





How does it work?

We use eNroll-zone to:/

® Analyze current participation and segment by age, income,
class, marital and dependent status, and any other demographic
information provided by the employer.

e |dentify the “sweet spot” for targeted communication.

For example — non-participants in their

prime earning years with families.
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e Create an expanded profile of non-
participants and segment further using
direct surveys and consumer behavior
database research:

- Where do they live?
- What do they do for fun?

——

Employees most likely to participate in the group life program
are 39+ years old and have a salary of $40K+

- Key influencers for purchase behavior?
- What financial products do they own?

- Why haven’t they purchased group life
insurance in the past?

Source: Claritas PRIZM NE Copyright 2004

The “City Center” segments share a middle-class
status and dominant family orientation

* Develop and distribute personalized communication
targeted to these segments.
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® Report changes in
participation and
monitor population
for changes in
makeup.

\

Participation
Report

for your
Company



Minnesota Life Insurance Company
A Securian Company
www.lifebenefits.com

400 Robert Street North
St. Paul, MN 55101-2098
1-800-606-LIFE (5433)

©2008 Securian Financial Group, Inc. All rights reserved.

F64075-1 3-2008
A00755-0308

Securian Life Insurance Company
A New York admitted insurer
www.lifebenefits.com

300 Park Avenue, Suite 1700
New York, NY 10022
1.866.976.7827 o 212.572.6458



