Employee Benefits Trends. There you will find downloadable charts, 
interactive polls on the latest benefits issues, press releases, information about events 
featuring the Study, and other tools for employers and intermediaries.

Other MetLife published reports and press releases, including those referenced  
in the Study, can be found at whymetlife.com:

•	 The MetLife Benefits Benchmarking Tool

•	 The 2008 MetLife Study of the American Dream

•	 The “Big Envelope” White Paper: Benefits Open Enrollment — The Employee Experience

•	 Searching for the Silver Bullet: Leading-Edge Solutions for Leveraging an Aging Workforce

•	 It’s Not Your Mother’s Retirement: A MetLife Study of Women & Generational Differences
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