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Despite the many challenges we’re experiencing both 
locally and globally when it comes to the economy, the 
employee benefits (EB) industry continues to show 
remarkable levels of resilience. During the height of the 
Covid-19 pandemic, it was evident that the right financial 
protection was not only necessary, but critical, to support 
employees who faced concerns linked to job security, 
health, and wellbeing, and protecting their loved ones. 
 
As it stands, global economies are still slowly recovering 
following this tumultuous time. Over the coming months, 
insurers are cautiously optimistic about the emerging new 
growth opportunities.

This is where we come in.

At Momentum Corporate, we aim to lead the way with 
exciting product and employee benefits innovations to 
address employer challenges at the same time as engage 
and appeal to employees. For us, it is critical to have a 

Dumo Mbethe

Chief Executive Officer
Momentum Corporate

deep and nuanced understanding of the world of EB, and 
so this annual research not only helps to showcase where 
we are, but also motivates us to get to where we need to 
be. Ultimately, the goal is to bring these insights to life and 
better partner with financial advisers and employers to 
enable them to make employee benefits more accessible to 
all employed individuals in South Africa.
 
I’m proud to present our latest research report on the EB 
industry, where we outline the key themes and trends that 
are currently impacting the South African workforce and 
the role our industry can play, and must play, in helping to 
build a more robust and resilient business world. 
 
I hope you find these insights valuable, with our 
commitment to combining the latest in digital technology 
while still prioritising the human touch in enabling 
increased levels of personalisation. This merge of magic is 
what we call The Fingerprint Factor.

1. Foreword
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Last year, our insights report explored the trends, impacts and challenges of a changing world of work and 
explored how businesses can drive growth and success through the perspectives of our key stakeholders. The 
response to this research was phenomenal, with business leaders, industry partners, financial advisers and 
employer groups looking to these insights to help shape future business growth and success. 

The Fingerprint Factor:
Combining digital tech with the human touch

As part of this latest analysis, we deep-dive 
into the theme of the changing world of work 
in the context of the EB industry and the 
employees we serve, what they value, what 
they expect from employers, and how best we 
can help support their financial goals.

The positive impact of EB extends beyond just 
the individual. Employees are better supported 
and protected; their families and communities 
feel the advantages of this; employers can 
attract and retain top talent as ‘companies of 
choice’ at the same time as enjoying a more 
productive workforce, and society experiences 
financial gain, with less of a burden on the 
public sector.

In this report, we also look ahead to the 
future and predict future workforce trends 
and the impacts these are likely to have on 
employers, employees, financial advisers, 
and industry partners. Our research and 
data-driven insights reflect the changing 
needs, expectations, and preferences of these 
stakeholders.

The key theme of this year’s report is on 
combining tech with touch. We unpack how 
technology is rapidly advancing and how 
this gives us an opportunity to engage and 
entrench financial knowledge within our base. 
Our insights show that even as the world 
changes and we adapt to new digital solutions, 
we still crave the human touch through 
empathetic human experiences and in the 
value of our partnerships.

Momentum Corporate, as a people-focussed, 
digitally led business is excited by this 
potential. 

Our ambition is to use technology to not only 
make EB more accessible to all employed 
South Africans, but to deliver employee 
experiences that are easy and convenient. It is 
key to enhancing the financial security of each 
employee and their families. 
 

2. Setting the scene

This year, we return with our 2023 edition:
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As part of our research methodology, we conducted three online surveys, one for each of our key stakeholders: 
business leaders, financial advisers, and employees. Within the employee survey, we also explored the financial needs 
of non-permanent employees such as contractors, temporary workers, and entrepreneurs. 

A convenience sampling method was used, which consisted of clients of Momentum Corporate and other participants. 
The samples from the stakeholders were representative of the various stakeholder groups making up the current client 
base and non-client demographic. In addition, some findings were supplemented with third-party research, which have 
been credited in the relevant sections.

The surveys were created, dispatched, and collated in February 2023 and analysed by a team of EB experts from 
Momentum Corporate. 

In total, we had 769 responses made up of business leaders, financial advisers and employees across South Africa:

3. Our data sample and methodology

106
business leaders

554
employees

109
financial advisers

Breakdown of participant data:

Business leaders 

90% of the leaders’ businesses have been operating for 5+ years.

72% of the leaders are business owners, hold directorships or senior management roles.
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The business leaders’ functions varied as follows:

Financial advisers

91% of the financial advisers’ brokerages have been operating for 5+ years.

49% of the financial advisers are brokerage partners and owners.

43% of the financial advisers are consultants.

Note: some participants chose multiple options or preferred to not answer certain questions, so percentages do not always add up to 100%.

The financial advisers’ specialist functions overlapped and varied

82% in long-term insurance

81% in investments

77% in employee benefits

58% in healthcare

52% in short-term insurance

Employees

100% of the employees were 18+ years. 

51% of employees were male.

50% of the employees were Gen X, followed by 26% Boomers; 23% Millennial; 1% Silent Generation.

95 of the 554 employees were contractors, temporary workers, entrepreneurs, and gig workers.

The employees’ income was

44% upper income

22% middle income

26% lower income

17%

27%19%

16%
11%

10%

Corporate
management

Business 
development 

and marketing

Finance

Operations
Other

Human
resources
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Several themes emerged on the topic of the future of EB when we spoke to the employer survey respondents. This group highlighted 
important changes that they would like to see from the EB industry, which includes greater digitalisation, employee access to 
information, benefits, mental health and wellbeing support, benefit flexibility and enhanced personalisation. Employee results were 
similar with digitalisation, self-service and ease being top of mind, as well as enhanced employee wellbeing benefits.

Most employer comments related to using technology 
to improve their employees’, and their own experiences, 
for example, mobile apps that are easy to access and 
use, digital claim submissions and tracking, and a single 
platform that integrates and administers all benefits.

Employee digital examples included paperless and faster 
processes, mobile friendly, self-service options, 24/7
real-time assistance and no “contact and wait” scenarios. 

Employee wellbeing examples included access to mental 
health and finance-related support, health screening and 
mental health services.

Many employers believe that advanced data analytics 
will move the industry towards greater personalisation 
and predictive risk and needs-based assessments and 
management. They believe that the use of advanced 
analytics can help insurers and employers better 
understand risk profiles, claims patterns and usage trends, 
allowing for more targeted interventions, more accurate 
pricing, and better transparency. 

The impact of all of this on 
clients will be an improved client 
experience, faster turnaround 
times and query resolutions. 
Strong data and cyber security 
measures will become even more 
critical.

Most insurers recognise that digitising processes (the 
process of changing something from analogue to digital 
form) and digitalisation (the end-to-end integration of 
technology and data to transform existing processes and 
deliver differentiated client experiences) are critical parts 
of their digital journey. But digital business transformation 
reimagines business and operating models aimed to disrupt 
and create new client and business value. 

Financial advisers believe that digital technology can be 
used to address current pain points by improving and 
streamlining processes and service delivery, particularly 
the assessment, processing, and payment of claims. The 
evolving work environment and clients’ changing needs will 
be catalysts for change and advisers believe that one or two 
disruptive EB players will lead the industry. We intend to be 
that provider. A third believe that the regulator will play a 
key role in disrupting the industry. 

4. The future of employee benefits 

We explored what digitalisation in EB means to employers

We also explored what disruption within the EB industry may look like to our stakeholders
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Here in South Africa, consistent with last year, our research shows that 38% of businesses will continue to recruit a 
combination of permanent and temporary staff:

•    Mobile-friendly apps that are easy to access and use
•    Digital claim submissions and tracking
•    One platform that integrates and administers all benefits
•    Paperless processes
•    Self-service options
•    24/7 real-time assistance 
•    Access to employee wellbeing tools like mental health and finance support

These are all key to a future-fit EB industry. 

Here is where technology can help across EB

A trend that has a direct impact on the workforce is the growing gig economy. We see that freelance work, or the gig economy, has 
grown over the past few years and will continue to do so. According to Stats SA, the only category of employees that grew in the last 
3,5 years were those with limited contract durations while the rest declined.

5. The future of the workforce

Growth through the gig economy

Gartner  finds that 32% of organisations globally are replacing full-time employees with contingent workers as a cost-saving 
measure. Gartner defines a contingent workforce as an on-demand workforce staffing strategy using contract workers, agency 
staffing, independent contractors and people who will work directly for an enterprise on an on-call basis.

1

Arlington, Va., 6 May 2020, Gartner identifies nine trends for HR leaders that will impact future of work, Gartner1
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Our responsibility is to ensure financial inclusion and improve the financial security of all workers. Since many of these workers are not 
tied to only one employer, they have a need for financial products, preferably with the competitive group-based rates that permanent 
employees enjoy. This means the EB industry needs to shift to access and group these individuals differently. 

Building an organisational culture that will attract, and keep, great employees.

These workers currently fall outside of the EB financial safety net as traditional EB products don’t take this type of work structure 
into account in their design.

Our research found that their financial needs were consistent with last year’s findings. Healthcare, retirement savings and 
investments are the most important needs. Two out of three gig workers bought healthcare but just under half bought retirement 
products, and even fewer bought long-term insurance and investment products. We assume that affordability and lack of access to 
solutions that accommodate individuals with sporadic income flows plays a role here.

Future-fit workplaces require enthusiastic, engaged, and empowered employees. Our findings show that a relevant and appropriate 
employee value proposition (EVP) and EB can help with this, and help employers successfully compete for talent.

Finding, and retaining, the best people is critical for organisational success. Where you have the right culture that is supported by 
robust EVPs and EB, employers are far better able to attract and retain good people.

We’ve been tracking this data now for three years, looking at the key elements that make up an effective EVP and we continue to see 
how high EB rank. In our latest dataset this comes in at 4,2 out of 5.

The challenge? 

Becoming an ‘employer of choice’

Key takeouts

The result?
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Momentum’s economists forecast that South Africa’s 
GDP growth for 2023 will remain low at 0,7% with a 1% 
growth in 2024, while inflation is currently sitting at around 
5,8% with projected inflation levels dropping slightly to 
4,7% next year. This is not sufficient for real economic 
stimulation and job creation. Linked to this, there is little 
to no improvement in the unemployment rate which 
stands at 32,6%. Currently, many businesses are still 
struggling with the after-effects of Covid-19, a poor global 
economic climate, the impact of loadshedding and the high 
inflationary environment.

Combined with volatile global financial markets, employers 
are feeling increasingly uncertain about business success, 
especially small to mid-sized enterprises.

The cost-of-living crisis is having a huge impact too, as 
members have less money to spend and save which 
means that financial protection products become less of a 
priority. Coupled with this, many people who change jobs 
are opting to cash out their retirement savings, offering an 
immediate short-term solution at the expense of much 
larger future gains. Our research also shows the added 
pressure, with a third of our survey respondents having 
adult dependants, with most of these dependants at 60 
years and older, who rely on this family member financially.

To ensure the employee sees the value of EB considering 
these challenges, it is crucial that the benefits are dynamic, 
personalised, and relevant for their circumstances. It is also 
a responsibility for the EB industry to help employees grow 
and protect their savings and investments.

6. The impact of employee benefits

Our biggest asset: our resilience

On the positive side, as seen in our research from 2021 to now, South African businesses continue to be resilient. Despite the 
challenges outlined, 2022 was a better year for many corporates with 75% achieving an increase in turnover, despite only 62% of 
corporates expecting this. At the beginning of 2023, 56% of businesses were optimistic that this year would be a better one for 
them, and that their revenue would grow.

Without question, the Covid-19 pandemic gave us all a greater appreciation for financial products and protection with many people 
witnessing the impact of untimely death and disability first-hand. Through this, the importance of savings and access to healthcare 
was heightened.

Employees recognise this and our survey responses showed their keen desire for either access to EB such as medical aid, retirement 
savings and group insurance if not provided by their employer, or to have increased employer contributions for these products. This 
focus shows that traditional EB products are still highly valued. 
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The research also highlighted the global trend of moving away from one-size-fits-
all financial products. Each employee’s life is unique, and their needs are different 
and change throughout their life. We are seeing that more employees are taking 
responsibility for their own financial wellbeing. 64% of surveyed permanent 
employees bought their own financial products. Of these, more than half bought 
their own retirement annuities, death, and savings products; and close to half 
bought disability and critical illness cover. In addition, 1 in 4 employees have or are 
considering flexing their EB benefits to meet their individual needs.

Demographics and decision-making

In our research, we considered differences based on the generation gap. The data here reveals that more than 1 in 3 Gen X people 
and Millennials purchase long-term insurance products compared to just over 1 in 4 Boomers. 

Comparing Gen X and Boomers with Millennials, the former group buy more retirement products than the latter.

This is an important insight for us. Our product range and benefit value need to be relevant to a younger market who is entering the 
workplace for the first time. Here, the value of longer-term investments, and the benefits of compound interest, are key.
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From age to income

Key takeouts

On average, almost twice as many upper income earners buy financial products relative to those in lower- and middle-income 
segments. But death cover, retirement annuities, and investments and savings are the top 3 products bought by individuals 
across all income groups. 

Employee benefits need to meet an individual’s needs at all 
life stages. When circumstances change, it is important for 
employers, financial advisers, and insurers to offer the right 
options, with the right advice to help individuals optimise 
their spend and limit their risk exposure. 

Most comments from the survey participants on the topic 
of this flexibility related to allowing them to select EB 
packages based on their individual needs and risk profiles 
rather than a single structure but at group-based prices. In 
addition, to allow them to select their preferred provider, 

as well as for insurers to deliver products and services in a 
simple, non-technical way that educates employees and 
empowers them to make smarter choices.

Given these trends, the need for personalisation, flexibility, 
and portability (keeping the same product even when 
employees change employers) becomes even more 
important especially for employees who leave their 
employer. The in-fund continuity options that are available 
to them provide value for money and convenience for 
insurance benefits, preservation and annuitisation.

Promoting client understanding and education to better 
inform decision-making is critical and is a priority that we 
as insurers share with the government.

Over the years, various regulations under the Pension 
Funds Act have been introduced to help address this. 
Examples of these regulations include that retirement 
funds must have retirement benefit counselling available to 
members and have default investment portfolios, default 
preservation and annuity solutions in place.

New legislation that is expected to come into effect from 
March 2024 is the two-pot retirement system. 

What decades of data shows us, is that when a member 
leaves their job, instead of maintaining their pension or 
provident fund savings, they tend to cash them out. And 
they lose out to tax in the process and end up retiring later 
without much to fall back on. 

The two-pot system aims to solve this.

Retirement savings are separated into a vested, retirement 
and savings component. Members’ accumulated 
retirement savings up to 29 February 2024 will form part 
of the vested component and will be protected, and current 

retirement legislation will still apply to this component. 
No further contributions will be paid into the vested 
component after 1 March 2024. It will only grow with 
investment returns. The new two-pot rules will only apply 
to the retirement and savings components. Two-thirds 
of members’ contributions from 1 March 2024 will go to 
their retirement component, and one-third to the savings 
component.

The retirement component cannot be accessed until 
retirement, so even if members resign from their jobs, they 
will need to preserve this part. The savings component can 
be used, giving people access to a portion of their money 
if needed. We truly believe this is a great proposal which 
takes an important, positive step towards meeting short-
term needs and enhancing benefits at retirement.

But people should be optimistically cautious about these 
changes. While the new changes allow access in cash, 
this access should only be used in financial emergencies 
and people should remain focussed on the importance of 
staying invested for their long-term retirement outcomes. 
We are excited and hopeful that these changes will 
encourage South Africans to save more, both for the short 
term and the long term.

7. Industry update: the two-pot retirement system
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Key takeouts

The retirement industry is built on trust and when 
implementing a significant change such as the two-pot 
retirement system, we acknowledge the need for careful 
consideration and planning to ensure a smooth transition 
for all stakeholders.

The two-pot retirement system represents a fundamental 
shift in how retirement funds are managed, and it is 
essential that all stakeholders, especially members, are 
well-informed about the changes and how they may affect 
their retirement planning. 

Overall, we see this as a great proposal which takes an 
important, positive step towards meeting short-term needs 

and enhancing benefits at retirement.

We remain committed to playing an active role in 
educating our clients and the wider industry during this 
transitional period to make sure that they have a full 
understanding of the new system to ensure the best 
outcomes.

Collective views reflect that more advancements are 
expected in digital in the next decade than in the last 
250 years. With the Fourth Industrial Revolution and the 
Internet of Things (IoT) set to bring more technological 
advancements around the world, this will have a profound 
impact on the workforce. What is expected to follow on 
from this, is the Fifth Industrial Revolution. The European 
Commission defines this as “A vision of industry that 
aims beyond efficiency and productivity as the sole goals 
and reinforces the role and the contribution of industry to 
society. It places the wellbeing of the worker at the centre 
of the production process and uses new technologies 
to provide prosperity beyond jobs and growth while 
respecting the production limits of the planet.” Here 
the focus is on human-centredness, sustainability and 
resilience, where greater collaboration between humans 
and machines will be prioritised.

As SA business leaders, we recognise that companies 
that do not adapt to clients’ evolving needs through the 
implementation of advanced digital and technological 
capabilities are at risk of becoming irrelevant and even 
obsolete.

We live in a constantly changing world, so ideas and 
expectations of EB have changed, and with that there is an 
increase in the need for convenience, personalisation, and 
efficiency. A deeper understanding of clients’ needs and 
behaviours is required to effectively meet these needs.  

To achieve this, we predict that the use of powerful data 
analytics will help give insurers a much-needed individual 
targeting ability; and employees the convenience of using 
multiple channels such as WhatsApp, SMS, email, website, 
and other platforms to engage more easily. These will 
become the norm over time. 

Insurers will become better at approaching clients with 
personalised messages at the right time. The mobile phone 
will be increasingly adopted for all types of servicing and 
claim requirements. Most clients will prefer to interact with 
client service representatives through a messaging channel 
and the insurance sector has already started to use bots 
for personalisation. Insurers will need to ensure that their 
cyber security and data protection controls are strong to 
make sure that all stakeholders continue to see the benefits 
associated with sharing their private data.

Looking at the global arena, we see several current trends 
that may emerge in SA over the next few years. These 
include retirement plans that use machine learning to 
model essential information about everyone’s finances, 
leverage artificial intelligence (AI) to transform these 
insights into a series of recommended actions and for 
greater success, incorporate the rules of behavioural 
finance. 

In SA, we expect to see more InsurTech and FinTechs’ 
playing in the EB space either through their own direct 
competitive offering, via large insurer partnerships or 
through large insurer investment into dedicated innovation 
hubs in their companies. As our target market embraces 
digital, which has been evident over recent years, new 
entrants as well as traditional players aim to deliver 
solutions digitally that are comprehensive and hassle free, 
for example, no blood tests, no paperwork, and available at 
competitive rates. This is another driver for disruption and 
innovation within the industry. 

Advancements in digital technology have had a powerful 
impact across the financial services and InsurTech 
industries. We’ve seen how effective the use of these new 
mediums and channels can be when it comes to reaching, 
and engaging, broad stakeholder groups.

Technology can offer greater accessibility, education, and 
empowerment of members, and continues to help us with 
our aim of expanding financial inclusion to more South 
Africans, at the same time as offering a better customer 
experience.

All of these will have a profound impact on how we do 
EB business in the future and ultimately on the client 
experience. 

Aligned to our theme of The Fingerprint Factor, it’s 
important to note that digital tech cannot exist by itself. 
The winning formula is a combination of tech and human 
touch, ensuring the human element is interspersed into the 
client journey. A key trend from our insights report is that 
employers, employees, and financial advisers all believe 
in the power of human-led interactions that are enhanced 
through digital tools.

8. The role of digital transformation
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Digital transformation in corporate SA

From the survey, we see that corporate South Africa recognises the role that digital transformation plays to meet their 
customers’ changing needs and expectations, to drive efficiencies and help with business cost savings. 

Our research shows that 88% of businesses have experienced various forms of automation, which has created a need for 
specialist skills, employee reskilling and the redefining of roles.

At an average score of 7,3 out of 10, most employers believe that digital transformation has high business impact, with 
digitalisation being an ambition for most.

A local example is takealot.com, the largest South African online retailer. Using automated guided vehicles for 
warehouse transport and delivery systems at their new facility in Richmond Park, Cape Town, they can create a 
seamless collection experience for their clients. “With an average collection time of just three minutes, these ‘little 
robot helpers’ guarantee safe transport of packages from behind the scene into shoppers’ hands,” takealot.com said.

Looking at the progress results, we can assume that macro-economic challenges over the past year may have slowed 
progress in implementing these strategies, and it will be interesting to see how this will change in the months or years to 
come.
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As part of our research, we considered 
the relationship between business size 
and digital transformation. We see 
that more than half of small businesses 
have no digital strategy or have not 
yet started implementing a strategy. 
This is compared to just over a third of 
medium-sizes businesses and 28% of 
large corporates.

Note: the sample of large businesses is 
small.

When it comes to business success: does this really matter? 

What does this mean for employees?

Our data shows yes. 

On average, we see that digital strategy execution is a 
contributing factor to a business’ bottom line. 78% of 
businesses who are well advanced in their digital execution 
experienced high levels of automation, and 67% of these 
businesses noted an increase in their turnover over the past 
year. 

While certain roles and functions in the workplace may 
change as automation and other digital processes kick in, 
the good news is that global trends predict that many new 
jobs will start to emerge that do not exist yet – aligned 
to the expansion of digital products and platforms, 
advancements in AI and machine learning and better digital 
access through 5G. 

What is important for both current and prospective 
employees is to consider how to prepare for the future job 
market.

According to the University of Witwatersrand, there are five 
skills that employees will need in the future:

  Stephanie, L. 2023. University of Witwatersrand. Future skills you’ll need in your career by 2030.

In comparison, for businesses without a digital strategy 
(28% of our sample) just 3% experienced high levels of 
automation, and just 37% experienced an increase in their 
annual turnover.

1.  Cognitive flexibility
2.  Digital literacy and computational thinking
3.  Judgement and decision-making
4.  Emotional and social intelligence
5.  Creative and innovative mindset

Although robots and automation technology may be better 
than humans in ways such as calculations and diagnostic 
solving, it’s still going to be humans that deal with the 
subjective side of data analytics.

2

2
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In response, the country will need to expand its pool of highly skilled employees 
through the development of these types of skills with our research showing 
that employers believe that leadership, artisanal abilities, and engineering skills 
are critical for businesses of the future.

Future focus: Our research reflects that leaders view analytical and critical thinking, leadership, and high emotional intelligence as core 
employee competencies for future business success.

Moving closer to home, the pandemic meant that the EB industry needed to embrace digital transformation and implement new 
technologies faster and more comprehensively than before to continue operating and servicing clients virtually. 

This has meant that digitalisation within the industry is now the norm, and we are starting to see a shift to sustainable, digital disruption 
within the full value chain for employees, employers, and financial advisers.

One area where we see this improving in future is to streamline and digitise the claims process, enhancing the client experience at the 
same time as increasing business efficiencies.

Closer to home: digital transformation within the country’s EB industry
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A case study for this is MetLife, a US insurance and EB provider 
that embraced digital tools and technologies to successfully 
reduce their claims turnaround time from 12 days to 15 
minutes. Case managers at MetLife use AI, text analyses and 
visualisation solutions to review and reassess claims in seconds. 
In addition, an AI platform provides real-time alerts to help 
employees engage with their clients regardless of language or 
dialect. In our multi-lingual and culturally diverse South Africa, 
there are undoubtedly great benefits to this approach.

Gasc, JF. Accenture. 2020. Innovative insurers unleash the power of big scale AI.

3

Case study: Metlife, USA

Momentum Corporate’s digitalisation in numbers  

What does this mean for employers and financial advisers?

Our FundsAtWork Umbrella Funds’ self-service platform:

Year to June 2019 – 30 000 logins
Year to June 2023 – more than 1 000 000 logins and 600 000 self-service transactions
7x self-service transactions growth
32x member engagement growth

This exponential growth reflects the rapid adoption of digital technology among all our stakeholders.

With scores of 7,7 and 7,8 out of 10, employers and financial advisers are comfortable to engage and transact with EB 
providers in a completely digital way. 

With insurers moving towards being digitally led and data driven, we expect them to connect data points from different 
sources to improve the client’s experience and offer greater personalisation and efficiencies. 

As reflected in this graph, 56% of our research sample are comfortable-to-very comfortable with EB providers using digital 
capabilities to assess health and wellbeing. 

22% are not comfortable or still neutral, so there is work to do in demonstrating the benefits to persuade these groups of the 
value. 

3

We asked employees if 
they’d be comfortable 
with digital assessments, 
and got the following 
response:
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When we asked employers whether they would be comfortable with employee data integration, 54% of 
employers said they are comfortable with EB providers combining data from different areas to assess risk, 
provide discounts, improve risk management, and deliver better service. 

Key takeouts

Digitalisation has disrupted many industries and employees have new expectations of how their needs are to be met. This 
impacts all industries and EB is no exception. Our research reflects that most employers (73%) and employees (66%) say 
that digital experiences in other industries influence their expectations of EB. 
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This is particularly true with the younger generations, with more than 3 out of 4 
Millennials saying this compared to 66% of Gen X and 61% of Boomers.

Overall, we expect to see much more digital disruption in our industry with insurers recognising that digital business transformation 
can help to grow and sustain them and offer value to both clients and their business. 

Enhanced digitalisation requires increased data access and an increased need to analyse and integrate data into EB processes.

Having complete and current employee contact data is critical for increasing engagement with employees and to improve the 
use and effectiveness of digital channels. This has been a challenge, but there has been some progress, thanks to the Policyholder 
Protection Rules made under the Long-term Insurance Act and the various industry initiatives in place to obtain member contact 
details.

Data sharing and privacy has traditionally been a sensitive topic for clients, but we are now seeing less of a reluctance to share data 
where there is tangible value in doing this.

Our research results show that 82% of employees are likely to share data:

9. Getting more digital with clients’ contact information
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Employer snapshot

Our research also shows that 87% of employers currently share data and will likely share more information if this means reduced 
administrative effort and better service for their employees. 

Importantly, themes of trust and reputation drive comfort levels and EB providers must demonstrate high privacy protection and 
cyber security measures to allay concerns from both employers and financial advisers.

With these rapid developments in AI, machine learning and digital tech, we can expect to see a future increase in robo-advice across 
the South African insurance landscape.

Robo-advice is a digital platform that provides automated, algorithm-driven financial planning and investment services with little to 
no human interaction. A typical robo-adviser asks questions about a client’s financial situation and future money goals through an 
online survey. It then uses this data to offer advice, suggest products and even automatically invest their money for them.

These tools are expected to become the norm over time. The investment sector has already started to use bots for this type 
of personalisation. This will likely have a profound impact on how we do EB business in the future and ultimately on the client 
experience. 

While robo-advice is still in its infancy in SA, if we look globally, the global robo advisory market size is expected to reach $24 billion 
by 2028, rising by 29,9% compound annual growth rate during the forecast period.

10. Emerging trend: advice in the digital world

And are motivated to do this in varying ways. The graph shows this, ranging 
from better service to premium discounts and incentives and rewards.
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With differences across income segments:

•   Middle income: 55% unlikely to use robo-advice.
•   Upper income: 44% unlikely to use robo-advice.
•   Lower income: 36% unlikely to use robo-advice.

As part of our research questions, we asked: 

Will the adoption of robo-advisers be a challenge in South Africa?

When we polled employers, we see that just over a third of them 
are likely to use robo-advisers.

The financial adviser data shows that they believe just over
1 in 4 of their clients will use this method of financial advice.

Currently, only a third of employees say they are likely to use robo-advisers.
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That said, 44% of our sample of financial advisers say that they will use robo-advice as a tool or aid when 
considering the range of product options to recommend for their clients.

Case study: Deloitte research

Insights from Deloitte’s research on SA’s readiness for automated financial advice, June 2018, reflected that the 
then-age group of consumers 34-44 years old with annual incomes of up to R750 000 are most interested in using 
automated advice to help minimise costs. 

Today, these individuals are closer to 40 to 50 years old. High income earners (+R1m) are most interested to use this 
for rearranging debt. 

Individuals are least willing to pay for robo-advice relating to financial matters that involve large sums of money as it 
is perceived as too risky and complex without face-to-face engagement. 
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Key takeouts

Employees

Most employees prefer human engagement, as this connection is valued for its relationship of trust, accountability, and empathy. 
Financial advisers are perceived as having the subjective ability to assess understanding and explain concepts several times, and in 
different ways, which is something that robo-advisers do not currently do.

Employers

Currently, employers do not believe that robo-advisers can fully deal with complexity, unique scenarios and apply appropriate 
discretion. They also believe that employees do not trust robo-advice above a person. That said, both employers and employees 
do indicate that they are more likely to use robo-advisers for simple, basic product information, simple queries, calculations, and 
assessments and they recognise the convenience this offers.

Financial advisers

Financial advisers currently do not think their clients will use robo-advice in its entirety, but most of them are open to using this 
tool themselves to help with their own analysis and recommendations. They reiterate the theme of ‘the human touch’ where a 
more personal, empathetic, and trustworthy connection is needed for EB discussions and decisions. 

Our research shows that people are more open to the idea of a robo-adviser if the robo-adviser has satisfactory knowledge, 
can personalise its responses to members’ requests and enquiries, is able to provide good advice or direct people to the correct 
contact person. In other words, robo conversations work when they feel more personal and relevant to clients. 

We expect that early adopters of robo-advice will, in time, provide the credibility, trust, and track record that will encourage future 
stakeholders to see it as a norm where the ease of digital platforms combined with human interventions offer meaningful client 
experiences. 

We asked employees what EB personalisation means to them, and two main themes emerged:

•   EB products and communication must be relevant to them and their families, especially considering changing needs and life stages.

•   Employees want to feel like individuals, they don’t want one-size-fits all solutions and they want to feel respected and cared for.

While most individuals acknowledge that tech, data, and digitalisation is a helpful step in their financial journey, they want to feel 
the human ‘fingerprints’ during the client experience. This human touch makes them feel respected and helps boost their trust in the 
insurer. They want to feel warmth, empathy, and human connection, especially when it comes to financial topics that can be very 
sensitive to people.

As part of our research, we saw some key global trends reflected in our findings. People want things to be simple, accessible, digitally 
available and personalised to them. In our sections on data and digital transformation, we saw that people are happy and willing to 
share their data with companies like their insurer, if it means getting more tailored support and information. 

11. Putting the ‘person’ in personalisation
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Personalisation through partnerships

One of the strongest assets in the EB world is our partnerships. As Momentum Corporate, we believe in the power of partnerships 
because when working together, we bring together diverse skills and expertise and are better able to address challenges, seize 
market opportunities, innovate to solve needs and increase our competitiveness in the industry to truly make an impact.

“If you want to go fast go alone, if you want to go far go together”
                   ~ African proverb

Key takeouts

Through the power of partnerships, we achieve so much more. Financial advisers are a critical part of the EB ecosystem, and their 
advice and support are trusted and highly valued by clients and members. We are encouraged to see that, at an average score of 
8,1 out of 10, most financial advisers see significant value in these EB partnerships as well.

This makes it easier to solve for clients’ needs and pain points, offer more appropriate benefits and services and ensure overall 
costs effectiveness. This enables our respective businesses to grow and succeed. 

Financial adviser feedback, we see that most of them believe that partnering to improve member and corporate client experiences, 
and to meet individual needs, are the highest priorities.
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One of the biggest industry challenges in EB is the need for greater member financial literacy and education.

Members are often not aware of their employee benefits and still see the industry as full of jargon and complexity which makes it hard 
for them to understand, and choose, the right options.

That said, our data shows that a third of employees believe their financial knowledge is satisfactory and close to half say it’s good to 
excellent. 

Analysing this result by income, more than half (55%) of employees falling under the upper income classification rate their financial 
knowledge as good to excellent compared to 42% and 39% of low- and middle-income earning employees. 

Behaviourally, this may be optimism bias at play where people tend to over-estimate their abilities. As part of our survey, we also 
explore how financial advisers rate their clients. Here, we see that financial advisers view more than half (54%) of employees’ 
knowledge as limited and unsatisfactory. 

This reflects a perception gap among employees and is a further challenge for the industry to address.

12. Engage, educate, empower
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Interestingly, for this year’s report, we see a shift away from short-term budgeting, debt and cash flow management to asset growth 
and accumulation through asset and tax structuring. 

Although all income segments prioritise the same topics, the middle-income segment display a heightened 
interest in savings and investments (55%). 

We then asked our survey respondents to rank the types of financial topics they would 
like to be better educated on. Most listed planning for retirement, which includes 
the ability to withstand any adverse events along the way, as well as savings and 
investment and tax optimisation as the most important.
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Across generations, Millennials (57%) and Gen X (51%) attach significant importance to savings and investing. 
2 in 5 Millennials want help navigating inflation. Again, retirement planning, savings and investing and tax 
structuring appear to be educational topics that are important to all generations.

Financial adviser support is highly valued because it helps to engage, educate, and empower clients. To support this, we provide 
additional digital educational tools for clients to access in their own time, at their own pace.

Technology has been transformative for this.

Key takeouts

Educational initiatives are increasingly moving online, for example, webinars, blogs, video content and social media. This makes 
the content more accessible and inclusive for all employees. 

Momentum Corporate offers several educational initiatives, including member conferences, coffee conversations, videos, social 
media campaigns, education quizzes, and a Member Hub. We’re pleased to see that our engagement and click-through rates are 
above industry averages, demonstrating the positive impact of our efforts.

The more empowered our clients = the more engaged they become.
 
Our commitment is to support all our stakeholders with access to information to boost their financial journey to success.

https://www.momentum.co.za/momentum/business/employee-benefits/member-hub
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13. The employee benefits industry’s response to this changing working world

14. Momentum Corporate’s response to this changing working world

EB providers’ traditional value proposition broadly includes 
employer and employee financial needs analysis, group 
risk assessment, product pricing, fund/scheme installation 
and servicing. There have been some innovations to this 
process, but to date significant disruption by large insurers 
has been limited. Most insurers, including us, have projects 
aimed at improving the client experience and our focus to 
date has been on easy-to-use online portals, streamlining 
of internal processes through automation or robotic 
process automation. 

We also recognise the critical role that digital plays and the 
unique opportunities it brings to reach more uninsured and 
underinsured people. So, a growing trend is the increasing 
use of virtual and digital channels for client engagement. It 
is evident from our research and engaging with our clients 
that they look for a seamless omni-channel experience, 
where technology increasingly plays a key role in meeting 
the need for personalisation, relevance and flexibility but 
includes a smooth hand-over to a human when needed.

While current interventions are important, at Momentum Corporate we are thinking bigger and aim to lead and disrupt the EB 
industry. In this section, we share some of our strategic pillars and guidelines to enable this.

Over the next few years, financial advisers expect support in the form of self-service member options, client onboarding and 
digital sales support on compliant, cyber-secured platforms. 

Our purpose is to enable businesses and people from all walks of life to achieve their financial goals and life aspirations with a 
brand promise that resonates with everything we do: “The success of your people is our business.”

In crafting our Momentum Corporate story, our ambition is to become the leading employee benefits business in SA and to make 
employee benefits accessible to all employed South Africans. 
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Our guiding principles on this journey

Our reinvent and grow strategy

Enabling greater EB access and personalisation through digitalisation

This resulted in a change of approach over the last 12 months. 

•   We #ThinkHumanFirst in everything that we do; partnering with our stakeholders to solve clients’ real needs and problems 
     through collaborative product development. 

•  Digital is part of our DNA, and we aim to be the best-in-class, data driven organisation. We have adopted a design thinking 
    approach which is agile to allow engagement-rich, product development. We want to get to market sooner and learn quickly, 
    to continuously refine and enhance our offering. This approach also assists with automation and improving efficiencies, creating 
    savings which can then be passed onto our clients. 

Digital channels provide the tech and humans provide the touch; and this is where we believe the magic happens.

The employee benefits industry is facing a relevancy problem, with traditional “one size fits all” employee benefits that do not 
address the needs of the fast-growing gig economy, soon becoming obsolete. The next generation of solutions needs to look very 
different. 
 
Our ambition is to make financial education and products accessible to the broader employed South African community. To achieve 
this, we had to bring two worlds together for our clients by merging employer-sponsored benefits with personalisation and voluntary 
choice. It meant changing our focus to a business that enables each individual member to achieve their financial goals on their 
journey to success. Given the size of our client base, digital transformation has been a key enabler for this strategy and our ability to 
scale member engagement through digital channels.

•   We have been able to leverage the structural advantage of EB by distributing solutions to groups of individuals in bulk, coupled 
     with the power of premium deductions via the employer and access to rich member information through payroll.

•   There is a clear need for change as current EB solutions and service models are low-touch and high cost, while we’ve been able to 
     deliver high-touch solutions that are great value for money.

•   Our strong brand presence and access to the latest cloud-based technology has given us a slingshot into the market, as well as 
     the tools needed to support our speed of implementation with a Lean Agile approach. 

•   By focusing on our future vision, we have been able to differentiate ourselves and give each individual member a platform to 
     achieve financial success.

Momentum Corporate embarked on a digital transformation 
journey which started when we decided to reimagine what EB 
would look like in the future. 

#ThinkHumanFirst means that technology must be used as an 
enabler of a better client experience, and we are pro-actively 
and continuously considering how it impacts employers and 
their employees. Part of this digital transformation journey is 
creating easy and seamless engagement and transacting with 
us.

We have pioneered a range of engagement-rich technological 
solutions to allow members to engage fully with their 
benefits through their preferred channels. We continue to 

lead the way when it comes to digitally enabled benefit 
engagement, empowerment, and financial solutions. 
Some of our examples of digitalisation include processes 
like Smart Onboarding, Smart Underwriting, Smart Move 
(preservation), flexing and switching of benefits. These 
aim to enhance the client experience, improve operational 
efficiency, and strengthen cyber security and data 
protection. 

We are excited by our digital roadmap, which will further 
deliver on this promise, and we are excited to share this 
next section which explains and expands on a recent digital 
solution that we launched; and a powerful new product that 
we’ve been hard at work on.
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The solution

•   The solution is a digital self-service platform with a strong 
     advice value proposition, accessed by members through the 
     FundsAtWork Smart Benefit Statement. 

•   The platform offers digital self-service products whose 
     processes are fully automated, offering members ease of 
     access and improved efficiency of implementation. 

•   Education and EB literacy is improved through exposure to 
     the terminology and concepts early in each employee’s 
     working life, showing them the value of their benefits and 
     their payroll deductions.

•   Employee experience is improved by offering them a benefits 
     portal that enables them to build a holistic product portfolio 
     that supports their personal journey to success.

•   Value is created by allowing employees to choose how their 
     premiums are allocated to meet their individual needs, while 
     at the same time limiting the total cost to the employer. The 
     product shop currently includes a flexible funeral, life cover 
     and disability benefit, and is being expanded over time to 
     meet a wide range of client needs.

•   Premium payment is facilitated through payroll deduction, 
     which gives the members the comfort that their cover will 
     remain in place during difficult times. At the same time the 
     solution lightens the administration burden on the employer 
     through integration into the premium collection process.

•   The live web chat feature gives members the ability to 
     seamlessly transition from the digital platform to a retirement 
     benefit counsellor or to the financial adviser when they need 
     it most.

•  The solution is data-driven, enhancing our understanding of 
    our clients and allowing us to create a personalised 
    experience for each one based on their preferences, 
    behaviours and needs.

It offers a distinctive client experience that is delivered 
through the adoption of next generation technology that 
leverages the power of the smartphone, driving an increase in 
client engagement, experience, and take-up.

What has our experience been so far?
 
1.
Improving client contact details is key to increase our ability 
to reach members. We have seen that while over 85% of 
FundsAtWork members have a mobile phone, less than half 
have an email address. It’s for this reason that mobile-friendly 
data-light digital solutions are key to improving accessibility.
 
2.
Pushing regular communication out to our members is key 
to remaining top-of-mind. Over the last year we have seen 
around 60% of members respond to our communication 
campaigns by accessing their digital Smart Benefit Statement 
to review their benefits, with an average of 3 logins per 
member per year.
 
3.
The data shows that middle-income earners are more curious 
about their benefits and choices, and more likely to engage 
with flexible benefits and choices, and they are also more 
likely to request a price to top up their benefits. Mid- to upper-
income earners are more likely to complete the process and 
top up their benefits.
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4.
When we analyse member behaviour per age group, we can see that a sweet spot is
emerging between ages 35 and 50.
 
•   Younger people are more likely to engage through digital channels. 
•   People over age 35 are more interested in their products.
•   People under 50 are more likely to request a price to top up their benefits.
•   People above age 35 are more likely to complete the process and top up their benefits.

5.
When we analyse member behaviour per gender, we see that women are more likely to act than men.
 
•   More women log onto our digital channels than men. 
•   Men and women showed equal interest in learning about their products.
•   Women showed slightly more interest in requesting a price to top up their benefits.
•   But women are much more likely to complete the process and top up their benefits.
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6.
By actively engaging with members and educating them about their choices, we have
seen a 6-times increase in voluntary choice in F2023 compared to the previous year. 

7.
We asked members if they have enough funeral, life, and disability cover to meet their family’s needs.

•   26% said that they have enough funeral cover in place. While the average member has around R15 000 funeral cover, they 
     indicated that on average it will cost around R30 000 to arrange a funeral.

•   42% said they have enough life cover in place. Members with an average annual salary of around R250 000 indicated that they 
     need roughly R1,5 million life cover.

•   49% said that have enough lump sum disability cover in place. Members with an average annual salary of around R400 000 
     indicated that they need roughly R1,5 million disability cover.

15. New product launch: Momentum Grow

Our ambition at Momentum Corporate is to become the best, digitally led employee benefits business in the country. That’s why 
we have launched our new product to address many of the challenges highlighted through our 2023 research.

Let’s grow with

Financial advisers

Employers

Introducing Momentum Grow – our new digital product that offers immediate access to information while also being simple, 
flexible, and personalised.

Momentum Grow has two building blocks, which employers can mix and match for their employees. They can choose to provide 
retirement benefits, insurance benefits or a combination of the two. This not only solves for protection during unforeseen life events, 
but also grows savings for the longer term. This product is anchored in a digital self-service offering. 

PLUS, included in the benefit features is Grow Green, an environmental initiative in partnership with the Greenpop Foundation where 
a tree is planted in honour of every life lost.

Momentum Grow adds value for financial advisers, employers and employees.

Our Smart Quote solution puts our financial advisers in the lead. Here, they can decide on the structure of their client’s scheme and 
obtain a quote at any time and from any place, using a smartphone, tablet, or desktop computer. Whatever suits them best. The 
solution is intuitively designed, and the product rules are all included and easy to understand, and financial advisers can follow a few 
simple steps to get access to client quotes within minutes. The solution also allows them to make the relevant adjustments and to 
requote.

The employer portal offers businesses a range of self-service capabilities that helps with administrative processes. This takes away 
the complexity of day-to-day tasks linked to EB and provides the tools needed to manage employee data and monthly contribution 
payments safely, quickly, and effortlessly.
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Employees

Interested in this game-changing product? 

Employees can choose the channel they want to use, from web and app users to WhatsApp chat. Our self-service journey 
empowers them to explore, learn and take control of their finances. They can do many things themselves like get statements, 
reports, educational content, manage contact details, beneficiary nominations, switch portfolios and flex their insurance benefits 
digitally, all in a simple and safe environment.

This is all supported by Smart Solutions, which, during key life stages, guides members towards the right information and benefit 
counselling to help them make the best financial choices. And if they need help? Momentum Grow combines the digital experience 
with the human one, moving seamlessly to get support from our retirement benefit counsellors. 

Financial advisers can talk to a Momentum Corporate Specialist or go to the VIA platform to see for themselves how easy it is to do 
a quote.  

16. Towards a financially fit future

In summary, this insights report showcases several macro- 
and micro-themes that apply to EB more broadly, with 
specific examples of interventions and initiatives that are 
helping to shape a more financially fit future for us locally 
as South Africans.

We see that employees continue to struggle with 
financial pressures. They value and want their employers 
to provide them with access to health, retirement, and 
insurance benefits, and to subsidise their financial and 
medical contributions. Over and above this, employees 
recognise their individual needs and are increasingly taking 
responsibility for their own financial wellbeing. They want 
flexible financial product options and access to other 
products to meet their changing circumstances. Employers 
endorse this new approach and as insurers, we need to 
provide these types of solutions.

To make smart choices, individuals first need education and 
advice. Although traditional channels are valued, especially 
the trusted role of the financial adviser, digital assistance to 
help people along this journey is welcomed.

As we move more into a realm of digital advancement 
with self-service channels like our new Momentum Grow 
product, it’s clear that the human touch is irreplaceable. 
Through a clever combination of digital and human 
interaction, we can make the world of EB easier to navigate, 
more convenient and more trusted, all the while working 
towards a future where more South Africans, and their 
families, are better protected.

Click here for the brochure

https://sls-fresco.momentum.co.za/files/documents/corporate/momentum-grow-brochure.pdf
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#YourSuccessIsOurBusiness
Disclaimer

Copyright reserved © Momentum Metropolitan 2023 – Momentum Corporate is a part of Momentum Metropolitan Life Limited (registration 
number 1904/002186/06), a wholly owned subsidiary of Momentum Metropolitan Holdings Limited. Momentum Corporate is the underwriter 
and benefit administrator of the FundsAtWork Umbrella Pension and Provident Funds. The document is for illustrative purposes only and does not 
constitute tax, legal, accounting or financial advice. You rely on the contents at your sole discretion.

We recommend that you consult with a financial adviser before making any changes to your group employee benefits. Momentum Metropolitan 
Holdings Limited, its subsidiaries, including Momentum Metropolitan Life Limited, will not be liable for any loss, damage (whether direct or 
consequential) or expenses of any nature which may be incurred as a result of, or which may be caused, directly or indirectly, to the use or reliance 
on this publication. Terms and conditions apply.

Momentum Metropolitan Life Limited is a licensed life insurer, authorised financial services (FSP6406) and registered credit provider 
(NCRCP173), and rated B-BBEE Level 1.
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