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Setting the Stage 

Participant 
Engagement 

What is the 
problem that we 
want to solve? 

What are the 
options available? 

What is 
participant 

engagement? 

How can we 
increase 

participant 
engagement? 

How much should 
we increase 
participant 

engagement? 

Why are 
participants not 

engaged? 



Why are participants not engaged? 
(1) The role of beliefs – The Retirement Belief Model 
 

 
 
 
 
 
 
 
 

Estimated with NEST data in Eberhardt, Brüggen, Post (2017): Understanding Heterogeneity in 
Information Search: The Retirement Belief Model 
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Adj. R2 = 0.01  
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Note: This figure displays the  significant paths  between the constructs (estimated with 
traditional PLS). Red lines indicate negative relationships, green lines positive ones.  



Why are participants not engaged? 
(2) Lack of future orientation (of the young) 

 
 
 
 
 

 
 
 
 
 
 
Heimer, Myrseth, Schoenle (2016), YOLO: Mortality Beliefs and Household Finance Puzzles 
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How can we increase participant engagement? 

1. Send better messages (framing) 
 

2. To the right people (segments) 
 

3. At the right point in time (life events) 



How can we increase participant engagement? 
(1) Send better messages (framing) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Eberhardt, Brüggen, Post, Hoet (2017): Framing the Future: Investment and Assurance Frames 



How can we increase participant engagement? 
(2) To the right people (segments) 

• Idea: take the RBM 
• Fit it to segments of participants 
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• But: let the algorithm decide on the segments 
• (then adapt communication/target…) 
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Analysis based on Nest data (Eberhardt, Brüggen, Post) 



How can we increase participant engagement? 
(2) To the right people (segments) 

 
 

Node 6: Registered  
< £35,001 yearly income before tax 
 
 

Node 9: Unregistered 
Unmarried, >1 children 
 
 
 
 



How can we increase participant engagement? 
(3) At the right point in time (life events) 

• “You want to be sure that your children can do 
anything they want” 
 

• “You do think, I have to make sure that we have 
enough for the future, 
 

 however then you quickly get back to your daily things 
 that need to be taken care of” 



How can we increase participant engagement? 
(3) At the right point in time (life events) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
NEST Member Research, 2016 
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Starting a new job

Seeing a discussion about pensions / retirement planning on an online forum

Seeing someone struggle to make ends meet during retirement

Seeing an article in a newspaper/websiteabout pensions/retirement

Being made redundant / losing your job

A member of the family / close friend dying

Buying a new home

Getting married

Leaving your parent's home

Birth of a son/daughter

Having a serious illness and/or spending some time in hospital

Getting divorced

One or more of your children leaving home

Expecting a baby

What prompted the first login

Prompted first Login Experienced but had no impact58% Any life event prompted first login



Summary 

• Understand why participants 
are not engaged, then 
 
- Send better messages 

(framing) 
 

- To the right people  
(segments) 
 

- At the right point in time  
(life events) 

 
 

Demographics (e.g. 
age, gender)

Socio-Economics 
(e.g. income, 
education)

Financial Literacy

Financial 
Preferences/ 

Emotions (e.g. trust, 
propensity to plan, 

risk aversion, 
retirement anxiety)

Perceived Barriers

Perceived Severity

Perceived 
Susceptibility

Perceived 
Self-Efficacy

Information Search

Perceived Benefits

Beliefs



Contact Information 

 
 
 
 
Dr. Thomas Post 
Assistant Professor of Finance 
 
Department of Finance  
School of Business and Economics 
Maastricht University 
 
 
T.Post@maastrichtuniversity.nl 
www.thomas-post.com  
www.pensioncommunication.com  

 

mailto:T.Post@maastrichtuniversity.nl
http://www.thomas-post.com/
http://www.thomas-post.com/
http://www.thomas-post.com/
http://www.pensioncommunication.com/

