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WELCOME
A note from Dick Mucci, President, Group Protection

Today’s customers expect more. More service, more guidance, and more access to 
the technology, tools and information that can facilitate easier and more efficient 
decision-making.

In the midst of rapid business developments and political changes, we’re 
determined to provide our customers with just that. As we adhere to 
changing rules and regulations that may affect the DOL and ACA, 
or emerging benefits such as paid family leave, we always keep our 
customers and partners uppermost in mind. We’ll work with you 
to overcome challenges and take advantage of new business 
opportunities; and we’ll work to help your clients and their 
employees reach their financial goals.

And with our strategic acquisition of Liberty Mutual’s group 
benefits business on the horizon*, we’re thrilled that we’ll 
soon be able to offer you more robust capabilities and 
service than ever before. This acquisition will further 
strengthen Lincoln’s disability and absence management 
capabilities, and fortify our clinical and return-to-work 
programs to help you achieve strong outcomes in 
employee productivity for your clients. 

In this issue of The Lead, you’ll see insights from our 
ongoing customer research — research that helps guide 
our product design, communication strategies, and overall 
customer experience.

This research helps us know our customers better. And we hope 
it helps you get to know us, and the way we reach our strategic 
decisions, a bit better as well. We look forward to working  
together in this new year, as we seek new opportunities for  
growth and success.

* On January 19, 2018, Lincoln Financial announced an agreement to purchase Liberty Life Assurance 
Company of Boston from Liberty Mutual Insurance Group. Upon completion of the transaction, 
Lincoln will retain Liberty’s Group Benefits business and immediately reinsure Liberty’s Individual Life 
and Annuity business to Protective Life Insurance Company. This transaction is expected to close in 
the second quarter of 2018.  
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Why dental is a popular yet underused coverage — and what to do about it

Dental coverage has always been an important 
part of a well-rounded benefi ts package. It’s 
consistently at the top of the list when it comes 
to coverage employers provide and employees 
expect to have. 

But only half of employees responding to 
recent Lincoln research feel their employers 
have provided enough information about 
their dental plans. 

This lack of knowledge can lead to missed 
opportunities when it comes to employees using 
their dental coverage to its fullest. In fact, one 
in four employees with dental insurance say 
they haven’t been to their dentist in the past 
12 months for regular checkups and cleanings 
due to cost.1 Yet, well over 90% of dental plans 
fully cover diagnostic and preventive treatment, 
without a deductible. And of course, skipping 
preventive care and maintenance can lead to 
dental procedures that come with a higher price. 

and

of employees feel their 
employer provides enough 
information about what is 
covered under their plan

Three key strategies
Lincoln research provides three key strategies that help employers understand what employees 
are thinking about, their level of knowledge, and how they prioritize when it comes to selecting 
employee benefi ts. Using these strategies can make a difference when it comes to providing 
employees with the information they need and the coverage they expect:

of employees feel 
dental insurance is 

very important

82% 54%

feel it’s a 
must-have benefi t

⅟₂only

Strategy #1 
Do the basics well — 
and keep it simple

Strategy #2 
Communicate in 

multiple ways

Strategy #3 
Focus on motivations that 
impact decision-making

1 2017 Lincoln Dental Research Series: Consumer Insights.

Click on a strategy above for more information. 

BENEFIT OPPORTUNITY?

But

A MISSED
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Enhancing Lincoln’s dental off erings 
A self-funded dental option 

Lincoln is currently working on adding a new self-funded 
option to our suite of dental plans. With this plan, you’ll have 
access to a wide range of dental offerings and funding to 
recommend to your clients. We’re striving to create an even 
greater presence in the dental marketplace — stay tuned for 
more information on this upcoming dental offering!

Coverage. Continuity. Choice.

25 years of group dental plan experience.

More than 113,000 unique providers 

More than 491,000 access points

More network dental provider discounts. 

Read the full Lincoln white paper “Hopes, Fears, Dreams…
and Employee Benefi ts.”

THT-ENG-WPR001_Z02

Introduction
We’ve come a long way from the time when health insurance was 100% employer-paid and 
companies offered pension plans. Today, employers offer a complex variety of PPOs, high 
deductible plans, voluntary benefits and 401(k)s, many of which require an employee contribution. 
The evolution of employee benefits has put an increasingly significant decision-making 
responsibility on employees when choosing the medical, ancillary and retirement benefits that 
best suit their needs. While a more employee-driven landscape has its advantages, it has become 
evident that most employees lack the experience and expertise required to make confident, 
effective decisions that will maximize their benefits selection and outcomes.

Given the current, complex healthcare environment, this shouldn’t come as a surprise. Today, 
employees are expected to fully understand which benefits will serve them best — now and in 
the future — and then effectively allocate their benefit dollars across a vast range of choices, 
including medical plans, dental and vision plans, life insurance, disability, accident insurance, 
critical illness insurance, 401(k) plans, and more. 

In effect, employees are tasked with being portfolio managers as well as benefits and retirement 
plan design experts — an almost always overwhelming task. 

In this paper, Lincoln goes inside the minds of employees to explore what they are  
thinking about, their level of knowledge, and how they prioritize when it comes to  
selecting employee benefits. We’ll explore primary research conducted by Lincoln  
Financial, as well as from other industry sources. And we’ll provide three key strategies  
for employers to help their employees effectively cope with the responsibility and make  
decisions required by today’s benefits environment. 

Hopes, fears, dreams…  
and employee benefits
Three ways to focus on employees’ motivations and help them  
understand and maximize the value of their benefits

White Paper

GROUP BENEFITS

Three key takeaways

1  Speak clearly about the coverage; we recommend a simple four-point formula.

2  Communicate in multiple ways; give employees the opportunity to talk to a benefits 
expert, as well as access to information via a website and printed materials. 

3  Focus on motivations that most impact decision-making; develop messages  
based on your employees’ individual needs.

Click on the white paper 
to fi nd out more about 
how to implement three 
key enrollment strategies.
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On January 1, 2018, paid family leave came 
to New York. Before its implementation,  
brokers, carriers and most of all, employers 
with employees located in New York have 
been busy monitoring the decisions New York 
state has made regarding the underwriting, 
pricing and implementation of this new law. 
Together, they’ve been answering important 
questions such as: Who is eligible? Who pays 
the premium? Is this leave related to existing 
state leave plans? What must employers do 
to prepare? 

However, the questions didn’t end in January. 
New York isn’t the fi rst — and certainly won’t 
be the last — state to implement some form of 
paid family leave. Five states and the District 
of Columbia, as well as companies such as 
Google, Apple, Facebook, American Express, 
Ikea and Hilton offer some form of paid leave 

to care for a newborn and/or an ill family 
member. Twenty-one additional states have 
proposed similar legislation.

Why the upswing of interest 
in paid family leave? 
Like many legal trends, it began with social 
trends. Women and single parents have 
become a signifi cant part of the workforce. 
Americans are living longer, and many workers 
fi nd themselves in the position of having to 
care for both children and their parents.  

Work-life balance has become a widespread 
concern, and more than ever, employees are 
seeking family-friendly policies. Paid family 
leave has become one of the newer benefi ts 
that companies are using to attract and retain 
top talent. 

The facts and the future of paid family leave

NEW TRENDS, 

The facts and the future of paid family leave

NEW TRENDS, NEW CHALLENGES

The changing workforce behind the PFL push 

Women are now the primary 
breadwinner in more than 40% 
of all families with children 
under 18.1

27% of women have quit a job, 
so they could care for a 
family member.2

More than six in ten Americans (62%) 
say they have taken or are very likely 
to take time off  from work for family 

or medical leave at some point.3  

1  Pew Research Center, “Breadwinner Moms,” Social & Demographic Trends, 
http://www.pewsocialtrends.org/2013/05/29/breadwinner-moms/.

2  Pew Research Center, “Women More Than Men Adjust Their Careers for 
Family Life,” FACTTANK, http://www.pewresearch.org/fact-tank/2015/10/01/
women-more-than-men-adjust-their-careers-for-family-life/. 

3  Pew Research Center, “Why Workers Don’t Always Take Family or Medical 
Leave When They Need To,” FACTTANK, http://www.pewresearch.org/fact-
tank/2017/04/04/why-workers-dont-always-take-family-or-medical-leave-
when-they-need-to/.
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How to take the lead and help your clients prepare 
Whether your clients have considered providing paid family leave on their 
own or because of a state mandate, they’ll be coming to you to answer 
their questions. Since this trend is gathering steam, anticipating and 
proactively considering the many possible changes and challenges make 
sense. Here are some likely topics your clients will be thinking about:

Q |  What’s the difference between the FMLA and 
paid family leave?

A |   The most important difference is that FMLA is unpaid leave that 
offers job protection, and the programs being implemented for 
family leave are paid. Also, there may be differences between who 
is eligible — FMLA exempts private employers with less than 50 
employees, but state programs may not. For instance, the New York 
program applies to all private sector employees who work in New 
York, regardless of company size or location.

Q |  Does paid family leave affect existing state disability plans?

A |   Employers and carriers may be required to offer both plans — not just 
one or the other. Another question to consider is whether employees 
can receive these benefi ts at the same time, or if they have the option 
of taking one and then the other.

Q |  What happens if a client has a paid family leave benefi t and 
their state subsequently implements a statewide program?

A |   Each state has different rules, and each employer may face different 
challenges when it comes to coordinating company benefi ts and 
state regulations. Brokers who carefully monitor the latest regulatory 
changes can really set themselves apart by providing valuable guidance 
to their clients.

Q |  How can you help your clients prepare for a paid family 
leave mandate? 

A |   Help them keep track of key facts, such as state regulatory updates 
and the dates for implementation of premium deductions. And make 
sure they are prepared to answer their employees’ questions, including 
who is eligible for the benefi t, if there will be payroll deductions, and if 
their job is protected while they are on leave. 

1993

Time off  timeline

2004

2009

2014

2016

2018

2020

As of January 1, 2018, 
14 additional states have proposed 

legislation on paid family leave. 

Current program benefi ts range from 
50% of income in New York to 67% 

of income in New Jersey.

Current programs benefi ts last
 between 4 and 12 weeks.

 
Click on the dates above 

for more information.Lincoln is helping you and your clients stay up to date.
Find out more about New York Paid Family Leave.  Link to the 

webpage
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First impressions matter. And when it comes to benefi ts enrollment, that fi rst impression 
is often one of confusion — and not having the information needed to make an informed 
benefi ts decision.

What employees want
After conducting thousands of surveys, in-depth interviews and focus groups with employees 
across a variety of industries and locations, Lincoln has learned what they’re looking for and 
what we need to focus on:

REINVENTING THE 
ENROLLMENT EXPERIENCE

Happening at Lincoln

say the benefi ts 
information they receive 

is confusing.

feel their employer 
could do more to ensure 

they understand 
their benefi ts.

employees say they 
are more likely 

to enroll in benefi ts 
they feel educated about.

9    10out 
of 1    2in

feel their employer 

79%

Six key items employees want in enrollment materials:

Cost details Proactive communication

Product features tied 
to specifi c needs Simplifi ed language

Clear identifi cation of who 
and what is covered

Electronic delivery and 
enrollment options
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Lincoln delivers
In 2018, we’re delivering new enrollment materials based upon our 
research fi ndings. Our employee focus group feedback said:

89%
The benefits are clearly explained 
and they understand the value of 
what they are purchasing.

91%
The enrollment package has the 
right amount of detail needed to make 
an informed decision.

94% The layout enhances their ability to 
understand the benefits.

Seizing the opportunity
With these totally transformed enrollment kits, we’re seizing the 
opportunity to better educate and communicate, build understanding 
and engagement, and provide a better enrollment experience — for 
you, your clients and their employees.

Source: Lincoln Financial Group proprietary research, 2016–2017.
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CHANGING CUSTOMER NEEDS 
CHANGING PRODUCT DESIGN

Happening at Lincoln

Ten years ago, accident and critical illness insurance were known solely as worksite options. 
They were hybrid products, each administered by its own carrier, with little integration with core 
products or third party technology to standardize or simplify service and claims processes.

That was then. This is now.

Today, there’s a new reality that requires a new type of accident and critical illness insurance. It’s 
a reality that includes the increasing usage of high deductible health plans, voluntary benefi ts as 
an integral part of employee benefi t packages, and growing expectations for technology-friendly, 
easy enrollment and ongoing service and administration. 

Yesterday’s worksite accident and critical illness insurance no longer fi ts the bill. Which is why 
Lincoln’s new accident and critical illness plans have been redesigned to meet the needs of today’s 
customers:

1 Group policies for all states, available employer- or employee-paid options

2  Products that are easier to understand and administer, 
consistent with other core group benefi ts

3 Compatible with benefi ts administration technology

4 Diff erentiating benefi ts and features that customers value

5 Flexible, modular plan designs

Your Lincoln representative will provide more information in the coming months 
about our new accident and critical illness plans!

Updated accident and critical illness coverages that meet today’s needs
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HDHP enrollment is growing

In 2016 39.4%

In 2017 43%

…someone has a stroke.5

…someone has a heart attack.6                                                                                  

of employees under age 65 
with private health insurance 

are enrolled in an HDHP.2

of all large employers 
(500+ employees) are expected 

to off er an HDHP in 2019.3

72%

Critical illness is on the rise

1 out of 8 
Americans
are involved in 

an accident every year.4

Accidents happen

Every 
40 seconds,

Higher deductibles, more out-of-pocket expenses
Lincoln research shows that 81% of employees do not feel very confi dent they could cover their 
current expenses if they were to suffer a major injury or illness.1 The growth of high deductible 
health plans (HDHP) is one of the factors that creates signifi cant expenses that families need to 
fi gure out how to cover. Although disability insurance can help protect lost income, it may not 
be enough to cover all the expenses an injured or ill employee may face. 

1 2017 Employee Benefi ts Study, Lincoln Financial Group.
2 Health Insurance Coverage: Early Release of Estimates from the National Health Interview Survey, January – June 2017.
3 2016 National Survey of Employer Sponsored Health Plans, Mercer.
4 CDC, National Center for Health Statistics, Fast Facts Accident Unintentional Injuries, May 3, 2017.
5 CDC, Heart Disease Fact Sheet, updated August 22, 2017.
6 American Heart and Stroke Assoc. Heart Disease and Stroke Statistics, 2017 At A Glance.
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THREE WAYS LINCOLN IS IMPROVING YOUR 
CUSTOMERS’ EXPERIENCE

Happening at Lincoln

An updated Lincoln benefi ts portal
For many of our customers, our benefi ts 
portal is our public face — the part of Lincoln 
they most interact with. We want to assure 
that all our customers — you, your clients 
and their employees — are seeing a modern, 
user-friendly site that makes it easy to fi nd 
the functionality and information needed. 

When you log in and visit the new Lincoln 
benefi ts administration portal, you’ll see 
streamlined menus and simpler navigation. 
The information and functionality haven’t 
changed, but now it’s much easier to locate, 
review and update important benefi ts data 
and use the self-service capabilities. 

Extra layers of security for your 
clients’ Lincoln accounts
As cybercrime becomes more sophisticated, 
Lincoln’s security features continue to 
advance as well, providing an extra layer 
of security during customer registration 
and login.

Knowledge-based authentication 

This extra step is now required for all new 
online users during their initial registration 
process. Anyone registering for online 
account access now must answer a few 
timed, multiple choice questions based on 
personal details pulled from public records. 

Multi-factor authentication 

During login, users enter their username 
and password as always, but can also opt 
to use multi-factor authentication, which 
requires a second authorization via a code 
immediately texted or phoned to the user.

You may have noticed these new security 
features at login on other sites such as 
those for banks and credit card companies. 
They are quick extra steps that signifi cantly 
improve an online account’s security; 
ensuring that each user is the only person 
who can access their account — even if 
someone else knows their password. 

If you have any questions about these 
security enhancements, please contact your 
Lincoln representatives. 

An integrated renewal package
Gone are the days of multiple renewal 
letters for each client. The new Lincoln 
renewal package outlines all products 
together in one integrated package for each 
client, making it easy to understand what 
products and services a group has with 
Lincoln, and which are up for renewal. 

This new package provides a single snapshot 
of all the Lincoln products and services 
under contract, whether up for renewal 
or not. We’re making it as easy as possible 
for our customers to quickly understand 
the full scope of their current offerings and 
consider the value of additional products 
and services.

1

2

3
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responsible for their own fi nancial 
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Company (Fort Wayne, IN), which does not solicit business in New York, nor is it licensed to do so. In New York, insurance products 
(policy series GL1101, GL111, GL11, GL3001, WIND) are issued by Lincoln Life & Annuity Company of New York (Syracuse, NY). Both 
are Lincoln Financial Group® companies. Product availability and/or features may vary by state. Limitations and exclusions apply.

Vision coverage is underwritten by UnitedHealthcare Insurance Company. UnitedHealthcare Insurance Company is not a Lincoln 
Financial Group® company.

For agent or broker use only. Not for use with the public.

Thanks for checking out this edition of The Lead !

If you have comments, questions or feedback, reach out 
to your Lincoln sales representative.


