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RETAINING TALENT

OPEN ENROLLMENT season can feel like a familiar ritual: publish 
the guide, send a few e-mails, hold one webinar and hope 
employees make good choices. But when employers take a one-
size-fits-all approach to benefits design and communication, they 
often leave participation, satisfaction and retention on the table.

The modern workforce spans four generations, each shaped by 
different life stages, financial pressures and comfort levels with 

Boomers are often focused on retirement readiness, health care coverage and protecting income:
•	 Offer live Q&A sessions and phone-based support.
•	 Provide clear comparisons of plan costs, networks and coverage.
•	 Highlight catch-up retirement contributions and step-by-step retirement planning resources.
•	 Pair choices (Medicare coordination, supplemental products and long-term care options) with one-on-

one counseling.

Baby boomers

Gen X employees often juggle competing responsibilities, including kids and aging parents. Communicate by: 
•	 Using concise e-mails and one-page summaries that link to more details as needed.
•	 Offering self-serve decision tools for health plans, FSAs and disability coverage.
•	 Emphasizing financial protection benefits (life, disability and critical illness) in plain language.
•	 Providing flexible office hours for short calls, not long meetings.

Generation X

Generation Z
•	 Gen Zers prefer technology-

driven portals and 
information in short, visual 
formats. They tend to 
prioritize mental well-being 
and want.

•	 Use text message-style reminders, in-app nudges or chat-based 
help if possible.

•	 Provide bite-size content like short videos, FAQs and simple 
“what it covers” flyers.

•	 Make mental health benefits easy to find and use, including EAP 
access and digital options.

•	 Offer guided enrollment portals for those new to employee 
benefits, including definitions and examples.

Execution
A workable multigenerational strategy does not require building four 
separate benefits programs. Start by updating how workers access, 
understand and use existing benefits.
•	 Survey and listen: Ask employees what they use, what confuses 

them and how they prefer to receive information.
•	 Offer “digital plus human”: Keep digital enrollment simple but 

back it up with real-time support for complex questions.
•	 Measure what matters: Track participation by benefit type, 

technology. That means the same benefits message and enrollment 
experience will land differently depending on who is receiving it. 

Benefits are complex, personal and often tied to major life 
decisions. When communications are too generic or the enrollment 
process feels frustrating, employees may tune out, postpone 
decisions or default to last year’s elections even when their needs 
have changed.

Millennials
Millennials commonly look for 
flexibility and benefits that support 
evolving family and financial 
needs. They are comfortable with 
digital enrollment but still want 
clarity and proof of value.

•	 Build mobile-friendly enrollment processes with short videos 
and brief explainers.

•	 Spotlight flexibility-related benefits such as remote options, 
caregiving support and paid leave when applicable.

•	 Promote financial wellness resources, student loan support or 
budgeting tools if offered.

•	 Tie benefits to career growth, such as tuition support, 
certification reimbursement, mentorship and internal mobility.

access methods, call center volume and common questions. 
Then refine communications year-round.

•	 Segment by life stage, not just age: Family status, health needs 
and financial stress often predict benefit priorities better than 
age alone.

When employees can engage with benefits in ways that fit them best, 
enrollment tends to rise, confusion drops and benefits become a more 
visible driver of satisfaction and retention.
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