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Introducing 

the Study  
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Setting context – key IGC legal duties 

Assess ongoing ‘value 

for money’ for relevant 

policyholders 

Act in the sole interests 

of policyholders 

Engaging with members to 

understand what you value is key 
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How successful have IGCs been in engaging 
members? 

 

Member 
survey 

(individual) 
Focus groups 

Employer 
workshops 

Member 
roadshows 

IGC mailbox 

Typical approaches in the market in Year 1 

Consensus that everyone has more to do 
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Ground-breaking industry wide research study 

 

 
Understanding 

the voice of 
the member 

Independently 
co-ordinated 
and highly 

robust 

Qualitative 
and 

Quantitative 
phase 

11 of the 
largest IGCs 
and providers 
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How will insight from the study be used? 

As providers, to focus 

plans and activity on 

what members care 

most about 

As IGCs, to hold 

providers to account 

to deliver on what 

members care most 

about 

And potentially, for 

policymakers to 

consider for policy 

decisions around 

what members care 

most about  

Aim is to improve member outcomes 
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Over to  

NMG 



‘Value for Money’ Member Research:  

Findings from the NMG Consulting Study 2016 

 

 

February 2017 



Methodology 

  

QUALITATIVE STAGE 

 Key aim to articulate the attributes of importance to 

members when thinking about their workplace 

pensions – using the members’ voice 

 Focused on member motivations, needs, 

perceptions, understanding and factors of 

importance when considering VfM 

 Two full-day deliberative workshops with a total of 

46 active members – combination of discussion, 

tasks, education and consideration – to ensure top-

of-mind and latent perceptions were uncovered 

 Analysis enabled a long list of attributes to be 

developed, used to drive the quantitative phase 

 

Highly robust, member driven approach to understanding VfM 

QUANTITATIVE STAGE 

 Key aim to rank attributes by importance and assess 

provider performance against attributes 

 Online survey undertaken using provider supplied 

member contacts – over 200,000 members’ data 

received from active and legacy 

 Questionnaire incorporated questions on pension 

awareness, importance of attributes from Qual, 

attribute usage and provider rating  

 MaxDiff used to rank attributes – providing utility 

scores for each attribute to enable a more accurate 

analysis of relative importance 

 



Respondent Profile 

  

  

We achieved an outstanding 15,080 respondents and screened out 9% based on quality to achieve a total 
respondent base of 13,742 
  



Executive summary (1) 

 Members are not engaged with pensions but believe they are important: Strong emotive and functional barriers 

prompt individuals to adapt an avoidance strategy. Despite this, the majority of members perceive their workplace 

pension to be important for their retirement income 

 

 Perceptions of what value for money means focus around ‘good returns’: In the quantitative research this is the 

Number 1 rated attribute; the qualitative research reveals this is perceived by members as achieving a good 

outcome at retirement, underpinned by the amount of total contribution going in and quality of the pension 

provision and member experience 

 

 Strong emphasis on the importance of trust and protection: ‘Controls & safeguards’ and ‘reputable financially 

strong pension provider’ are both top 4 attributes 

 

 ‘Charges’ are not front of mind and are not in the top 10 attributes when rated in the Quantitative research; Qual 

highlights quality of the overall pensions experience is more important 

 

 

 

 

 

Clear factors have emerged to focus Industry on what members value most 
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Executive summary (2) 

 

 

 

 

Clear factors have emerged to focus Industry on what members value most 

5 
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Overall Satisfaction and VfM scores average at 6.2 and 6.4 respectively; a baseline for the future 

 

Education and ongoing support is going to be hugely influential: Vital for increased awareness and usage of 

existing attributes and will create a greater sense of empowerment; the research revealed there is a great deal 

of willingness to engage if the barriers can be peeled away 

 

VfM for members will be achieved through a combination of education and delivering on the attributes that 

underpin it – with tilting by segment to account for variations by type 

 

Going forward awareness and experience of the attributes needs to increase for members to more broadly be 

able to assess and rate them – this is a significant challenge for product providers and their IGCs in the 

coming years 
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Member perceptions around pensions highlight fears and 
uncertainty 

 14 
Qualitative findings 



There are gaps in knowledge …… 
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Beliefs around topic complexity and personal disempowerment are reinforced by not knowing 

where to look for information 

Scepticism is evident  
E.g. tax relief benefits and employer 

contributions may be “too good to be 
true”. Some expectations that “there 

may be a catch” 
 

 
 
 

Marked lack of knowledge around charges 
including: 

 Awareness that charges are being paid 
 Amount/percent, and what they relate to 

 Charging structures  
 

What is known… 
 
 Employers contribute 
 The pot is exposed to risk – no guarantees 
 At retirement, decisions need to be taken 

on how to access the pot 
 The money is inaccessible prior to 

retirement (“locked in”) 
 A range of income solutions is available at 

retirement 
 

What is not known… 
 
 Charges – many unaware they are paying anything 
 Tax relief benefits - many unaware 
 Ability to make ad hoc lump sum contributions or how 

to go about this 
 Facility to choose funds 
 Details of pension freedoms (especially under 35’s) 
 Different types of pension schemes 
 Funds (or even sectors) invested in 
 How to retrieve historical pensions and who runs them 

 

Qualitative findings 



…. and misconceptions that impact behaviours 
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These are often responsible for discouraging members from paying in larger contributions 
(aside from affordability) 

This reinforces perceptions that workplace pensions are: 
 Complex  and impenetrable 
 Beyond their control 
 Risky and ‘a bit of a gamble’. 

Belief that pension pot may be lost if the: 
 Pension provider goes bust 
 Employing company folds 
 Member moves jobs 

 

Other common misconceptions 
 There is a ‘kick-back’ for employers (from the 

provider) 
 Tax relief may not be applied (or lack of 

awareness that it is even a benefit) 
 Members have no say in the choice of funds 
 No charges are being paid and/or the 

employer pays all the charges 

“The biggest barrier is the end 
product. The pension is totally different 
to what you started with. What will I get at 

the end?  It could be spent elsewhere” 

“It’s a worry. Pensions are not 
going to be worth what they 
are now. The financial markets - the 

value in the future - it might be better to 
put it under the bed.” 

Qualitative findings 

“It’s only measurable when 
you get to retirement and 

see the benefit. Until then it 
feels like a risk” 



However members believe their workplace pension to be 
important 

  

Members of all ages and balances perceive their workplace pension to be important for retirement income 

Secure income at retirement  

A way to save 

Future financial security for 
spouse/family 

Tax benefits (minority) 

Drivers towards pension saving  

Affording the desired lifestyle in 
retirement 

Qualitative findings 
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While getting a good return was top priority, VfM considerations were seen as a combination 
of product and service related factors (quality dominating cost considerations) 

 
 A good return on investments / value of the pot at retirement 
 Not making a loss on what has been paid in 

 Simple, understandable 
language 

 Calculators and tools 
for visibility of outcome 

 Regular updates  
 Multiple contact 

channels including 
online, phone and 
option for face-to-face 

 
 Reputable 

brand / 
financial 
strength 

 Controls 
and 
safeguard 
to ensure 
the pension 
is safe 
 

 Employer 
contribution levels 

 How the money is 
invested 

 (Comms around) 
tax relief 

 Flexibility around 
contributions 

 Guarantees 

Qualitatively, members identified four main areas that 
contribute to VfM 

Support Product Charges Security + + + 

A good outcome at retirement 

 Reasonable 
charges 

 Higher cost 
fund for 
higher 
performing / 
higher 
quality 
experience 
 

Qualitative findings 



MaxDiff: Overall Findings   

Returns, security, contribution support (employer/tax relief), retirement income options, accuracy and clear 
communications are the attributes most valued by members 

A ‘good return’ and ‘controls and 

safeguards’ are the leading ‘Value for 

Money’ attributes. 

These are followed by a cluster of 

structural (‘financially-strong 

provider’, ‘tax relief on 

contributions’) and proposition 

(‘employer contributions’, ‘flexible 

options to take pension income’, 

‘guarantee to get back as much as 

paid in’) attributes. 

The next tier of valued attributes are 

‘accuracy’, ‘clear communications’ 

and ‘access to a range of funds’. 

Results were reasonably consistent 

across the membership of each 

provider.  

Quantitative findings 



MaxDiff by Member Fund Balance 

  

  

Within the £250k+ segment, ‘guarantees’ fall in importance but ‘charges in line with market average’, ‘access 
to range of funds’ and ‘option to choose higher risk funds’ increase 

Quantitative findings 



MaxDiff by Member’s Age Band 

  

  

The number of ‘highly appealing’ attributes (score over 150) increases with age as does the importance of 
‘flexible options for how to take pension income’, ‘accurate admin’ and ‘clear and understandable comms’ 

Quantitative findings 



Attributes Awareness and Usage 

  

Awareness is a lot higher than usage on pensions features, including on priority attributes like ‘access to 
range of funds’, ‘flexible options for how to take pension income’ and ‘guarantees’; Awareness and usage is 
often lower amongst legacy members. 

Notes: ** Highly appealing attributes on MaxDiff. * Appealing attributes on MaxDiff. 

* 

** 

** 

Quantitative findings 

‘Not offered’ or ‘not sure if offered’ in 

grey on left of chart – notable 

proportion not getting access to 

features that are likely to be offered 

by their pension provider highlights 

communications issues 

 

‘Aware of’ or ‘used’ in blue on right of 

chart highlights low usage levels for 

several attributes 



MaxDiff by Features Used 

  

Usage of a feature/service did not necessarily improve the relative importance of the attribute; however 
importance lifted significantly for ‘access to range of funds’ and ‘telephone’ support’ amongst users of these 
services … 

Quantitative findings 



Performance benchmarking: Overall satisfaction and VfM 

  

Aggregate ratings are slightly higher for VfM compared to satisfaction and ratings increase slightly with 
member fund balance and age. Ratings by legacy scheme members are lower across all segments  

Performance rating by member’s fund balance Performance rating by member’s age band 

Quantitative findings 
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What we have 

learned 
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What we have learned (1) 

 

Members are not engaged 

with pensions but believe they 

are important 

Focus around 

“good returns” 

Trust and protection 

is important 

Charges not front of  

mind –  needs to be  

pension “in the whole” 
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What we have learned (2) 

 

Targeted and “channelled” education can make a difference 

Knowledge gaps can limit confidence in  

pensions and members’ levels of engagement 
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Next steps 
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What are IGCs doing with the results? 

Assess findings at overall and 

provider level 

Scrutinise those attributes 

where their provider is scoring 

less highly than it should 

Consider extent to which results 

deviate from expectations 

Make recommendations  

for change 

Holding providers to account 

and feeding assessment into 

other areas of challenge 
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What are providers doing with the results? 

Assess findings at  

overall and provider level 

Scrutinise those attributes 

where provider is scoring less 

highly than it should 

Consider extent to which results 

deviate from expectations 

Mould communications and 

“channelling” to increase 

member understanding 

Use insight to feed into 

proposition development 

decisions going forward 
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A key focus for 2017 and beyond continues…. 

As providers, to focus 

plans and activity on 

what members care 

most about 

As IGCs, to hold 

providers to account 

to deliver on what 

members care most 

about 

And potentially, for 

policymakers to 

consider for policy 

decisions around 

what members care 

most about  

Listening to the voice of the member 
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Any Questions? 



Value for Money Attributes 

The qualitative phase assisted with the definition of 23 VfM attributes for quantitative testing 

 Notes: * These attributes had additional information icons to explain specific terms 

Short Label (for reporting) Full Label (viewed by members) 

1. Access to online calculators and tools Access to online calculators and tools that help me work out how much I should be contributing (to my pension) 

2. Email updates Email updates telling me how my pension is doing 

3. Mobile app A mobile app that allows me to check how my pension is doing 

4. Telephone support Telephone support to answer my questions 

5. Seminars at work Seminars at work to help me understand my pension 

6. Easy way to change amount to pay in An easy way to change the amount I pay into my workplace pension 

7. Simple to transfer old pensions into current A simple process for transferring my old pensions into my current one 

8. Option for personalised financial advice The option for personalised financial advice about my pension (at extra cost) * 

9. Access to range of funds Access to a range of funds with different levels of risk, meaning I have a choice on where my pension money is invested 

10. 
Guarantee that I will get back as much as I pay 
in 

A guarantee that I will get back at least as much as I pay in – even if this potentially means lower investment growth on 
my pension pot 

11. Standard fund that needs no decisions A standard fund where my money gets automatically invested so I don’t need to make any decisions * 

12. Option to choose a higher risk, higher cost fund 
The option to choose a fund that is higher risk and higher cost but that can potentially produce a larger pot for me at 
retirement * 

13. Option to receive premium service The option to receive a premium service and experience for a higher charge * 

14. Flexible options for how to take pension income Flexible options for how I can take my pension income in retirement 

15. Rewards and special offers for loyalty Rewards and special offers for being a loyal customer 

16. Clear and understandable communications Clear and understandable communications about my pension 

17. Good return on my money A good return on my money 

18. Employer pays in at least as much as I do My employer pays in at least as much as I do 

19. Tax relief on pension contributions I receive tax relief (government top up) on my pension contributions * 

20. Controls and safeguards Controls and safeguards to ensure my pension scheme is safe and secure and working as it should be * 

21. Accurate administration and reporting Accurate administration and reporting of my pension scheme 

22. A reputable, financially-strong pension provider A reputable, financially-strong pension provider 

23. Charges in line with the market average Charges in line with the market average 


