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LEARNING OBJECTIVES 

 Factors that impact participant behavior 
 An overview of available technology to help you 

create a scalable retirement plan practice 
 How to leverage technology in order to improve 

participation and participant behavior 
 How to utilize fi360’s tools for greater 

participant impact 
 



FACTORS THAT IMPACT PARTICIPANT BEHAVIOR 



BEHAVIORAL ECONOMICS 101 

 Behavioral economics brings together tools and 
insights from economics and psychology to 
explain why and how people make seemingly 
irrational or illogical decisions when they 
spend, invest, save and borrow money. 
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BEHAVIORAL FACTORS TO CONSIDER 

 Not all dollars are created equal 
 Tip: Communicate to participants that their 

compensation package includes their participation 
in their retirement plan and the employer match.  If 
they don’t collect it, then it’s like giving part of their 
salary back to their employer. 

 The measurement effect 
 Tip: Ask participants if they will increase their 

contribution to their plan in the upcoming year and 
then remind them of their commitment. 



BEHAVIORAL FACTORS TO CONSIDER 

 The power of suggestion in anchoring 
 Tip: Drop anchor with participants.  Ex. People we 

talk to are finding they will need to save about 15% 
of their total compensation each year of their 
working lives in order to be able to retire 
comfortably.  

 People are loss averse 
 Tip: Work with plan sponsors to get participants to 

increase their participation concurrently with pay 
raises so they don’t feel the deferral as a loss. 



BEHAVIOR-RELATED READING 

 Why Smart People Make Big Money Mistakes 
by Gary Belsky & Thomas Gilovich 

 Predictably Irrational by Dan Ariely 
 Yes! 50 Scientifically Proven Ways to Be 

Persuasive by Noah J. Goldstein 
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GENERATIONAL FACTORS TO CONSIDER 

 Baby Boomers 
 Born 1946-1964 
 Work to live, willing to sacrifice for success 
 Value respect, personable communication style 
 Started workacholic trend, committed to climbing 

the corporate ladder 
 Team oriented, but anti-rules/regulations 
 Like options and flexibility 
 Email, voicemail, in-person 



GENERATIONAL FACTORS TO CONSIDER 

 Generation X 
 Born 1965-1979 
 Entrepreneurial, self reliant, manage their own 

time, solve their own problems 
 Independent, somewhat skeptical of chain of 

command 
 Multi-taskers 
 Value information and share it immediately and 

often 
 Primarily email 



GENERATIONAL FACTORS TO CONSIDER 

 Generation Y (Millennials) 
 Born 1980-1999 
 Lofty goals but no idea how to get there 
 Likely to favor lifestyle over salary 
 Get bored easily and want to do things fast 
 Huge multi-taskers 
 Have high expectations of employers, question authority 
 Want feedback and like to compare with others 
 Use voicemail, email, also text 



GENERATIONAL FACTORS TO CONSIDER 

 Generation Z (Mosaics) 
 Born 2000 and thereafter 
 Multi-cultural, multi-racial, complete blurring of 

gender roles 
 Everything online, everything mobile 
 Digital junkies, have never known a world without 

the internet 
 Texting almost exclusively 



OTHER FACTORS TO CONSIDER 

 Generally, people do 
what is easy 

 Be mindful of the 
“Alfreds” in 
organizations 



Creating a scalable retirement plan practice 

BASIC TECHNOLOGY OVERVIEW 



MUST-HAVE TECHNOLOGY 

 CRM is the cornerstone of a successful, 
scalable retirement plan practice 
 Enter prospects, plan clients, centers of influence, 

and participants 
 Track communications, important dates, and critical 

information 
 Kick off communication campaigns, assign next 

actions, create and execute workflows 



THE ROLE OF VENDOR-PARTNERS 

 Recordkeeper with strong technology 
 Helps you filter, sort and communicate with plans and 

participants 
 Can automate some reporting to make your life easier 

 Fi360 Tools (or other reporting/benchmarking 
provider) 

 Custodian with strong integration with your other 
vendors and tech providers 
 Integration reduces errors and saves time 



OTHER TECHNOLOGIES 

 Desirement Mortgage® Calculator, RetireLogix 
app, other retirement calculators 

 PocketRisk, FinaMetrica or another online risk 
profile service 

 Americancards.com, Hallmark ecards 
 Video editing software or outsourced solution 
 Vestorly.com, Wordpress, Mailchimp.com, 

Constant Contact, Twitter, LinkedIn, Facebook, 
YouTube, Pinterest 



Improving participation and participant behaviors by 

LEVERAGING TECHNOLOGY 



FILTERING AND SORTING DATA 

 Separate your participants into groups that 
make sense for different communications 
 Age 
 Role 
 Gender 
 Savings % 
 Participants, plan sponsors 
 HCEs, rank and file 
 Salaried, hourly 



ADD REMINDERS 

 Pre-populate participant-specific dates into 
your CRM that will occur at some point in the 
future 

 Find out key details about the 
plan/organization and their typical cycles 
 Populate plan-level activities based on their cycles 

in addition to regulatory due dates 



COMMUNICATIONS TO PARTICIPANTS 

1. eCard: Congratulations, you’re eligible! 

http://www.americangreetings.com/ecards/view?i=605989366&m=8992&source=aggoogle992&c=emag63458&utm_medium=internal_email&utm_source=pickup&utm_campaign=confirm


COMMUNICATIONS TO PARTICIPANTS 

2. Video your education & 
enrollment (so you don’t have 
to show up on site multiple 
times per year) 
 



COMMUNICATIONS TO PARTICIPANTS 

3. Happy 40th Birthday.  You’re one year closer to 
retirement.  Are you on track? Find out!  

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=NvQTVykYoHitwM&tbnid=Ow7c8-cZVYdUYM:&ved=0CAUQjRw&url=https://itunes.apple.com/us/app/cards-hd-free-for-ipad-greeting/id444926134?mt%3D8&ei=SZMPU9bGCeamygGhyoC4Dw&psig=AFQjCNFSkBo90BhwwLRD2uhrVKXvkkD1qA&ust=1393616047250649


COMMUNICATIONS TO PARTICIPANTS 

4. Remind them of their commitment to 
themselves 



EDUCATION AND ENROLLMENT MEETINGS 

 Consider breaking meetings out to specific 
audiences  
 By age (or generation) 
 By compensation levels or role 
 By those who are saving a substantial amount (given 

their income) and those who are not 
 Target your discussion to the group 
 Allow them to set the agenda at the beginning of 

the meeting 
 Draw attention to your social media (if you use it) 



OTHER RESOURCES 

 Consider traditional materials vs interactive 
tools or experiences 
 Practicalmoneyskills.com 



OTHER RESOURCES 

 Leverage third-party resources – articles, tools, 
calculators 

 Help them benchmark how they’re doing 
compared to their peers 
 Ingcompareme.com 



Creating greater participant impact by 

USING FI360’S TOOLS 



PROPOSAL GENERATOR 

 Use the 
proposal 
generator to 
show 
participants how 
their self-
directed 
allocation 
compares to a 
professionally 
managed option 



ILLUSTRATE ALL-IN COSTS 



401K SERVICE SOLUTION™/PPC™ TOOLS 



QUESTIONS? 

CONTACT 
Jessica Maldonado 
Searcy Financial Services, Inc. 
 
Jessica@SearcyFinancial.com 
913.814.3800 
@JMaldonadoKS 
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