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Executive Summary

Communications drive 40%
INcrease In expected take up

Arup is an independent firm of consulting engineers and designers, with a strong set of
core values passed down from its founder Sir Ove Arup. These core values such as, social
usefulness and reasonable prosperity of members were the driving force behind Arup
being the last firm in its sector to close its final salary scheme.

Once they had made the difficult decision to close the final salary pension scheme, Arup sought
to provide the best quality alternative it could. The firm was keen to achieve maximum
engagement, with as many eligible staff joining the new plan as possible, thereby continuing to
look after its employees in line with its core values.

We were challenged by Arup to create a cohesive platform to communicate a new pension
arrangement in a way that would reach a global audience and enthusing staff to engage with a
new pension arrangement,

We responded with the ‘Investing for later in life’ campaign, which focused on treating Arup
employees as internal consumers by using a segmented and personalised approach across
all deliverables.

‘One of the biggest improvements we have seen in the
year since the new website went live is the increase in new
graduate staff memboers actually taking up the option of
memibership of the Plan,

Our pension has always been a significant part of the attraction for potential new employees

to Arup, but often those keen new starters lost the impetus to join once they started working
for us because it was just too difficult to understand the options available to them explained in
three separate booklets. Now it is easy for new staff members to understand the Plan, they can
find out the information they need online and joining is quick and simple. We finally feel we have
cracked the hardest of all pensions markets, the 20 somethings with student loans and high
housing costs.’

Rosemary Mounce - Arup
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Executive Summary

Arup have reported an increased engagement with the new plan, with more staff
paying high contributions and additional voluntary contributions, and an increase in
staff awareness of their pension.

Overall this means that there is now a real appreciation of the value in the overall benefit
package offered by Arup. Voluntary transfers to the new plan indicate increased staff
confidence in the employer and the plan. Overall the results were impressive:

93% One year on... take up of the scheme is now almost
double the national average

50(% One year on and the communications solution continues to educate, inform and
O of Arup's Group Pe | Pension Plan.
ds a national average of 50%.

Aup takeup  national average

ARRARA 82%* of eligible employees (over 3,000) initially signed
aa&aa up to the new pension plan against 63% of memtbers in
the old scheme

“take up now 93%

O 95% of members actively chose investments. Only 5% of
employees made No investment choice against a national
average of 90%+

o 27% of members chose ActiveCnoice - against a client

15% expectation of 15% at the most

{8 {5 83% of memiboers are now paying the maxinmum
£ £ contribution match
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Overview

Challenge

Targets

Description

Outline of project brief

To grab employees attention worldwide
while talking pensions

The challenge was to communicate a new pension arrangement in a way that would
reach all eligible staff around the world encouraging them to really understand and
engage with the benefits offered by the new Plan.

Within a four-week window of opportunity, to achieve enrolment of all eligible employees
(over 3,000 employees) into the new Plan.

To help staff understand the fund selection process and make enrolment easier.

To help staff to understand the value of this company benefit and improve staff perception of
their employer following negative news about the closure of the previous scheme.

To promote positive engagerment with the new Plan and enable employees to feel in control of
their benefits.

To communicate the key features of the new Plan in a clear and easy to understand way.

Arup provides a broad range of professional engineering and design consultancy services to
clients all over the world. The firm’s goals are to ensure that the Arup name is always
associated with quality and enhanced prosperity for all staff.

In commeon with many other companies Arup was forced to close its final salary pension
scheme (and the much smaller money purchase scheme) to all staff. In moving to a GPPP
Arup did not set out to reduce costs, rather it was a necessary change to reduce the risk and
volatility experienced by the employer. In line with its intention to always be associated with
quality, and a desire to harmonise pension provision across Arup globally it wanted to provide
its UK staff with a high quality GPPP with a generous contribution structure. Arup wanted to be
able to continue to benefit from its reputation as an excellent employer and provider of valuable
benefits to its staff.

Arup identified the challenge of not just informing staff, but encouraging them to really
understand and engage with the benefits offered by the new Plan. We provided an innovative
solution to this problem, one that encouraged the employees to take ownership of their
decisions in a simple, clear and engaging way.

Arup's understanding of their target market, together with research into the demographics,
established the best medium to communicate with them.

Arup offered an initial enrolment period for employees, running up to the opening of the
new Fian.
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Overview

Overview of market

One of the most significant obstacles faced when trying to communicate any pensions change
is the apathy that most people have about pension provision. It is a fact that people do not
generally spend much time thinking about their pensions until they come to retire. This is
particularly true of members of defined benefit schemes where the employer takes all of the
risk and employees feel that they are being looked after and don’t need to worry or think about
their pension. Typically, levels of employee engagement with pension schemes are low.

ARRARARRRKAK When you consider that 61% of employees are

. not engaged, 20% are actively disengaged, and
only 19% are actively engaged*. Communicating
with an audience you know is already not
istening means an even greater effort to reach
all of the employees.

In Arup’s case, engagement had been at a relatively low level when members had the option
to belong to a defined benefit scheme. It was perceived by the client that it would be an uphill
struggle to get staff to embrace the new plan and all the additional involvement they would
need to have with selecting investment options and personally contributing to their pension.

0abEbUS 10
pabetus Aenioe

The language of pensions is a real barrier to members trying to understand their pension
choices and see the true value of the benefit they are receiving from their employer.

While it is necessary to represent the facts correctly and be legally compliant, there is a danger
that resulting material written by pensions experts will be understood only by pensions experts.

Our campaign for Arup overcame this by putting even the most complex decisions about
appetite for investment risk into a format that employees could relate to, using every day
situations as examples to help the them to make decisions about their benefits.

In the pensions sector there has been a slow uptake in viewing internal consumers in the same
way as an external customer. The approach we took with Arup's campaign was one of
marketing to the internal customer. Strongly themed design tied all of the communications
together creating a pensions brand for the new Plan that engaged with employees.
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Overview

Project launch date
May 2010

Size of design budget

The design budget for all the
deliverables excluding production
was £50,000

Investing for later in life
s a matter of getting
the balance right...

Outline of design solution

Getting the alance right

Our approach was to present the changes via an internal marketing campaign using email
alerts, a new pensions website accessible to employees around the world and booklets and
leaflets drawing out the key features of the new Plan. This solution covered the whole eligible
workforce and delivered targeted information when and where it was needed.

Eligible employees were able to follow the well signposted journey online taking them through
the relevant information, ending at a bespoke decision-making tool designed to help them to
select an appropriate investment route.

Our design for all the communications focused on Arup’s goals and used themes of harmony
and balance. We developed the idea through key phrases such as ‘Investing for later in life is a
matter of getting the balance right” and ‘balancing the needs you have now against your future
needs.’ This helped employees to see how a benefit which might mean a loss of income now,
would be balanced out by a gain later in the form of a pension. Images connected with
balance were used to reinforce this approach.

During the initial enrolment period, the main goal of the website was to enable employees to
enroll in the plan on time, having made an informed choice about their contributions and
investments. The homepage of the website provided an overview of the plan and an
opportunity to search for maore information on the site or to opt to go straight to the joining
page on the HR website. Again, recognising staff as individuals who would have different
needs and preferences, the site provided a pick and mix approach so that employees could
tailor their experience to their own needs.

Ferrier Pearce sse

Creating Strategic Communications

06

N ey

PRI s~y




Overview

Investing for later in life

0p LK Ponsiorn

Outline of design solution

The main feature of the website is the Risk profiler, a tool that uses a series of questions to
help employees understand their own personal attitude to risk. The 12 questions, including
questions on everyday matters such as how they plan their annual holiday along with more
obviously pension related questions such as how long they have to retirement, combine to
produce a profile of the employee’s attitude to risk. Based on the answers given by the
employee the profiler suggests an investment strategy from within the 12 lifestyle options
available in the Plan.

Booklets explaining the Plan and also the PensionSense arrangement (the name given to the
salary sacrifice arrangement that the majority of staff use to contribute to the Plan) were
produced as well as leaflets on key topics of interest such as Maternity Leave and at a glance
guides to the Plan for the use of recruiters.

A set of email alerts were used to remind members to complete the enrclment procass.

By using data produced from the website we were able to see what stage of the joining
process staff had reached and target individuals with messages specific to their
circumstances, such as reminding them that they had selected a investment route, but not yet
signed up to pay contributions.

ARUP

Homa Hota reber

Your personal profiler

12 smple questors,

...1o help dtermine what kind

of saver you ars when it comes
to irvesting for later in fife.

Plaas wawer €1 d S quesiond &4 raw 54 T8 Can,

Bt o your armaney, 4 pufias wil Ghes you  Mea of
your views 0n savng wd & Bl of Iveatmand R yous might
e o cormider

adice ot
« a0 gl Ror Bt < we bope you'l led ¥ meelid

By vy
B, Ty it Ko ko st bbnd heow 1t w3 dcd
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Summary of Results

AAAAA
AAAAA

Over 90% of employees have now
joined the scheme

One year on and the communications solution continues to educate, inform and
encourage staff to take advantage of Arup’s GPPP. The take up, now at 93%, so far
exceeds not only Arup’s expectations, but also the UK occupational schemes
experience across the board. The Office for National Statistics report on Pension
Trends published on 22 June 2011 confirms that, according to the Annual Survey of
Hours and Earnings, an estimated 50% of UK employees were members of an
employer sponsored pension scheme in 2010.**

Staff continue to be engaged with their pensions and having just gone through the annual
renewal period it was clear, from the very small number of staff opting to change their
contribution rate, that they fully understand the value of their benefit and the need to continue
to pay at the maximum level for the best result.

Increase in contributions and participation in PensionSense.

Although the higher rate employee contributions mean a higher rate of employer contributions,
this still meets Arup’s goal of providing reasonable prosperity to its staff. A high level of
participation in PensionSense also means a saving in national insurance for the employer.

13.8% of national insurance
contriputions saved by the firm

The majority of this saving is used to fund the higher contributions paid by the employer.

Queries and correspondence to the pensions team at Arup have reduced since the launch of
the website, as members are now able to find the information they need online. New joiners to
the firm or to the Plan use the website to understand the benefits available to them and see
how the Plan can help themn to save for the future.

Original goal of 76% membership
surpassed within the first four weeks
of enrolment

One of Arup’s major goals was to significantly increase the take up of the company scheme.
Not only did the take up increase significantly, a 48% increase within the first year of the
change, but the original goal of 75% membership was surpassed within the first four weeks
of enrolment.
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Summary of Results

Plan bucks the trend with 95% engaged
N active fTund selection

Around 95% of new joiners to the Plan actively chose where to invest their
contributions, leaving only 5% automatically allocated to the default fund. i
An impressive statistic considering that the National Employment Savings Trust (NEST) |
is expecting as many as 90% of its members to be in the default fund, and the majority 5
of other schemes have a similar experience.***

This shows the real value in the approach that was taken by Ferrier Pearce in helping Arup
employees to understand their appetite for risk, the range of funds from which they could
choose and ultimately their future plans.

82%* of eligible employees (over 3,000) initially signed up to the new pension plan
against 63% of members in the old scheme

\
; ; ; . : \
27% of members chose ActiveChoice - against a client expectation of 15% at the most 1
|
83% of members are now paying the maximum contribution match

Initial take up in the scheme was far in excess of that expected by the client. Not only has our
segmented approach enabled them to exceed all their agpirations in terms of member
engagement, but it continues to add value, encouraging new employees to join the Plan and
helping them to understand what membership will mean for them.

(1 1]
o0e

Ferrier Pearceses o9

Creating Strategic Communications



Other Influencing factors

The GPPP was replacing two closed schemes, therefore members of those closed |
schemes would have been expected to join the new Plan as they were clearly f
engaged to some degree with saving for their retirement. The segmented I
communications strategy meant that both these members and employees who had i
never been in a scheme before were helped and encouraged to join the Plan at the

first opportunity, leading to the extremely high levels of engagement experienced by

the client.

The generosity of the employer matched contributions, 2:1, was a factor in staff opting into
the Plan at the earliest opportunity and at the highest rate they could afford.

However, employees could have seen this an opportunity to contribute less. The clear and
congcise communications explaining the contribution structure and how members could get
tax and NI relief on their contributions encouraged more members to opt for the highest rate
of contributions.

Even the highest member contribution rate in the new Plan (6%) is lower than the
contribution (8.25%) many employees were paying as members of the closed final salary f
scheme. More affordable contributions were a factor in the number of employees who joined |
the Plan. However, just as important was members feeling that they had control over their
money. The website Ferrier Pearce designed gave members a portal through which they
could gain access to all the information they needed about the Plan, helping them to feel
confident about how their contributions were deducted and paid to the Plan provider.

The PensionSense arrangement enabled the membership to receive national insurance and
full (including higher rate) tax relief at source, this was an attraction particularly to high ’
earmers trying to make the most of the tax advantages of pension saving with additional

voluntary contributions. This sector of the workforce is often time poor due to their senior

positions within the firm. They benefited from the ability to access all the pensions

information they neaded online from any location and from the relevant updates on the ;
website regarding changes to tax limits that could affect their future pension savings. |
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Research

Gallop Poll UK
Employment Survey

ESES

Taken from the Office for
National Statistics report on
Pension Trends

Chapter 7 — Pension scheme membership

published 22 June 2011.

EARAES

Taken from the April 2011
issue of Pension Matters

Produced by Torquil Clark Group and
written by lan Hill, Pensions Technical
Manager. The 90% in default funds is
also backed up by information in the
Clear Path Analysis DC Pension Design
and Investment Survey an article about
which was published on FT.com on 17
April 2011: NEST spurs DC member
contact by Ellen Kelleher.
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Appendix 1

Your guide

to the Arup UK Retirerment Plan

Investing for later in life
is a matter of getting
the balance right...

ARUP

Anup UK Retiremsnt Plan

Investing
for later in life
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Appendix 1

A key component of the site is the interactive
profiler — a tool to help members understand
their attitude to risk and investment.

Investing for later in life

Arup LK Pansicrm

Hom Mot @ mamber Anp UK Radoerant Plan

Arup UK Poraion Schame

Your personal profiler

12 simple questions...
...te help detemine what kind

of saver you are when it comes
to investing for latar in life.

Plodss anmwer i o B Quaaions 84 fade 84 jou can,
wvon I noew of e pOSSbIs AW s B0 & periect L

Bastad 0n your answens, B profier wil give you an idea of
YOur views ongaving anda list of v estment funds you might
ko 80 cordider.

WWriie Rcant give you finkecial acvion or mcommandations
= W0 mple fof It < wa hope you'll find & usehl

By using B profied, you Accepd B pur pods and unded stand By
leitasions. M you Want 10 Know mome about how It works and
Wit [t doss, pleda e clici here 10 med e beema and condiions.
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Appendix 1

PensionSense

A considered way to make pension contributions

Investing for later in life
is a matter of getting
the balance nght. ..
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lt's easy to understand, isn't full
of jargon and is quiick to read.

e

I

Al

ARUP

Arup UK Retirement Plan

Investing
for later in life
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Appendix 1

— ARUP

This is just a gentle reminder to ask you to complete
the profiler and confirm your investment choice -

so that you can then join the Plan.
This is really simple to do - just go back to the
pensions website and click the profiler button.
You can then carry on from where you left off
and finish the sign up process. ‘
@ Click here to go back to the pensions website j
Investing for later in life bchs sl sl L
is a matter of getting ‘ |
the balance right... ,
| i
ARUP |
,m?;:.o ::lrl!!n mara YRR but you just need to go on lo TAPS u'
‘ to complele the sign up process. K
| e \ \ M T —r— 1
| s e | . T
! L 5
Tracking employee's use of the site really helped
us to understand the level of their engagement
with the new plan.
|
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