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Segal’s Three-Pillared Approach to Retirement
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What We'll Cover

Overview of Retirement Readiness
Measuring Retirement Readiness

Retirement Readiness Benefits for Organizations and
Individuals

Driving Engagement and Action through Communications
and Digital Tools

Wrap-Up and Q&A
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An Overview of Retirement Readiness

What is Sources of Why Measure
Readiness? Retirement Income Readiness?
Financial vs Importance of Organizations face

Emotional savings has grown consequences when
over time workers are unable
to retire
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Measuring Retirement Readiness

‘L/\ Pension and
Social Security

_°

Current pay and
projected increases

Future asset returns

Retirement income Income in retirement
replacement ratio Income in year prior to retirement
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Organizations Benefit from Retirement
Readiness Insights

Percent of Working Population Retirement Readiness Grades
= Male =Female == Boomer s Gen X = Gen Y mmm Gen Z «=0=Avg RR
Lessthan age 31 [N RS
87%
Age 31-45 — 80%

Age 4662 N R N 68%
Greater than age 62 53%

Percent Participating in the DC Plan Match

m \lale = Female

Region #1 Region #2 Region #3




Individuals Benefit from Retirement
Readiness Insights

\ 7
> - Are You on Track?

Your current Your Your overall

account balance projected retirement

/' compared to replacement readiness
your pay Is ratio is grade is
% B
4.6 31%

Increasing your deferral rate from 8% to 11% would increase your readiness grade to an A!
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The Key to Successtul Engagement Is Meeting
People Where They Are

L

®

Understand the Leveraging tactics Developing your
factors influencing for reaching a strategy and
people’s mindsets diverse workforce continuing to refine

communications
materials
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Today’s Reality

of workers believe they could

6 9 % work all the way until retirement

and still not save enough to
meet their retirement needs.’

1 Source: “Between a Rock and a Hard Place: US Workers Struggle to Save Adequately for Retirement” by the Transamerica Center for Retirement Studies.
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Factors Influencing People’s Mindsets

Outside the workplace Inside the workplace
00 _
o  Growing personal and family demands Tef:hnologlcal advancements and fear
M of job replacement

Global economic uncertainty and @\ Employee and employer dynamic
rising inflation J changes

<

<

of various employee populations

Environmental shifts and increased qi@(jp Shifts to better align with organizational

natural disasters

o) :
,%, Political and societal changes W Growing demands to meet the vast needs

changes
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Objectives for Reaching Participants

Build awareness Communicate value Enable decision-making
Get younger workers t(? buy Reinforce and reiterate the
into the concept of having a importance of retirement
secure retirement security, and promote o
healthy financial habits Help participants understand

their income needs, and help
them make decisions about
how and when to spend their
savings

Strong plan design and administrative UX
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Leverage New Channels

virtual!
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Interactive Web Pages
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Artificial Intelligence
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Decision Support Tools

Who is in your household? (check all that apply) *

[D Me 1

[ D My spouse or domestic partner

Saving is so important. Do you currently contribute
the IRS maximum to your 401(k) Savings Plan each
year? *

[ El My child(ren)

as

[ D My parents (or parents-in-law)

Continue

l O Yes, | save $22,500 each year.

You're getting a match from SLB, but you could be
getting even more. With the new enhancements, you'll
get additional contributions from SLB when you save
up to 10% each year. What's a reasonable increase
you can afford to make? *

[ O No, but | contribute at least 6%

’ O No, but | contribute from 1% to 6%.

[ O No, | don't contribute to my 401(k) Savings Plan

[ O I didin't realize there was more to be had! Let's go all the way up to 10%.

' o I may be able to increase my contributions by a few percentages.

I O I can increase my contributions by 1% each year.

[ O I'm not comfortable contributing more.

SLB 401(k) Savings Plan
Decision Support Tool

Welcome! Your SLB 401 (k) Savings Plan is a
powerful tool for your financial future

=w questions, and see how your SLB

vings Plan can meet your retirement

Great! Let's set aside more money for retirement now. If you do so by August 31, 2023, you'll get the
match as soon as it's effective. Increasing your 401 (k) contribution is easy and only takes a few
minutes. To get started, visit iThrive and click on “Change 401 (k) Contributions® from the left

navigation

And remember, SLB is making a contribution of 2% to your 401(K) no matter what, so you can focus on

the money moves you need to make now and get on a path to a solid financial future. If you just make

small, 1% contributien to your 401(k), with SLB's mateh and additional 2% retirement contribution, your

401(k) can grow significantly over time;

Growth of 1% contribution to 401(k)

(Non-pension eligible employees)

==

+

Example: Jay

(annual compensation = $100,000)

EMPLOYEE CONTRIBUTION
Jay contributes 1% to his 401(k)

RETIREMENT CONTRIBUTION

All employees receive 2% from SLB

CORE MATCH
1:1 match from SLB (up to 6%)

$280 7% ANNUAL RETURN
(may vary year over year)

$4,280 @

Jay's year 1
401(k) savings

Jay continues to contribute $1,000 each year
(+ SLB match + SLB retirement contribution + 7% annual interest)

$8,860

$13,760

$19,003

$24,613

kBB &

Jay's two-year
401(k) savings

Jay's three-year
401(k) savings

Jay's four-year
401(k) savings

Jay'’s five-year
401(k) savings

Over 507 You can make an additional $7,500 a year in catch-up contributions.
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'}
You want
to know
your Seore

Taking charge of your finances doesn't just mean bringing in a healthy
income. It also means focusing on where your money goes.

Spend a few minutes with Fidelity’s My Money Checkup tool answering
questions like how much you've saved, what you're saving toward, and
how much income you bring in. Then, you'll instantly get a score on a
scale from 1 to 100 and personalized tips to make the most of your money
based on your current situation.

Please direct questions to Fidelity Investments at 800-835-5098.

The future
looks up

o~

_when you

Everyone should have money saved up to cover living expenses for a few
months in case the unexpected happens—and comes with a hefty price
tag. Start small: Even $100 or $200 each month builds up over time.

Quickly calculate what you need (your net monthly income X 6—let’s go
big!) and write that number down as your goal.

leed more information?

Opt-in Automated Emails

your new
best friend

A

But the same technology that offers ease and convenience in shopping
can also be directed toward managing your money. Better yet, most of the
top budgeting apps are free, so you'll be saving in multiple ways. One we
like is from our partner Fidelity.

and:
« Consolidate your accounts (Fidelity and non-Fidelity accounts)
« Integrate with Fidelity planning tools

« Create and manage your own budget
« View all recent transactions

Please direct questions to Fidelity Investments at 800-835-5098.

There’s lots to gain with little pain if you call your credit
card company.

Ask them to:

1. Reduce your credit line (to help you with
spending)

2. Lower the interest rate on your outstanding
balance (to help you with paying)

3. Transfer the balance to a card with a lower
interest rate (but watch out for fees, and don't
use it as an excuse to buy more!)

Remember, they want your continued business. So, it works to their
advantage to help you remain credit-worthy.

One final tip: Resources such as (
ins and outs of credit cards.

can help you navigate the

Segal
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Podcasts

SASMI Sessions

Learn more about how to maximize your SASMI benefits with the Fund Administrator in this podcast series.

Season 1 Episode 1: Meet Ken and the
SASMI Fund Office

Meet Ken and the
SASMI Fund Office

SASMI Sessions introduces SASMI’s Fund
Administrator, Ken Colombo as he
provides an overview of SASMI’s history,
from its humble beginnings to the thriving
fund it is today.

(® Watch the video

@ Listen to the podcast

Season 1 Episode 2: Sick Leave
Benefit

Sick Leave Benefit

In Episode 2 of the SASMI Sessions, we
take a closer look at one of SASMI’s most
popular benefits—the Sick Leave Benefit.
Introduced in 2024, this benefit supports
active members when they need time off
due to illness, medical appointments, or
caring for a sick loved one.

(» Watch the video

@ Listen to the podcast

Season 1 Episode 3: Using My HRA

Using My HRA

This episode delves into making the most
of your Active Plan Healthcare
Reimbursement Account. Like the Retiree
HCRA benefit, the Active Plan HRA allows
eligible members to pay for certain health
care expenses from their SASMI funds by
swiping a debit card or by applying for
reimbursement.

(®» Watch the video

@ Listen to the podcast

KEN COLOMBO

Executive Director, SASMI

D E RO EERE M
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Take a Strategic Approach to Communications
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Learning From Participants

Would you recommend our
s company as a great place to work?

Select one of the followin

Yes
No

Not sure

Submit

Poll questions

-
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Please rank the following company
benefits from most to least

important:
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Healthcare

Retirement/4

Vacation

Childcare

Ranking
questions

%10 What motivates you to work here?

\

I love the fact that everyone is
dedicated to our mission and
vision.

1

QIWIEJR]T]YU] I |O}P
AlS|DIFIGIH]JK]L
4ZXIC/VIBINM[ @

Open-ended questions

Communication Preference: Age

Prority _rot L tesstnanzs |_ssse | s prnotiosny
87% 80% 89% 92% 72%

o w
o
wn o
%
N

*Small sample size 10% or more lower than total

3 May 2024

25%
48%
42%
5%
7%
33%
13%
18%
8%

26% 12%
41% 36%
52% 44%
3% 4%
2% 4%
18% 8%
19% 24%
4% 4%
0% 0%
3% 4%
SegalBenz  Confidential—Do not distribute 20
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Using Participants’ Insights To Drive Your
Strategy

Communication: What isn’t working

There’s simply too much information I don't pay attention to
coming from too many places with communications like Itis frustrating to
- - - . that. | ignore emails and have so many
. ] - -
Communication: What’s working | nocohesivestory. mailrs ke thatand  WSSigforent resources
just search for the info | that are similar but

Almost no one referenced the mailer need when | need it. It

all changes so often
anyway.

that had just been mailed to homes. not centralized.

When employ
information v
they visit:

Just-in-time communication
from Client

* There were many Hard to recall [the best communication], there are Good grief. ... It is too many to name. Client. Drs.
references to the * HR Direct SO MANY!!!! | am honestly overwhelmed by how Cigna and BCBS, since we've tried both. VSP.
Open Enrollment . much work the siloed nature of how we work causes. Castlight. ConsumerMedical. The telehealth app. A

P » Carrier wekb You almost have to have a Ph.D. in many services to zillion companies we don’t use. Any real info is
email and postcard US.B ; even use them as an employee. buried in garbage and spam.
. .. bene
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Driving Retirement Readiness through
Strategic Communications

&&

Our client enhanced their 401(k) e Annual communications roadmap » Avg. contribution increased from
1 (o) [0)

o/ : I
awareness, encourage action, and Multi-channel "Meet Your Match" ‘ 62 rﬁclin(;rr?tassv?/rlmg ?r?ggébgﬁ'ggseasmong
improve retirement readiness across campaign with interactive decision P P 9
a large and diverse workforce support tool » 15% of employees increased
contributions to maximize their match

Challenge

Interactive decision support tool
» Pensions & Investments first place
Eddy Award winner

Vendor-integrated communications

The bottom line: Successful behavior change requires more than a single campaign.
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Thank YOu Scan QR code to take survey

Any Questions!
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We'd Love to Chat!
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