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Get ‘em online, get ‘em engaged, 
get ‘em now! Raising the bar  
on online education and services 
delivers value – and increases 
plan member appreciation of 
their benefits plan.

echnology 
changes 

everything we  
do – from how  
we communicate,  

to how we work,  
to how we spend  

our free time. It’s 
taking things that are central  
to our lives – like paper – and  
pushing it towards obsolescence. 

A few examples? 
 } Government cheques.  

The federal government  
plans to phase out the 
issuing of its own paper 
cheques by 2016, a huge 
move considering the 
millions of cheques that  
it issues each year. 

 } Pay at work. The digital 
economy is alive and 
well across the country. 
According to a 2012 
Canadian Payroll Association 
survey, 98 per cent of their  
member respondents receive  
their pay via direct deposit.

 } Banking. Personal money 
management is changing 
too, with 63 per cent of 
Canadians having used online 
banking in the last year.1 

Truly, the paperless norm is 
here and it’s evolving faster 
than most of us imagine. 
And that raises the bar 
across all industries in terms 
of expectations for speed, 
accuracy and convenience. 

Group benefit plans are no 
exception. Insurers have 

typically been slow to adapt, 
but Sun Life Financial started 
moving the industry online 
more than a decade ago – being 
the first with online claiming. 
We haven’t looked back – and  
continue to be a leading 
innovator in the area.

Plan member 
expectations  
– getting 
higher
Plan sponsors 
collectively spend 
billions of dollars each year  
on their benefits plans, and, not 
surprisingly, want a return on 



their investment. That return 
comes in the form of a healthier 
employee group and the  
competitive advantage of 
offering a benefits program  
that is valued and appreciated 
by employees.

But value and appreciation can 
be hard to come by, especially 
as service expectations evolve 
with technology. It pays to 
stay a step ahead for one 
simple reason: plan members 
expect the same online options 
and convenience from their 
benefits plan as offered by 
their other service providers. 

Take the basic – direct deposit. 
According to the Sun Life 
Financial 2012 Member Loyalty 
Index, members who use direct 
deposit and receive paperless 
statements are more satisfied 
with Sun Life Financial as  
their benefits provider than 
non-direct deposit users. 

But it goes further. Plan members  
who use direct deposit are 
typically also online benefits 
users and that’s where the 
power of technology can really 
pay dividends. Online claims 
management at Sun Life  
Financial is exploding. Claims 
submitted online by plan 

members increased by nearly 
600 per cent during the 
past three years – with over 
4,000,000 e-claims expected 
this year alone. 

And the evolution and 
innovation continue. In 2011, we 
introduced online claims for 
mobile phones – the first of its 
kind in Canada to offer instant 
adjudication – with incredible  
success. There were 150,000 
downloads of the my Sun Life 
Mobile app and more than 
110,000 mobile submitted 
e-claims in the first year  
of launch.

The disintegration of the paper claim
Twenty years ago, nearly 100 per cent of claims submitted to Sun Life Financial used paper. Today, that 
number is just 16.7 per cent – and decreasing by 4.5 per cent each month. Over 80 per cent of claims are 
now submitted and settled electronically.

Electronic Claims: 83.3%

PDD claims 58.2%

Paper claims 16.7%

EDI claims 15.6%  

Web claims 9.0%  

Mobile claims 0.4% 

Provider Portal claims 0.1% 



The online trend is so 
pronounced that we’ve made 
paperless the new standard of 
claims payment for new group 
benefits clients and at renewals 
for existing clients with the 
recent launch of the e-volve 
program: The evolution to  
a paperless standard. 

Pushing the online 
envelope: 
look beyond 
claiming
The evolution from 
direct deposit, to 
online claims to mobile claims 
has led to a “tipping point” in 
the plan member experience, 
where increased plan member 
appreciation and engagement  
is now more dependent 
than ever on the quality of a 
provider’s online offering. 

And the online benefits 
experience is rapidly evolving 
beyond transaction and benefits 
information. Microsites like 
sunlife.ca/SignUpToSun  

– a site designed to convert plan  
members to the direct deposit 
and paperless claims statement 
model – can seamlessly 
integrate video, interactivity, 
and testimonials using plain 
language descriptions and 
relevant dialogue along with 
simple calls to action. 

The formula works. Visitors 
to this microsite were clearly 
engaged – with an average time 
on the site of six minutes per 
visit. The key: keep the messages 
simple and make it fun.

What’s in  
a game?
When you add 
the trend toward online 
gamification, you take plan 
member participation up 
another notch. By integrating 
gaming elements into non-game 
areas like group benefits, you 
put a fun twist on plan member 
education by making it both 
interactive (play the game) and 
social (compete with others for 
the highest score – then spread 
the word).

We piloted this concept in 
the spring of 2012 with a game 
that supported our paperless 
campaign. Plan members spent 
an average of about three 
minutes playing the “paper drop 
game” while seeing messaging 
interspersed throughout the 
game about the benefits of 
going paperless. Give it a try  
at www.playpaperdrop.ca.  
At the least, you’ll agree that  
the experience is more 
memorable and enjoyable  
than reading an e-mail. 

Get social  
with it
Another key way  
to “get the message 
out”is through social media 
channels. Integrating social 
media into a plan member 
engagement strategy has 
become an important and 
arguably critical consideration 
that presents a large opportunity. 

With 61 per cent of online 
Canadians accessing Facebook 
at least once a month,2 and with 
over 5 million Canadians on 
LinkedIn,3 a substantial portion  
of plan members are comfortable  
with, and use, social media. The 
trick is creating relevant, simple  
and fun content in which plan  
members will want to participate.  
You may not hit a home run the 
first time, but you’ll at least be 
in the game, and social media 
channels are a great way to test 
various tactics among different 
demographic segments to gauge 
their effectiveness. 

Our employees enjoyed it and it was a good 
way to remind them about the on-line services 
that Sun Life provides. We would be happy to 
participate in other campaigns that Sun Life may 
offer – anything to get the word out and make  
it fun in the process.

Jan Neiman, 
Manager, Pensions & Benefits 
Ryerson University 



Group Benefits are offered by Sun Life Assurance Company of Canada, a member of the Sun Life Financial group of companies.
PDF5833-E 10-12 clm-bm

Exceptional, online 
– Sun Life 
Financial 
As the first group 
benefits plan provider 
to offer online claims – and the 
first to provide claiming with 
instant adjudication through 
a mobile device – Sun Life 
Financial continues to take the 
simplicity and satisfaction  
of the online experience to  
a whole new level. As the 
industry leader in this area, 
we’re not standing still. As 
technology improves, so will 
we. For your plan members, it 
means an exceptional online 
experience, and a much richer 
appreciation of the benefits 
plan that you provide to them.

1 The Canadian Bankers Association
2 emarketer.com
3 LinkedIn

The 
approach to a great online 
experience

imple – A plan member can file an online 
claim in a few simple steps – jackpot! 
Everyone loves simple. Whatever a plan 

member does online, it’s got to be easy. No one has 
the time or patience to navigate through many layers 
to get where they want to go. 

atisfying – There are millions of sites and 
apps where people can go to get their kicks. 
Sadly, their benefits provider’s site is not one 

of them. So the online interaction must have meaning 
and relevance to be satisfying. Whether it’s filing a 
claim, adding a new feature, or getting information 
on their benefits or savings balances, if you make the 
interaction meaningful, you’ll have some very satisfied 
plan members. 

ocial – You don’t have to tweet ‘til you drop, 
or “like” anything, but interactivity is one of 
the most powerful features of the online 

world, so add some fun and social interaction when 
you can. Contests, games, comment features  
– anything that connects the plan member to his 
or her benefits community will drive a greater 
appreciation of their plan. 

Life’s brighter under the sun

Dave Jones  
Vice-President of  
Market Development, 
Group Benefits,  
Sun Life Financial Canada


