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Building Engagement:  
Making HDHPs and HSAs  
a success 



Thank you for joining!  

Jennifer Benz 
Founder, CEO 

Benefits Communication Master Class 
Creating results: Three steps to success with your benefits 
communication 

Likes, tweets and clicks: The do's and don'ts of online benefits 
communication 

Building engagement: Making HDHPs and HSAs a success 

Data drives decisions: Segmenting and targeting benefits 
communication 

Beyond a two-week window: 10 ways to make annual enrollment 
a success in an era of health care reform 

Why design matters: User-centric design thinking  
creates results 
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HDHPs + HSAs becoming the norm 
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of large employers 
say an HDHP is 
the only health 
plan option 

of large employers 
(1,000+ workers) 
currently offer an 
HDHP as one 
health plan option 

are very/somewhat 
likely to recommend 
an HDHP to a 
friend/coworker 

CONSUMER 
COMFORT IS 
GROWING 



Defining consumer-driven health care 
•  More than enrollment in HRAs and HSAs 

•  Wellness, disease management, preventive care,  
many personal decisions 

•  Learning new habits & skills:  
•  Discussing treatment options  

and costs with doctors 
•  Opting in and complying with  

disease management programs 
•  Changing unhealthy habits  
•  Managing expenses 
•  Evaluating providers/ 

treatment options  

•  Be realistic—change is a  
long-term process 
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But, no one knows what we are saying! 

HDHP 
HSA 

CDHP 

HRA FSA Health care 
consumerism 

Consumer-driven 
health care 
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Cost implications are daunting  

Majority of low-
income workers 
experience 
problems paying 
medical bills or 
have medical debt 

of a low-earning 
family’s income   
is needed to cover 
the average HDHP 
OOP maximum  

of Americans  
live paycheck  
to paycheck  

of low-income 
workers experience 
problems paying 
medical bills or 
have medical debt 
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Employees need you! 
I look to my company for  
health information. 

I trust my company to provide  
me good health information. 

I want my company to help  
me manage my 401(k). 

I want my company to help me  
with all my financial needs. 
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A big disconnect 

• Complicated plan designs 
• Once-a-year education 
• Confusing information 
• Dozens of separate 

resources/ websites 
• Little access for families   
 

WHAT WE PROVIDE: 
• Be a “health care consumer” 
•  Improve your health/wellness 

• Save enough for retirement 

• Understand/appreciate  
dozens of complex programs 

WHAT WE ASK: 
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The key to success:  
Prioritize employee 
needs at every stage 



Prioritize employee needs at every stage 

Planning  
&  

Plan Design 

     Year-round  
     Support  

 Implementation  
&  

Pre-enrollment 
     Enrollment 
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Adobe HSA launch 
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Adobe 
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1. You contribute—and Adobe does, too. 
2. Contribute up to IRS limits. Plus, you get free money! ! at’s right: When you enroll and activate your HSA, 

Adobe contributes $750 (or $1,500 if you cover your family) to your account. 

3. You own it and get to keep the full balance. 
4. ! e money in your HSA is yours. When you retire or leave Adobe, the account goes with you. ! ere is no “use it 

or lose it” rule. Your balance rolls over each year and continues to grow over time. It can even earn interest. 

5. You choose whether to spend, save or invest.
6. Spend: Spend the funds now to pay for current medical expenses, like your deductible and co-insurance.

Save: Pay your deductible out-of-pocket and save your HSA dollars for the future—even for retirement.

Invest: Let your balance grow. When your balance reaches $2,000 you can invest the funds. 

7. You get serious tax advantages.*
 » Your contributions to your account are tax-free.

 » When your account gains interest or investment returns, those earnings aren’t taxed.

 » When you use your HSA to pay for medical care, those withdrawals are tax-free. 
*Refers to federal and most state taxes

8. You pay less per paycheck—a lot less. 
9. Keep reading to see how much. 

Five ways you win  with an HSA

There’s so much to save. 

It’s that easy. 

When you enroll in the new Aetna HealthSave Medical Plan, you’ll enjoy ...

 » more choice and " exibility 
 » 100% preventive care coverage 
 » lower paycheck costs
 »  And, Adobe’s HSA contribution 

helps with your deductible 

1

2

3

4

5

Save about $1,170 or $3,768 if you 
cover your family*

Enjoy a lower deductible — up to $300  
(or $600 if you cover your family)  

*Assumes coverage tier of employee + spouse + 3 or more children

Make the switch!

PRESORTED
FIRST-CLASS
U.S. POSTAGE

PAID
LONG BEACH, CA
PERMIT NO. 1313Want more info?

Resources on bene! ts.adobe.com can help.

 » Review Open Enrollment information, so you can consider your 
medical plan choice in the context of all your other Adobe bene! ts.

 » Get more HSA details, like tips and tricks on how to most e" ectively 
use your account.

ad
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3 Ready to enroll? 

Great! Save the date 
for Open Enrollment.

NOVEMBER

4–15

Adobe bene! ts 
and the new 
Health Savings 
Account have 
you covered.

Your money. Your future. Your health.

Adobe Bene! ts
P.O. Box 14384
Cincinnati, OH 45250



What made Adobe a success 

Internal factors 
•  HRA in place for many years 
•  Highly compensated & tech-

savvy employees 
•  Positive company culture 
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Benefit plan design & 
communication strategy  
•  Extensive focus groups to gather 

employee feedback 
•  Simple plan design & plan names 
•  Bold & creative campaign 
•  Targeted & personalized messaging 



Case study: Hands-off introduction of CDHP 
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The Case 
•  Highly-paid & tech-savvy employees 
•  Employee-focused culture and rich benefits 

Approach 
•  Company wanted to present a neutral 

point of view across medical plans 
•  Company did not want to use decisive 

language to introduce  
CDHP or suggest why to choose it 

•  No strong education on the value  
of the HSA 

Results  
• Low enrollment in CDHP for  

two years  
• Enrollment increased to about  

25% by third year when a marketing 
approach was used 



Case study: Aggressive re-work of plan design 
& communications 
The Case 
•  Diverse population: manufacturing and corporate 
•  Desire to increase enrollment in the CDHP, in place for several years 

Approach 
•  Revamped design & communications 
•  Strong tie to wellness 
•  Bold, creative campaign 
•  Quasi-mandatory enrollment 
•  Modified plan to make it more attractive 

•  Tweaked HSA to fund upfront 
•  Added preventive drugs not subject to  

the deductible 
•  Attractive bi-weekly contributions 

Results  
•  Increased consumer plan 

participation from 20% to 55% in 
one year—more than double 

•  Decreased gap of HSA abandoners 
from 13% to 0% 

•  Increased health risk assessment 
participation 
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Prioritize employee needs at every stage 

Planning  
&  

Plan Design 

     Year-round  
     Support  

 Implementation  
&  

Pre-enrollment 
     Enrollment 
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Prioritize employee needs at every stage 

Planning  
&  

Plan Design 

     Year-round  
     Support  

 Implementation  
&  

Pre-enrollment 
     Enrollment 

• Consider demographics, especially salaries  
•  Set goals 
•  Focus on simplicity of plan design  
• Talk to employees 
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Consider demographics 

•  Salary levels 
•  Age and family scenarios 
•  Type of workforce 
•  Participation in 401(k)  

and FSAs 

     Planning & Plan Design  
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Set goals—beyond enrollment 

ü  Use online decision- 
support tools 

ü  Enrollment in specific  
plan options 

ü  Enrollment and contributions 
in FSAs  

ü  Use of preventive care  
and wellness benefits 

ü  Increase in generic  
drug utilization 

ü  Increased utilization of nurse 
line and health information 
resources 

ü  Reduced incidence, cost trend 
on most prevalent 
(preventable) diseases—
diabetes, hypertension  

ü  Set realistic targets and align 
plan design, administration, 
pricing and communication  

     Planning & Plan Design  
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Simplicity of plan design 

•  Simple, simple, simple 
•  When possible, keep coinsurance & copays the same across plans 
 

     Planning & Plan Design  
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Plan design levers to drive enrollment 

•  Full replacement (of course!)  
•  Take away a popular option  

(or rename it) 
•  Dramatically increase the  

price on a popular plan 
•  Price consumer-driven  

plans lower 

 

•  Make consumer-driven plans 
more attractive by including 
additional coverage or special 
programs 

•  Force an enrollment decision 
every year 

•  Make the CDHP the default  
plan for an active enrollment  
& new hires 

     Planning & Plan Design  
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Focus groups 

Just do it—it’s easier (and  
less risky) than you think!  
• 6–8 employees per group 
• 30–45 minutes  
• Ask open-ended questions 
• Encourage discussion 
• Don’t have the benefits  

team in the room if that  
will discourage direct feedback 

     Planning & Plan Design  
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•  Coordinate vendors  
•  Map out the employee experience,  

from enrollment to ongoing support  
•  Consider a benefits website 
•  Develop detailed key messages 

Prioritize employee needs at every stage 

Planning  
&  

Plan Design 

     Year-round  
     Support  

 Implementation  
&  

Pre-enrollment 
     Enrollment 
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Coordinate vendors & map the overall experience 

•  Focus on the overall employee experience 

•  Choose vendors & providers that will coordinate and create  
a cohesive experience 

•  Collaborate with HSA vendors that will provide robust 
implementation, enrollment and ongoing communications.  
Don’t feel locked in to using your health plan’s partner!  
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     Implementation & Pre-enrollment 



Expect a lot from your vendors 
     Implementation & Pre-enrollment 
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Invest in a company benefits website 

•  One-stop shop for benefits 
information 

•  Links out to all other 
carriers & providers 

•  Simple 24/7 access for 
employees & family 
members  

•  Valuable resource for 
recruiting & new hires  

     Implementation & Pre-enrollment 
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Develop detailed key messages  
     Implementation & Pre-enrollment 

•  Crisis-orientation 

•  Facts and evidence 

•  Telling people to change for 
the good of the company 

•  Using big numbers people 
can’t relate to 

•  Telling people to be  
“better consumers” 

WHAT DOESN’T: 
•  Change-orientation 
•  Personal stories & testimonials 
•  Helping people understand 

what it means to them  
•  Doing the math and making  

it simple 
•  Appealing to the emotional 

impact of becoming healthier 

WHAT WORKS: 
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Focus on employees, their families  
and their personal needs 

     Implementation & Pre-enrollment 

Company Focus People Focus 

“The company spends $60 million a year on 
health care benefits.” 

 

“The company invests about $11,000 per 
employee in our benefits programs.” 

“We need employees to be better consumers of 
health care in order to save money.” 

 

“When you learn to use your health care benefits 
more effectively, you can save money and get 
better health care.” 
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Target HSA messaging 
     Implementation & Pre-enrollment 

MESSAGES: 
•  Ways to budget & save on OOP costs 
•  Company contribution can help meet deductible 
•  Directing premium savings to HSA 
•  Don’t skip preventive care—it’s free! 

Spenders: Need to 
use the account & 
employer contribution 
every year  

 
MESSAGES: 
•  Using your HSA as an additional retirement  

savings vehicle 
•  Maintaining tax shelter 
•  Building a health care nest egg 

Savers: Can afford to 
pay expenses directly 
and use the HSA for 
long-term savings 
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Prioritize employee needs at every stage 

     Year-round  
     Support      Enrollment 

•  Plan for early communication (but not too early!) 
•  Detailed scenarios, clear messaging 
•  Consider targeted communications  

Planning  
&  

Plan Design 

 Implementation  
&  

Pre-enrollment 
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Communicate early 

•  But not too early!  
•  Start with leaders 
•  Give managers  

a heads up 

     Enrollment 

Annual enrollment is just around the corner! Encourage 
your employees to explore their options and make the 
choices that are right for them. 

Annual 
enrollment is 

June 9–June 20Remind employees to: 
 » Visit intuitbenefits.com to learn more. Employees can find tips, tools, 

videos and more online!

 » Review current benefit selections to make sure they still fit their life,  
needs and goals. 

 » Add or remove dependents, change beneficiaries, verify dependent eligibility  
and enroll in health care and dependent care flexible spending accounts (FSAs). 

 » Enroll and make changes online at hewitt.intuit.com or by calling 1-866-INTUBEN  
(1-866-468-8236). Customer Care Specialists are available Monday through Friday  
between 5 a.m. and 6 p.m. PT.

What’s new and changing
Big news! For FY15, Intuit is introducing a new medical plan, the Cigna Choice 
Fund Health Savings Account (HSA). Employees can find details about this plan  
and all other changes at intuitbenefits.com.

Medical plan offerings and changes:
 » The Cigna Preferred Access plan will no longer be offered. If members do not select a new 

medical plan, they will be automatically enrolled in the Cigna Choice Fund HSA at their current 
coverage level. 

 » The Cigna CDHP plan will not be open to new members this year. Current members who 
elect to remain enrolled will not receive an Intuit contribution to their Health Reimbursement 
Account (HRA). The plan will be removed in FY16, and any remaining HRA balance will be 
forfeited at that time. 

 » The HMO Blue plan will see significant cost increases in FY15. It will be removed in FY16 
because it’s a very expensive plan for both Intuit and employees, and there are other Intuit 
medical plan options that provide similar coverage at more affordable rates. 

 » There are some cost increases across all plans, and an increase in copays for some services  
on the UHC plan.
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Use multiple channels  

Traditional Online & interactive  Unexpected 

»  Guides 
»  Newsletters 
»  Postcards 

»  Employee meetings 
»  Health fairs 

»  Posters 
»  Tip sheets 
»  Managers 

»  Intranet 
»  Benefits websites 
»  Email 

»  Social  
»  Video 

»  Webinars 
»  Decision-support tools 

»  Infographics 
»  eCards 
»  Text messaging 

»  Podcasts 
»  Large format installations 

»  Peer champions 
»  Anything you can dream 

up!  

     Enrollment 
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Show detailed scenarios 

     Enrollment 
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Target communications 
     Enrollment 
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Make it easy to take action 

•  Focus on using benefits 
•  Have a call to action 
•  Make it relevant to age, 

family situation, life stage 
•  Do the math—don’t make 

employees “figure it out” 
•  Take it step by step  

     Enrollment 
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Prioritize employee needs at every stage 

Planning  
&  

Plan Design 

    Year-round  
    Support  

 Implementation  
&  

Pre-enrollment 
     Enrollment 

•  Measure success 
•  Plan ahead for ongoing education,  

including Choosing Wisely  
•  Support for opening/using accounts 
•  Use targeted communications to improve behaviors  
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Year-round support  

•  Measure your success! 
•  Plan for ongoing communication 
•  Give a lot of step-by-step  

guidance to build confidence: 
•  Opening and using  

your account 
•  Processing claims 

•  Where to go with  
questions  

     Year-round Support 

Congrats! You’re enrolled in the Health Fund Plan, which provides you the most 
value for your money. And the Health Savings Account (HSA) helps you pay for 
your deductible and health care expenses now and in the future.

When first enrolled in the Health Fund Plan, understanding how it works can take a little 
getting use to. Use these tips to help you make the most of your plan:

1. Paying for care with your HSA. 
You contribute money to your account. Your pretax 
contributions are made after each paycheck. When you 
receive medical and prescription drug services that are 
not considered preventive care, such as a doctor visit for 
an illness, you can pay for expenses with your debit card 
or pay out of pocket and reimburse yourself from your 
account. Your HSA helps you pay your deductible, $2,500 
(you-only coverage) or $5,000 (all other coverage levels). 
Or, you can pay out of your own pocket and save your HSA 
funds for the future. 

2. Participate in PB Healthy Rewards.  
Boost your HSA balance by up to $500 (you) or $1,000 
(you + your covered spouse/domestic partner) when you 
participate in PB Healthy Rewards. Incentives will be 
deposited directly into your HSA as you earn them. You 
must complete the health assessment, get a biometric 
screening and submit your results to your medical plan 
before any you earn incentive can be paid. Visit  
www.pbprojectliving.com for details.  

3. Get your preventive care. 
Preventive care is covered at no cost to you when you use 
doctors and labs in the UHC network. Getting an annual 
exam and screenings help detect disease when it is 
most treatable. Annual preventive care visits and some 
screenings qualify as healthy actions under PB Healthy 
Rewards too!

4. Stay in-network. 
You pay less when using in-network doctors, labs and 
hospitals. Visit and register on myUHC.com website to find 
in-network providers in your area. Look for doctors in the 
UHC Premium Network, as they offer the highest-quality 
and most-efficient care. Use LabCorp for your lab work, as 
they tend to charge less than other labs.

5. Request a generic drug and take your prescribed 
medication if you have a chronic condition. 
Generic drugs are made with the same active ingredients 
as the equivalent brand-name drug, but cost you less.  
Talk to your doctor about whether generic drugs are 
available for your medications and whether they are  
right for you. Do you take a daily medication, such as  
high blood pressure or cholesterol? Many medications  
to treat chronic conditions are considered preventive 
drugs, and will only cost you 10%. To determine if a  
drug is preventive if a generic is available, and the cost  
for both retail pharmacy and mail order, use the Price  
a Medication Tool at www.medco.com.  

6. Use UnitedHealthcare resources and services  
www.myUHC.com: Take your health assessment, access 
claim information, track HSA balance and find in-network 
doctors, hospitals and other health professionals. To 
determine the cost of care or treatment, use the UHC 
pricing tool.

Member services at 1-800-662-1372: Representatives 
are available Monday through Friday, from 8 am to 8 pm 
(Eastern) to help you with your questions.

1

2

3

4

5

6

pb-nwen-pc-hsa-uhc-fhghr-13

4C Gill Street
Woburn, MA 01801

Make the Most  
of Your Health Fund Plan  
and Your Money

Use these helpful tips inside!

Smart  
 move!
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Choosing Wisely 

nbch.org 

     Year-round Support 
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3 steps to success with benefits communication 
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Final thoughts  
•  This is the way forward!  
•  Employees desperately need  

you to help them make good 
decisions—own that 
opportunity  

•  You can make a huge impact  
with an investment <1% of  
benefits cost  
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Q & A 
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Thank you for joining!  

Jennifer Benz 
Founder, CEO 

Benefits Communication Master Class 
Creating results: Three steps to success with your benefits 
communication 

Likes, tweets and clicks: The do's and don'ts of online benefits 
communication 

Building engagement: Making HDHPs and HSAs a success 

Data drives decisions: Segmenting and targeting benefits 
communication 

Beyond a two-week window: 10 ways to make annual enrollment 
a success in an era of health care reform 

Why design matters: User-centric design thinking  
creates results 
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Join us next time for 
Data drives decisions:  
Segmenting and targeting  
benefits communication 

Date: Thursday, March 26 
Time: 11am–12pm Pacific 

 

|  2015 benzcommunications.com 44 


