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WORKSITE MARKETING: 
THE INSIDERS’ VIEW 

LIMRA and the Workplace Benefits Association joined forces to uncover how experienced worksite 
professionals view their marketplace. Reflecting the opinion of 230 industry insiders (including more 
than 100 active producers), this paper examines numerous issues such as how well worksite carriers 
understand their customers, how supportive employers are during the worksite sales process, and 
how rising medical costs are impacting voluntary sales. 

CUSTOMER COMMUNICATION 
The exchange of information between parties is critical in virtually any sales situation. Regardless of 
the item sold or channel used, buyers and sellers must communicate at some point in order to 
complete the transaction. Insurance sales often require detailed communication since consumers must 
first come to understand and appreciate an intangible product before they will even entertain buying a 
specific coverage. 

Marketing employee-pay-all insurance benefits at the workplace adds an additional layer of 
complexity to the sales process. In order to reach their ultimate customer (employees), producers 
must first sell the virtues of their voluntary benefit(s) to those responsible for the company’s benefit 
package. This could be one person or a team; the business owner and/or a professional Human 
Resources staff. Regardless, worksite marketing success requires strict attention to clear 
communication.  

Industry professionals (especially producers) are very conscious of this need, and overwhelmingly 
believe that customer communication is the key to successfully selling voluntary products. And while 
it is essential to reach both employers and employees, communication with the ultimate purchaser 
takes priority (Figure 1). 
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In the end, it all comes down to cost, right? Well, not always. Worksite professionals are evenly split 
on whether they believe that price is the biggest factor that employees consider when evaluating a 
voluntary benefit (Figure 8). Just over a quarter hold a neutral opinion, with the remaining worksite 
marketers almost evenly divided on the issue. While the price of a voluntary option will almost 
always factor in to employees’ decision making, other important considerations clearly come into 
play. Findings from an earlier LIMRA employee survey also support this notion.2 For instance, 
employees place similar (slightly higher) importance on the convenience of payroll deductions when 
purchasing voluntary benefits. And the timing of the offer (relative to the individual’s specific needs) 
heavily influences the purchase decision. 

Figure 8 
Price Is the Biggest Factor Employees Consider When Evaluating a Voluntary Benefit 
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2 Ibid. 
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READING BETWEEN THE LINES 
This snapshot of the attitudes and opinions of industry professionals indicates a mostly healthy 
worksite market:  

•  Industry insiders are focused on client communication and feel that carriers have a good 
understanding of customer needs. 

•  Many employers want assistance in communicating employee benefit plans, allowing producers to 
reinforce the need for specific voluntary offerings. And once agreeing to sponsor a worksite 
product, employers generally provide a strong endorsement of the benefit. 

•  While rising medical costs certainly complicate the worksite sales process, this ongoing trend also 
presents new opportunities for marketing employee-pay-all options. 

•  Employees are not focusing entirely on price when evaluating worksite options. Other features 
such as the convenience of payroll deductions, timing, and relaxed underwriting restrictions play 
important roles in their decision-making process. 

•  Recent voluntary product participation rates appear to be on the rise, despite an increased 
employer reluctance to allow individual employee meetings. 

Given the numerous economic challenges now impacting this and so many other industries, worksite 
carriers should concentrate on the basic principles that drove their original success. Companies that 
best leverage their existing strengths, improve on current weaknesses, and always put customers first 
will successfully navigate through the present financial storm and ultimately thrive once the  
calm ensues. 



 




