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About the survey
Since 2013, Willis Towers Watson has been researching how super funds 
engage with members using technology. We published Changing times: The 
digital shift in superannuation education and communication in 2013. As our first 
report in this series, we surveyed and interviewed 28 superannuation funds 
around how they were using technology to communicate with members, which 
communication channels and technology they were using, and what they saw 
the future holding. 

In 2015 we again conducted an online survey, with 17 superannuation funds 
responding. We also held a seminar where we asked funds how far they have 
come over the past two years, what challenges they were facing, and again, 
where their future priorities lay in terms of digital. 

This year we continued our research. We expanded the survey to include 
questions around topics such as digital strategy, robo advice, data analytics 
and the omni-channel approach. 16 corporate, retail, public sector and industry 
super funds responded, representing over 5 million members.  

This report is based on the results of the online survey and a roundtable 
discussion with some of the funds surveyed. 
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Background

The rise of digital is the third report in our series looking at 
the use of digital technology by superannuation funds to 
communicate with members. 

Our 2013 report, Changing times, showed that the use of 
digital member communication was in its infancy. Funds were 
very much testing what members wanted to use, and where 
their focus should be in terms of development and spend. 
Funds agreed that there was no one-size-fits-all digital 
solution, and the need to have a multi-channel approach was 
critical. Until recently, the focus had been on the fund website.

The average overall take-up rate of digital technology across 
eight categories identified in our 2013 survey (website,  
email, calculators, mobile apps, multimedia/video/YouTube,  
games/quizzes, Twitter and Facebook) was 45%. Funds 
expected this to increase to 77% by 2017. By 2015, this was 
already at 62%. 

In 2013, most member communication was still delivered  
by print, but funds predicted that this was set to decrease. 
By 2015, our second report, The shift to digital, showed  
that print had dropped slightly to 32%, from 38% in 2013. 

Funds were initially unsure about the longevity of social 
media in their communication strategies, with 23% using 
Facebook and 35% using Twitter. In 2015, this had risen to 
47% for social media use. 

By 2015, the scene had changed significantly. Our report 
highlighted that digital technology had increased across 
a range of channels. The top tools funds used were 
calculators, websites and emails. We saw the fastest  
growth since 2013 in games, apps, Facebook and Twitter. 
Websites were still seen as the most effective channel for 
reaching members. Funds grappled with practical issues 
such as data security, resourcing and cost. 

In 2013, both innovation and spending were conservative.  
Only 19% of funds described themselves as innovators and 
only 16% were spending more than A$150,000 annually  
on technology-based member education (excluding the  
fund website). 

2015 saw an increase in early adopters of digital technology, 
from 4% to 24%, while 59% of funds remained open to new 
ideas. Spending was also on the increase, with 35% of funds 
spending A$150,000 or more on digital communication 
(excluding websites).

While in 2013 funds’ future focus was very much on 
improving websites and mobile-enabled technology, by 2015 
this had been consolidated. Future trends were then themed 
around personalisation, using technology to deliver financial 
advice and the delivery of digital as part of a fund’s overall 
business strategy. 

Our 2017 survey continues to look at the effectiveness, 
benefits, risks and challenges faced by funds in their use  
of digital technology. These include personalised projections, 
online statements, security of member data and the 
importance of data analytics, particularly in reporting 
outcomes, personalising the member experience and 
justifying budgets.

We have also considered the next wave in the digital space 
(as identified by funds back in 2015) by also focusing on:

�� The use of robo advice and its role in providing member 
advice

�� The role data analytics plays in the overall digital strategy

�� The increase of personalised communication to increase 
member engagement. 
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Executive summary

The 2017 survey shows super funds’ use of digital 
technology is on the rise; 94% of funds are increasing their 
use of digital, with 6% maintaining their current level. 

This has come a long way since 2013, where the rate of 
uptake to digital platforms was slow and funds did not have 
significant budget to invest and were unsure of what changes 
the future would hold. In 2017, funds are increasingly using 
new technologies and refining existing ones. Budgets are 
therefore increasing, and stretch across a wide array of 
tools. Along with the range of digital tools being used, funds 
understand the importance of an omni-channel approach, 
allowing for an integrated and consistent member experience.

Funds understand they need to provide members with 
access to a range of tools. There is a 79% take-up rate of 
digital technology by super funds across the eight channels 
surveyed (see page 5) – just above the prediction of 77% 
back in 2013. 

The decline of print is slower than initially expected, still 
making up around 42% of a fund’s overall communication 
mix. This is in part due to compliance, but also as a result  
of members not opting into digital as quickly as expected.  

16

89%

31%

69%

94%

85%

funds surveyed, representing 
over 5 million members

accumulation phase 
members

increasing use of  
digital technology

funds surveyed had 
between $5b to $10b AUM

industry funds

13% corporate

13% public sector

5% retail

6%  
maintaining 
current level

25%  
over $25b

19%  
$10b to $25b

increased their spending by 
10% or more since 2015

There’s never a one-size-fits-all solution to communicating 
with members and there are some members who still want 
print, particularly for their statement or annual report.

ASIC has made changes to give relief to make electronic 
communication for prescribed disclosure documents easier. 
But, having said that, there are still regulatory requirements 
for funds to go through. 

Social media has been used more broadly than predicted, 
with 88% of funds using social media, up from 47% in 
2015 and 35% in 2013. Essentially members are driving the 
platforms that funds are using, rather than the other way 
around. 

Funds are leveraging sponsored content and building brand 
awareness and trust through social media (even if they are 
not talking about superannuation specifically). They have 
realised that social media is an integral engagement tool with 
their members and are devoting in-house teams to support 
this. It’s a move towards making super more approachable 
and relevant to the widest possible demographics.
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Funds also continue to innovate – although innovation means 
different things to different funds. Compared to our previous 
surveys, fewer funds consider themselves to be laggards 
and most funds are ‘open to new ideas and active, but still 
conservative’. Early adopters of digital technology grew from 
24% to 31% in 2017, with some funds realising they need to 
be at the forefront to be competitive. 

Overall, the benefits of digital are clearly visible – the key is 
creating personalised and targeted communication. This can 
be seen in the increase in funds driving effective engagement 
through personalised projections and online statements. This 
trend was identified in 2015 and has now come to the fore. 
Being able to communicate more immediately and frequently 
is also viewed as an important benefit, particularly as it 
provides the ability to drive members to action.

Challenges continue to emerge. Funds understand they  
need to be on top of their game when it comes to security  
of member data. The skills gap, which was a concern in  
2015, seems to have diminished as funds increase the size  
of their internal teams and turn to external providers for  
the specialist skills needed to produce things like apps  
and calculators.

To cater for the increasing digital technologies being used, 
budgets are, by necessity, increasing. 29% of funds are 
spending $1.5 million or more on digital technology. For 
each of our surveys we have had to change the buckets we 
use to capture funds’ spending. This is also partly reflective 
of the size of funds completing the 2017 survey. In 2013, 
the funds that participated in our survey included small 
corporates through to large industry and retail funds. As the 
consolidation of super funds has progressed, and assets 
under management have grown, so too budgets have risen. 

We have seen data analytics become increasingly important.  
Analytics provide super funds with a point of focus in terms 
of future initiatives, by understanding what is working and 
where members are spending their time.

77% of funds reported a high level of importance on data 
analytics in reporting outcomes to executive teams and as a 
means to justify growing budgets. Yet only 31% of funds are 
using data analytics across a range of digital tools. Funds 
have commented that a common barrier is that many other  
organisations now collect so much data that they don’t 
know what to do with it or simply what data to make  
a priority. 

Relatively speaking, data analytics is still relatively new 
in superannuation but it is driving how funds measure 
effectiveness and what they intend to invest more in. 
Currently, 92% of funds reported doing data analytics  
in-house.  

Segmentation of membership groups will be an important 
tool to inform the digital strategy. 

Half of funds are reporting the results of their analytics to 
key sponsors and executives but, if they aren’t currently, 
most plan to report to them in the next two years. 

Robo advice is being explored, but funds remain unconvinced 
of its merit over more traditional financial advice, particularly 
with the take-up rates low in other countries. Funds do agree 
though, that there is room to improve the current tools they 
provide to their advisers and members.

Going forward, funds will continue to follow their members’ 
technology habits to ensure they are in the right space 
to engage with them. Data analytics will help with this by 
improving funds’ knowledge of what members are using  
so they can target their budgets and resources. 
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Figure 01: Which online tools does your fund use to deliver financial education to members?

Key findings: the dominance of digital
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The tools funds are using and what’s working 

There is no one-size-fits-all solution when it comes to 
communicating with fund members using digital technology. 
Funds realise they have to be across a range of channels 
and all funds are increasing their use of digital technology. 

All funds surveyed are using calculators, the fund website 
and email to deliver financial education to members. 
Multimedia/video and mobile websites have also risen since 
2015, to 94%. Social media use has almost doubled since 
2015, to 88%. 

All funds are increasing their use of digital 
technology

This wide use of media is important for funds to ensure  
they are reaching members where members are – even  
if the messaging is somewhat similar. Peter Little at Cbus 
says: “We don’t lead audiences, we follow them. To reach 
objectives we have to cover more channels to do the  
same thing.”

The fund website along with calculators and email are 
paramount for funds to maintain and are seen by funds 
as their most effective channels (see Figure 01). These 
are also the channels members rely on for up-to-date 
information. 

Ingrid Gotz at TelstraSuper explains: “We send out quarterly 
statements and we have a large increase in visits to the 
website at that time, even though members can check their 
balances at any time.”

In relation to a fund’s website, Cameron Wood at Australian 
Catholic Superannuation & Retirement Fund added: 
“Transformation is not just about technology innovations 
and the disruption they cause in a business. It is also about 
how these innovations are adopted and used. A new website 
itself doesn’t deliver competitive advantage; rather there are 
many factors that contribute to a successful website. One is 
that the Marketing Team regularly need to produce relevant 
content that is personalised to our members’ needs to drive 
engagement and in turn conversion.” 

Funds are still assessing the usefulness of apps and how 
these should differ from a mobile responsive website. 
Carmelina Martin from CareSuper says that “apps shouldn’t 
be exactly the same as a website. There should be more 
value-add features and ability for members to quickly transact 
with their accounts, otherwise there is no differentiation  
for members to use the app over the mobile site.”

What this looks like for funds is still being worked through. 
Ingrid Gotz at TelstraSuper adds: “Consumers want an app 
but don’t always know what they want it to do.”
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Finding a point of differentiation is important. For members 
on the move or working offsite, the flexibility and familiarity 
of an app is important. Peter Little highlights the importance 
of apps for Cbus members: “We had 150,000 downloads of 
our app and as much traffic as our website. Our members are 
familiar with the concept of an app.”

Gaming and quizzes have seen one of the larger jumps since 
2015, increasing usage by over 2.5 times. Yet while usage has 
increased, the impact on members is currently perceived as 
low to medium. This may be because funds are trialling them 
as part of stand-alone campaigns. 

Ingrid Gotz at TelstraSuper says: “Gamification is part of 
our overall strategy to engage members and prompt action. 
Integration is crucial. We need an omni-channel approach  
to deliver the experience. There isn’t only one way to deliver 
the solution.” 

Funds have worked hard in recent years to increase their 
take-up rate of email and gain members’ email addresses. 
And the impact of this is showing with email effectiveness 
increasing (see Figure 02).

Says Callum Tod of HESTA: “Email is still a very effective 
tool for driving engagement. Our analytics certainly  
show that when we deploy email campaigns, traffic to  
the website spikes.”  

Yet while the use of digital technology is on the  
rise, it has not dominated in the way funds predicted. 
Printed materials are still in the mix, with 42% of funds 
continuing to rely on print (see Figure 03). 40% of overall 
communication is digital, with face-to-face and TV  
and radio advertising completing the mix. Explains  
Peter Little of Cbus: “We don’t have all of our members’ 
email addresses so print remains an important medium.”

Funds do believe the decline of print will continue with the 
prediction that, by 2022, printed communication will have 
dropped to 20%. 

Tim Anderson at UniSuper says: “We haven’t mandated 
only one form of communication and it’s ultimately about 
supporting member preference and choice. A print decrease 
has occurred and we expect it will continue to decline over 
time. Currently one of our largest communication costs is the 
printing of our PDS and member statements. Many people still 
click the box to say they want to receive printed statements.” 

Figure 02: How effective do you find these technologies?
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Figure 03: How do you expect to deliver digital communication? Both now and in 5 years...
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New channels on the rise

Figure 04 on page 8 shows the new channels funds are 
using since the 2015 survey. Overwhelmingly, funds are using 
more technology compared to the previous two surveys. 

94% of funds are using online statements (likely replacing 
paper statements). This may be related to the popularity of 
online projection statements and member portals, as often 
the data from portals/statements can be used for member 
projections. Online statements also allow members to click 
through to take immediate action.

Callum Tod at HESTA observes that the annual statement 
cycle is still incredibly important as an engagement tool for 
funds: “Members expect to receive their annual statement 
and in that context it’s a rich engagement opportunity 
that we want to maximise. Member statements are one of 
those ‘pivotal moments’ where we can deliver high-quality 
information like personalised retirement projections that are 
very effective at driving positive actions.”

Cameron Wood of Australian Catholic Superannuation & 
Retirement Fund agrees, particularly with their introduction 
of projections at statement time: “The take-up of our 
members using the superannuation projections we provide 
as part of our annual statements has been overwhelming.” 

“This has had a positive impact on the number of members 
seeking our financial advice services at the Fund.” 

However, with super there is less incentive for regular 
engagement, given the ‘set and forget’ mindset. This  
means members aren’t going online daily or weekly as  
they may with online banking, or monthly as with some  
utility providers. So the ease of remembering how to login 
to your account is part of the battle.

Arpie Tchilinguirian at Maritime Super talks about 
their move to online statements: “We produced online 
statements last year and the transition went well, in fact we 
experienced a rise in PIN enquiries and members logging in 
for the first time.”

Tim Anderson of UniSuper notes: “Three years ago we 
expected to be providing the majority of our statements 
electronically and now we think it is still some way off.  
We still think it’s inevitable but the number of members 
opting-in for paper statements is different to our initial 
expectations. It shows that the printed channel is still  
valued by many of our members.”
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Figure 04: What new channels are you using and how effective are they?
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It is somewhat surprising that the pace of opting into 
online statements has been slower than expected. Driving 
members to go online is perhaps hampered by the need 
to remember a member number and password, so the 
experience is not as easy as members would like. 

Among the new channels that funds are exploring is online 
chat and interactive tools (this is included in “Other” in 
Figure 04). As consumers, members are used to being 
able to use a chat function via a retail or utility website, so 
for funds to offer a chat feature makes sense. It’s another 
example of funds following members’ technology patterns. 

Tim Anderson of UniSuper says: “Our NPS (Net Promoter 
Score) is one of the highest for online chat. People don’t want 
to wait to ask a question when they are already online. At 
UniSuper, we are selective about how we use chat. We ensure 
it is used in a service-oriented way to help members – not for 
sales purposes. We know our members’ pain points and we 
know how long they have been onscreen and we try and help 
them where we can.” 

“Chat is now one of our most successful service channels. 
We’ve definitely seen an impact on our call and email volumes 
as a result of the online chat function. We aren’t using a 
chat bot. Agents can drop into a member’s screen. We are 
operating it in similar hours to the call centre.”

Callum Tod of HESTA adds: “We have launched a chat bot 
that’s exciting because it handles standard queries, freeing 
up our people to have more high-value conversations. From 
a long-term perspective, the ability of Liz, our chat bot, 
to continually refine and improve responses means we’re 
delivering an ongoing efficiency at relatively low cost.” 

Artificial Intelligence (AI) and chat bots remain an area of 
potential growth in superannuation fund member services. 
How AI can best be leveraged is still being discovered and 
super funds are actively exploring this technology. As super 
funds have trialled various digital channels in the past five 
years, AI needs to be tested to see where it can add the 
most value.
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The great unknown: robo advice

Robo advice, although highly talked about, is still in an 
immature phase with few funds seeing it as being very 
effective yet. 

Callum Tod of HESTA explains: “So-called robo advice is 
still fairly new and we’re seeing a small but growing number 
of members taking the opportunity to transition from 
calculators to generating a personalised statement of advice. 
Having said that, the opportunity to deliver to more members 
advice at scale is an exciting one, particularly for a significant 
proportion of members who can benefit from understanding 
simple steps they can take that can make a real difference to 
their retirement.”

Peter Little of Cbus adds: “There are plenty of people 
selling robo advice solely as a means to distribute financial 
products. But there’s a bit of a philosophical divide between 
‘guided decision making for the members’ benefit’ versus 
robo selling.”

However, in the adviser space there is still opportunity for 
improvement, whether through robo advice or improving 
other tools financial advisers are using. 37.5% believed the 
current technology used by advisers is effective and of a 
good quality and 25% don’t agree at all. 94% of funds are 
looking to provide more tools to their financial advisers. 

There is still opportunity for improvement, 
whether through robo advice or improving 
other tools financial advisers are using

Explains Tim Anderson of UniSuper on their approach to 
member advice: “Based on demand, we’ve invested heavily 
in expanding our financial advice services.”

“We worked closely with Willis Towers Watson to introduce 
scaled advice technology and have improved the efficiency 
in the back office, reducing the time for producing a 
Statement of Advice from more than an hour in some 
cases to less than 15 minutes.” 

This increased automation in the existing advice delivery 
process will continue to improve services provided to 
members, with enhanced benefits and effectiveness, as well 
as driving down the cost of advice provision. This will only 
continue as more funds embrace and increase automation.
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Where are funds spending their budgets?

Spending is still growing. We found that 29% of funds are 
spending $1.5m or more on digital technology and 86% of  
funds spend $150,000 or more (see Figure 05) compared 
to approximately 35% in 2015 and 16% in 2013.

29% of funds are spending $1.5m or more  
on digital technology

85% of funds have increased their budgets by more than 
10% over the past two years. This compares to 75% of 
funds in the 2013 to 2015 period.

Callum Tod at HESTA says: “We have a digital first approach. 
However, we know that some of our members still  
prefer getting information in traditional channels. In a 
customer-centric world it’s not about communicating  
via the lowest cost channel, it’s about being heard, and 
creating action.”

Peter Little of Cbus says: “Investment in technology is 
an inevitable part of matching and hopefully exceeding 
expectations of our members and employers. We can’t 
avoid it and remain competitive. The evolution of digital 
channel management and investment is ongoing.” 

Spending is unsurprisingly more heavily weighted to digital 
tools considered most effective such as fund websites  
and portals, with funds spending more to get them right 
(see Figure 06). 

The “Other” category (which includes online chat, sms, 
webinars) also rates highly as funds experiment with newer 
technologies. This will grow over time as funds seek to 
further enhance the member experience.

Increasingly, super funds are developing their in-house 
teams to do a large amount of the day-to-day development 
of their digital strategy and content (see Figure 07). 
When it comes to specialist technology, such as website 
development, apps and online calculators, they look to 
outside providers. 

Having in-house specialists has also helped with resourcing 
issues to manage queries and complaints coming via social 
media, which was a concern in prior surveys.

Increasingly, super funds are developing  
their in-house teams

Tim Anderson highlighted a recent development at UniSuper: 
“Video communications have become a really important 
part of the overall communications mix. We now have a 
permanent staff doing video for us in-house.” 

Other funds agree. Creating video content is an area funds 
are looking to source in-house, with this number predicted 
to grow from 31% currently to 54% in 2019. 

The design of the fund’s digital user experience (UX) and the 
user interface (UI) is another area funds are looking to move 
in-house over the next two years, with both predicted to grow 
to 54% by 2019 (from 23% and 31%, respectively, in 2017). 
However, only a small number of funds are looking to take on 
their website development internally (see Figure 07). 
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Figure 05: How much are you spending on digital technology? Figure 06: What are you spending your budget on?
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Figure 07: Do your digital technology skills come from in-house or do you outsource?
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Social media: the place to be

Despite earlier doubts, social media has taken off 
within super funds. 88% of funds are using social 
media platforms like Twitter, Facebook and LinkedIn to 
communicate with members, compared to 47% in 2015 
and 35% in 2013 (see Figure 08). 

Funds believe it is an important platform. Given 
members are using social media, funds need to be 
present and part of the conversation. This allows both 
brand building and the ability to develop trust. It is also 
an important way to engage with younger audiences. 

Despite earlier doubts, social media has 
taken off within super funds

Peter Little of Cbus says: “We use social media for 
brand building, focusing on certain demographics and 
this works well for us.” He also added: “We are using 
games/questions on social media to engage younger 
audiences.”

Arpie Tchilinguirian of Maritime Super highlights:  
“We get good engagement on social media particularly 
for industry-specific posts around trivia, mottos and 
imagery. We use it more as a brand-building tool.”

2013 2015 2017
35% 47% 88%

Back in 2013, funds surveyed were unsure as to the 
extent and brand impact that social media would have. 
The expectation was that by 2017 usage would be 54% 
for Twitter and 50% for Facebook. 

Says Callum Tod of HESTA: “In 2013, we were building our 
audience on Facebook through page likes. The landscape 
has changed. Now social media providers are monetising 
their platforms by charging brands to get their message 
out. With the average Australian spending something like 
25 hours a week on their phones, we can’t ignore this 
chance to tell our story.”

Facebook’s most recent data shows around 70% of  
the Australian population are active users – that’s 
around 17 million users monthly. LinkedIn and Twitter 
have 4.2 million and 3 million monthly active users, 
respectively1. That makes social media a critical  
place to be. 

1 Cowling, David. “Social Media Statistics Australia” – August 2017.

Figure 08: The growth of social media by super funds
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Innovation is growing

Compared to the prior surveys, fewer funds consider 
themselves to be laggards and the number of early 
adopters has increased (see Figure 09). 69% of 
respondents considered “innovation” to be a combination 
of creating new digital technology from scratch and 
using current technologies available to suit members’ 
needs. In this sense, Tim Anderson of UniSuper 
describes themselves as “…a ‘fast follower where it 
makes sense’”. 

Again funds seem to be following the lead set by 
consumers, in terms of how they interact with retailers 
and other providers. Peter Little of Cbus explains: 
“Migration to digital formats has in part been led by 
other providers putting things online, like gas and 
phone bills, under the premise of convenience and 
environmental benefits”. 

Innovators

Early 
adopters

Open to new ideas 
and active, but still 
conservative

Laggards

4%

32%

24%

54%

59%

56%

6%

6%6%

11%

23%
19%

2015

2017

2013

Peter Little of Cbus adds: “Many industry funds were 
largely passive around digital up until the last three to 
four years. There’s been a big investment to get things 
up and running. Our organisations are evolving, we 
have growing teams with more technical capabilities. 
We do more than just produce digital brochureware.  
It is a never-ending commitment.”

Cameron Wood at Australian Catholic Superannuation 
& Retirement Fund says: “Organisations globally 
are embracing digital transformation in order to 
meet the changing business landscapes that they 
face. We are introducing a suite of new technology 
including a public website, member portal and 
business intelligence platform, all aimed at improving 
the member experience and delivering against our 
strategic objectives.” 

Figure 09: How would you describe your fund’s general level of innovation?
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A roadmap to technology: the digital strategy

A digital strategy is a crucial roadmap to the 
development of a fund’s digital offering and guides both 
short and longer-term planning. This year we asked 
funds for the first time about their digital strategy and its 
effectiveness. 77% of funds now have a digital strategy 
in place and: 

�� Most funds review their strategy annually

�� About half of funds get executive management to 
both set and review the strategy

�� 60% of funds are partly achieving their goals; while 
40% are succeeding.

There is clearly still room for improvement and it isn’t 
easy. Successfully implementing a strategy in an area 
that is constantly evolving is hard.

The need for improvement may come down to data 
analytics and how funds are tracking their progress. 

77% of funds reported a high level of importance on 
data analytics. Yet only 31% of funds are using data 
analytics in the areas highlighted in Figure 10. 
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The ongoing challenge is to use analytics to drive a more 
personalised and effective experience for members.

Segmentation of membership groups will be an important 
tool to inform the digital strategy. 

Half of funds are reporting the results of their analytics 
to key sponsors and executives but, if they aren’t 
currently, most plan to report to them in the next  
two years. 

Cameron Wood of Australian Catholic Superannuation 
& Retirement Fund says: “A common barrier with data 
analytics is that many organisations now collect so much 
data that they don’t know what to do with it or simply 
what data to make a priority. It is critical that you have a 
clear data strategy in order to optimise data analytics.”

Currently, 92% of funds reported doing data analytics 
in-house. 

Figure 10: Which digital tools does your fund have analytic measures for?
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Figure 11: What do you see as the benefits in using digital technology?

The key benefit of digital technology is creating personalised 
and targeted communication (see Figure 11 which shows 
the ranking of benefits). 92% of funds have a plan to provide 
a personalised member experience. This is reflected in the 
number of funds using personalised video statements and 
online personalised projections. 

The key benefit of digital technology 
is creating personalised and targeted 
communication

And 54% said they currently have the ability to tailor the 
member experience based on a member’s recent online 
behaviour or interactions. For those not currently already in 
this space, most plan to implement it in the next two years.

Cameron Wood at Australian Catholic Superannuation 
& Retirement Fund says: “We are heavily leveraging 
technology to enhance our member experience. This 
includes a new member portal which pre-populates forms, 
calculators and projections for members to make the 
process simple and efficient.” 

Benefits of digital are increasing

“This ensures a more personalised experience as this 
strategy is delivered consistently across all channels 
including a new public website that will be fully responsive. 
We have ramped up our social media footprint and all 
channels will be mobile first which suits our member 
preferences.”

Interestingly, the cost savings from going digital are still only 
a benefit in degrees. Funds can justify their budgets when 
they see increased growth, transactions and engagement – 
that’s the positive.

Yet as member expectations increase and new technology 
platforms are added, cost effectiveness is a benefit that 
may soon disappear. As funds have noted previously, while 
the day-to-day costs might be less, the initial outlay to get  
a new platform up and running can be substantial.

Personal and targeted

Immediate, frequent and  
interactive communication

More accessible  
and wider reach

Allows self 
education

Measurement  
is simpler

Cost effective



16   willistowerswatson.com

Figure 12: What do you see as the risks and challenges in using digital technology?

Security of member data is a priority for super funds  
(see Figure 12 which reflects the risks and challenges funds 
are facing). This challenge is consistent with the findings 
from the 2015 survey.  

Security of member data is a priority

Regulatory risk has moved up the ranking of challenges 
since the 2015 survey (to 2nd place, from 5th). 

Resourcing and cost has moved down along with 
responding quickly to queries – this seems consistent 
with the fact so many more funds are developing their 
own internal teams (see page 11) and are also better 
at managing their social media presence to respond to 
queries quickly. 

Brand damage and stakeholder management are still 
considered risks, but at the lower end of the scale.  
Funds have found that often the best way to face the 
challenge of brand damage through negative social media 
is to engage with it directly. 

Callum Tod of HESTA adds: “Social media is a channel for 
members to let us know what they’re thinking. When they’ve 
had an experience that they feel could have been better, we 
take that opportunity to help them. It’s actually a great way 
of showing what your brand stands for and how much you 
value your customers. But you have be nimble and responsive. 
Brands that ignore customers on social are typically not 
listening in other areas of the business.”

The challenges continue to emerge

Security of member data

Regulatory/risk 
governance

Keeping up with 
continuous change

Resourcing  
and cost

Increasing 
members’ 
awareness of 
technology

Responding 
quickly to 
queries/
complaints

Brand 
damage

Managing 
stakeholder 
expectation
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Where to from here?

How should an app differ from a mobile 
website?

With websites being mobile device responsive, do funds 
also need to have an app? And if they do, what makes it 
unique enough to drive members to download it? This is the 
issue that funds are currently dealing with as they negotiate 
their way as to whether to include apps as part of their 
digital technology suite. 

Are apps something funds need to spend money on? 
With the number of tools that funds are managing at the 
moment, there could be an argument to say, “why bother?” 

However, if having an app means driving more members 
to your fund then maybe it is worth it. Funds still need 
to create brand awareness, education and a desire for a 
member to want to engage – which may start with other 
digital tools. An app is just another tool to drive a member 
to engagement. 

AI – is there a point where you lose human 
interaction?

While some funds have started to explore chat bots, AI 
still seems a very much a futuristic idea. Problem solving 
a member’s simple queries with a chat bot seems like an 
effective use of technology. The more complex queries are 
likely to still require a human interaction point.

However, as we have seen, it takes time for compliance and 
regulation in super to catch up with technology. This may 
hold back the adoption of some new digital channels. Funds 
must grapple with these risks and challenges.

Is there a digital saturation point in the  
broader world that will influence digital in  
the super world?

In our roundtable, funds talked a lot about following digital 
trends more broadly and using this as a way to influence 
their own future direction. This means funds need to utilise 
their internal resources to be watching, learning and trialling 
new technologies that become popular and to assess what 
sticks with members. 

Following the broader digital trends can be beneficial. It 
allows funds not to need to invent their own technology 
but rather adapt technology that is already being utilised. 
Something that members are already familiar with, such  
as apps. 

But technology can’t just be used for technology’s sake. 
Like the debate over the use of apps by super funds, it 
needs to contribute to a fund’s member experience and 
create positive outcomes for their retirement strategy to 
assist funds to justify their investment in a new technology.

Do members want to check their super like they 
check their bank account balance? 

With so much development in the digital space over the 
past five years, it makes sense that funds are continuing  
to test a number of digital options to see what works best 
for their members. 

We know that superannuation isn’t like other services.  
You don’t need to check your super account daily or  
weekly like you do with a bank account. However, long-term 
engagement, trust and loyalty are all things funds crave. 
So finding the right balance of tools that provide this to 
members is critical. A social media strategy is particularly 
crucial here.

What are some of the key questions funds should be asking 
as they plan their digital paths? Here we consider what some 
of the future trends might look like for super funds. 
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Personalisation of communication continues to be critical 
for funds and technology is a way to do this with greater 
ease. Being able to show the relevance of their super 
outcome through personalised projections or online tools 
naturally creates a sense of ownership by the member 
which can lead to increased engagement. 

Personalising super communication will continue to grow  
to a point where it is the norm rather than the exception. 

Will data analytics have a greater role  
to play?

Data analytics will feed funds’ knowledge to understand 
the best tools to use for their members and where to focus 
their budgets. The use of data analytics can only increase. 

The more funds can learn about how the digital tools their 
members are using are driving member outcomes, the  
more they can target their communication to make it more 
personal and engaging. Data analytics can reveal what 
is working already and what can be improved. It will also 
assist funds in managing resources and budgets. 

Digital tools can also be used in a more targeted manner, as 
we have seen with social media, which tends to be used for 
brand awareness rather than as a member education tool. 

Do we have to be everywhere for everyone? 

Consolidation of digital tools will come – it has to. However, 
this will bring a greater focus on an omni-channel approach 
to ensure a more consistent and co-ordinated member 
experience. 

In the short term, funds will continue to explore a range of 
digital tools, but longer term, given limited resources, only 
those that drive member engagement and contribute to a 
fund’s overall strategy will survive.

What will this look like? AI, robo-bots or something we 
haven’t thought of yet? Watch this space. What we do  
know is there will be more to come.
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2013 – Changing Times 

28 funds surveyed

�� Multi-channel approach to increase

�� 57% of funds had increased digital communication spending over the past year

�� Short-term focus: mobile websites/websites

�� Mid-term focus: apps & calculators

�� Unsure about longevity of Facebook & Twitter

�� Traditional printed methods set to decrease

2015 – The Shift to Digital

17 funds surveyed

�� Increase in digital technology use across range of channels 

�� Top tools: calculators, websites, emails

�� Fastest growth since 2013: games, apps, Facebook, Twitter

�� Top tools in five years: apps, websites/mobile, webinars

�� What’s considered effective doesn’t always link to what funds expect to use

�� Funds grappling with practical issues

�� Priority: extend technology to facilitate financial advice

Our past research

The shift to digital: How far have we come?
Technology-based financial education in the super industry 

March 2016

 Changing times  
  The digital shift in superannuation education and communication  

You can search for our past reports from the homepage at www.willistowerswatson.com.au. 
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