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Helping Brokers & Consultants Grow

How employers are making better buying decisions & finding the 

right partners



Will the webinar be recorded?

Yes!
We will send you a link to the recording after 

the webinar.



Will the slides be available?

Yes!
We will send you a link to the PDF

after the webinar.



How do I ask questions? ?
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Today’s Speakers

David Churchill

Co-Founder, Advisor, SHRM Broker 
Finder

Neil Mammele

Director, Digital Strategy



Agenda
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1. The Benefits Landscape

2.     4 Marketing Tactics Brokers Should be Using

Tactic 1: Social Media

Tactic 2: Search Marketing

Tactic 3: Content Marketing

Tactic 4: Partner Spotlight: SHRM Broker Finder

3.    How PlanSource Works with Brokers
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The Current Benefits Landscape
Complex, Costly & Constantly Evolving
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Effective Benefits Communication

Amount of enacted laws and regulations 

passed in 2015 & 2016. 

ACA is always top of mind.

Source: National Conference of State Legislatures

800
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800



Benefits:

A Significant Investment for Employers
Benefits cost employers 25-40% of employee salaries, and yet 30% of 

employees don’t perceive value in their benefits and 
nearly 50% don’t understand them.
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Sources: U.S. Bureau of Labor Statistics, The International Foundation of Employee Benefits Plans 
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Change is Impacting Employers
Technology is changing the way that benefits are bought, sold and managed

With benefits being the largest component of labor costs outside of wages, 

workflow automation is critical.

Employers
are concerned with the rising cost of healthcare while 

minimizing the cost of benefits administration and compliance.
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What Does that Mean for You?
Technology is changing the way that benefits are bought, sold and managed

Brokers / Consultants
are being challenged to provide benefits admin 

technology alongside their traditional benefits offerings.

Brokers are bringing best-in-class benefits solutions to their clients, and will 

eventually bring HCM solutions to their clients.
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The Need for Benefits Experts

Higher search traffic in 2018 on google for 

“benefits experts” & “employee benefits help.”

Source: Google Trends: “Benefits Experts” & “Employee Benefits Help” 

60%
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4 Marketing Tactics Brokers Should Be 

Using
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1) Social Media
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Time Spent Selecting Benefits

of employees spend less than an hour 

researching their open enrollment options.83%

Source: 2017 Aflac WorkForces Report
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Why Social Media
Be strategic about what you say and when you say it

Social media users spend a great deal of time on their favorite 

social media channels –

109 minutes per day

Source: Social Media & Marketing Daily
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Why Social Media
Be strategic about what you say and when you say it

Social media drives action, online and offline. People 
make purchases after learning about a product or 

service through the platform

Source: Social Media & Marketing Daily
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Social Media – Free Tools
Start a group!
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Paid Alternative: Advertising with Facebook
Getting Specific With Your Audience

Just need a Facebook page

Target audiences that are 
similar to your customers

Re-Target visitors from specific 
pages

Let the Data guide your 
decisions

Target based on interests, Job 
Title, Pages they like, and more
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Specific Targeting 

Potential Reach of 5.3m



24

LinkedIn
Target by Titles, Company, and more

4 out of 5 LinkedIn members drive 
business decisions

Website Retargeting: Re-engage your 
website visitors 

Contact Targeting: Upload email list from a 
trade shows

Account Targeting: Market based on 
company names

Source: Salesforce Advertising Index Report 2016
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LinkedIn
Target by Titles, Company, etc.
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Putting Social Media to Practice

• Be Where Your Employees Are

Where is Your Audience?– Research your market before picking outlets

Start the week right with LinkedIn – “This Week at PlanSource” posts go out each Monday 
promoting webinars, videos, and events happening that week.

Curate Content – Use a tactic like “Flipboard”

Download our Dos and Don'ts of Social Media

…just try it!

https://plansource.com/blog/dos-donts-of-social-media-for-insurance-brokers/
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More on Flipboard
Setting up your personal newspaper

A personal magazine, tailored based on 
your interests

Updated daily, from sources like: 
Forbes, Inc, SHRM, etc.

Channels to Follow:

Employee Engagement

Human Resources

Benefits Enrollment

https://flipboard.com/
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2) Search Marketing
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Effective Benefits Communication

The percent of consumers researching their 

buys online before making a purchase.

Source: United States B2C Ecommerce Country Report 2017

88%
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Search Marketing

See it in Action

88%

Look into Google AdWords

No minimum budget

Only pay when somebody clicks 
on your ad

Specify the specific terms you 
want to bid on

Target based on location, 
interests, time of day and more
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Search Marketing

See it in Action

Relevant user experience from keyword to ad copy to landing page.

88%
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Putting Search Marketing to Practice

• Be Where Your Employees Are

Mobile - Ready - Users can see your ad and call your number directly

Geo - Specific - You can target areas down to a .5 mile radius

Pay per Click - You only pay when somebody clicks on your ad and goes to your landing page

Service - Specific Creative - Users searching “COBRA” will see a different ad than “Open Enrollment 
Call Centers”
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More on Geo - Fencing

About Geo-Fencing

• Geo – Based targeting on mobile phone 

(desktop optional)

• Drop a pin on a location and create a 

radius as small as .1 mile around it

• Use Cases

• Enhance traditional marketing: 

Billboards, Events, etc

• Target Office Locations
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3) Content Marketing



CONTENT is KING
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Content Marketing

Percent of B2B buyers that want content with 

more input from industry thought leaders 

Source: Demand Gen Report: Content Preference Survey

96%
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Content Marketing

Pieces of content a buyer will consume before 

engaging a sales rep 

Source: Demand Gen Report: Content Preference Survey

3 to 5
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#1 Downloadable Content

Infographics

Guides

Whitepapers

eBooks

#2 Thought leadership

Blogs/Guest Blogging

Webinars

Videos

Two Types of Content
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Putting Content Marketing to Practice

• Be Where Your Employees Are

What is Your Voice? - Get real with yourself and your company before creating content

Set Up Your Content Calendar - You can download templates on sites like CoSchedule

Use Your Partners - Do they take guest blogs? Would they like to write a blog for you?

Create Once, Publish Everywhere - One talk at an event can turn into a: webinar, blog, video, etc.

https://coschedule.com/blog/annual-content-calendar-template/
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4) SHRM Broker Finder





ONLINE MATCHMAKING



EFFICIENTLY CONNECTING 
THE MARKETPLACE



Why is the SHRM partnership such a big deal? 



• 423,000 subscribers to HR Daily

• Active user population up 16% year over year

• 15,000+ attendees to SHRM annual conference

• 159,000 attendees on 2016 SHRM webcasts

Why is the SHRM partnership such a big deal? 
(cont.)



Searching for a broker online 



EFFICIENTLY CONNECTING 
THE MARKETPLACE
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How PlanSource Works With Brokers
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A Partner-Driven Approach
Flexible partnership models
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A Partner-Driven Model
Leading companies rely on PlanSource



Why Partners Choose PlanSource

A partner-friendly technology platform and model 
that can support the needs of your entire book of 
business 

Proven to increase win rates, employee 
participation and client retention

Incentives from insurance carriers make it 
affordable 

Expanded value proposition with a benefits-
centered HCM suite
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More on SHRM Broker Finder

dchurchill@elevatebenefits.com

20% Discount Code: PLANSOURCEVIP20

mailto:dchurchill@elevatebenefits.com
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Q&A
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Continue the Conversation

877-735-0468

plansource.com/contact-us

@PlanSource


