
 

 

Apollo Group – 2011 Benefits Enrollment Campaign 
CM2: Employee/Member Communication 

 
Need/Opportunity 
Apollo Group, Inc. is one of the world's largest private education providers, offering innovative and distinctive 
educational programs and services both online and on-campus at the undergraduate, master's and doctoral levels 
through its subsidiaries: University of Phoenix, Apollo Global, Institute for Professional Development and College for 
Financial Planning. The Company has nearly 22,000 employees in 40 states and the District of Columbia, Puerto Rico, 
Latin America and Europe.  
 
For 2011, Apollo Group’s benefits packages were completely changing along with the process to enroll. Therefore, 
unlike past years, every benefits-eligible employee was required to take action, even if they weren’t planning to take 
advantage of the company’s benefits. At a minimum, they had to designate beneficiaries for the company’s no-cost life 
insurance program. 
 
For the benefits enrollment period in November 2010, a sound, strategic communications plan was required to ensure 
every employee received information about their 2011 benefits, understood the importance of taking action and how 
and when to enroll. Adding to this challenge, the company was going through significant operational change and the 
amount of communication being disseminated throughout the organization created a situation where important benefits 
information could get lost in the clutter. 
 
 
Solution Overview 
The Internal Communications team wanted to take a creative, fun approach to the benefits enrollment campaign for two 
reasons: 
•  It’s more interesting to get creative and fun with mundane subjects 
• The communications needed to stand out from the clutter so employees didn’t miss this important information. 
 
We put together a multi-tactical plan designed to reach employees through a variety of channels. A cornerstone of the 
plan was a series of videos highlighting key benefits changes using “HR actors,” a comedic troupe tasked with bringing 
energy and humor to this information. The HR actors not only appeared in the videos, but also posters, online material 
and served as the voice in our broadcast voicemail to the company. We also created a new HR brand to create 
consistency in all HR communications that would be unveiled as part of this campaign. Here’s a brief summary of the 
key tactics utilized: 
 
• Branding: Working with an outside designer, we quickly developed a new creative way to brand HR and developed 

a new logo for 2011 benefits enrollment. This ensured consistency throughout the tactics. 
• Video series: We created six short, humorous videos covering items like dental, medical, disability and others. 

These videos were used in our e-mail communications, on our SharePoint enrollment page and also during live 
meetings with employees. To view the videos, please visit http://www.insidecinema.net/apollo_communications or 
utilize the enclosed DVD. 

• E-mail: We created a series of videos providing information on the enrollment period, where to gather more details 
and providing reminders during the enrollment period. During enrollment, rather than send every employee 
reminders, we pulled a list every few days of just those that had not yet enrolled. The e-mails incorporated the 
same branding as all of our materials and included either a link to one of our videos or an image of our HR actors. 

• Posters: We created two separate posters featuring our HR actors and had them posted in the break rooms of 
every Apollo Group facility and campus. We also posted these on our SharePoint site. These posters incorporated 
fun, quirky taglines to grab our employee’s attention as they passed by.  

• SharePoint page: We created a special branded SharePoint page for benefits enrollment that contained all of our 
communication elements including videos, e-mails, posters, FAQs, enrollment presentations and more. We also 
created a different, daily countdown banner for the home page of the intranet that linked to the enrollment site. 

• Voicemail message: We created an audio recording of our main actor “Steven from work,” announcing the 
opening of benefits enrollment. Working with IT, we had the message delivered to every employee’s voice mailbox 
on the day enrollment started. The message directed employees to the enrollment site. 

http://www.insidecinema.net/apollo_communications�


 

 

 
Solution Overview - continued 
 
• Desktop pop-up message: In addition to the voicemail, employees also received a “pop-up message” as soon as 

they logged in to their computers the first morning of enrollment. The message contained an image of “Steven from 
work” with a brief message and a link to the enrollment site. Employees had to click OK to remove the message, 
ensuring everyone viewed it. 

• Overview meetings with PowerPoint presentation: Internal Communications collaborated with the Benefits team 
to create a presentation to be used by HR personnel across the U.S. in meetings prior to enrollment. We also 
assisted in scheduling benefits meetings using the website Eventbrite that allowed us to track invites and send 
reminders in a convenient manner. The videos were integrated into the presentation to break up the content and 
add a little humor to the meetings. 

• Enrollment guide with FAQs: We developed a PDF document containing general benefit information, changes 
and the new enrollment process along with FAQs. This document was posted on the SharePoint site. The FAQs 
were updated following each large benefits meeting to reflect any new questions received not already covered. 

 
A communication plan utilizing these tactics was developed along with a timeline. HR leadership approved this 
communication plan approximately 45 days before the enrollment period commenced. 
 
 
Intended Audience 
The intended audience for this campaign was the 19,000 benefits-eligible Apollo Group employees in the U.S. These 
employees were distributed across approximately 40 states and are housed in office buildings, campuses, learning 
centers and work from home environments. 
 
 
Goals/Objectives 
We had two basic objectives for the campaign: 
• Garner 100% participation of active, benefits-eligible employees in the enrollment process. This would be 

measured through participation statistics. 
• Launch the new look for HR and instill fun and creativity in our communications efforts. 
 
 
Implementation and Challenges 
Implementation: 
Implementation including the following: 
• Budget: Total budget for the benefits enrollment communication plan was $25,000. This was primarily utilized in 

the video production, brand development and poster printing. The remainder of the work was completed in-house. 
• Time: The entire process, from plan approval to final communication at the end of enrollment, was approximately 

60 days. We had 45 days from plan approval to enrollment launch so the bulk of the work was done within that 
timeframe, primarily by one employee also working on other projects. 

• Other Resources: We had great partnerships with HR and IT. The HR team assisted with content development 
and review and IT assisted with the technical requirements to host the videos and launch the voicemail and pop-up 
message.   

 
 
 
 
 
 
 
 
 
 



 

 

Implementation and Challenges (continued) 
 
 
Challenges: 
There were several challenges to this effort: 
• The previous internal communications team had departed two months before the enrollment period. A new director 

was hired and immediately had to begin work on the planning and material development with no support staff. Just 
prior to enrollment, two new staff members were hired and assisted in the execution of the communications plan. 

• The HR team did not want to create print materials or benefits packets so all information had to be disseminated 
electronically. This was the first year a no paper approach was implemented. 

• HR was using a new benefits partner named AonHewitt that was managing the enrollment site. The detailed 
benefits information and pricing would be available on this site but not until enrollment started. HR did not want to 
provide specific plan pricing or extensive details on coverage until the site was active to ensure accuracy. This did 
not provide employees with an opportunity to review many details in advance, something they were accustomed to 
in past years. 

• The company had selected several different medical providers based on the best pricing across the U.S. so, 
depending on where an employee lived, their provider differed. This complicated the information being provided. 

 
Measurement and Evaluation 
As stated earlier, we had two basic objectives for the campaign: 
• Garner 100% participation of active, benefits-eligible employees in the enrollment process. This would be 

measured through participation statistics. 
o RESULT: We achieved 100% participation in this goal and for the first time ever, HR did not have to track 

down active employees after enrollment closed to ensure they attained benefits coverage.    
 

• Launch the new look for HR and instill fun and creativity in our communications efforts. 
o RESULT: We received tremendous positive feedback from the HR organization and other employees 

around the new branding and especially around the fun, humorous campaign. Our HR actors became 
celebrities and employees were clamoring to see them again. We continue to use these characters in other 
HR communications. Here are just a few of some of the actual comments received from non-HR 
employees: 

 I just wanted to take a minute to thank you for these hilarious benefits videos! Please pass my 
thanks on to whoever else was involved because I have NEVER seen videos that were as 
engaging and entertaining anywhere else that I have ever worked! Also, can Steven from work 
make an appearance at our campus? Just a small request. 

 Thanks for making the videos both fun and informative. We especially loved the singing! 
 Great job to the team that put together the benefits materials. The different ways you 

communicated to us was awesome and you made it hard to miss the deadlines! 
 Who knew HR had a personality? Great job on the benefits communication. Now you’ve raised the 

bar! 
 What! You’re changing my benefits? Please don’t. I like what I have. But then I watched some 

extremely cute videos that made me laugh and improved my attitude about the upcoming changes. 
Thanks for the comic relief. 

  
• Finally, our benefits partner AonHewitt has conducted hundreds of enrollment campaigns for clients. While we did 

not have the budget to utilize AonHewitt to develop and manage our campaign, we shared our materials to keep 
them updated. In a post-event review, Mike Lazzari, account executive from Aon Hewitt said, "Apollo Group's 
innovative enrollment campaign really drove the right behaviors with their people and created a lot of engagement 
in the process. In fact, Day 1 of Apollo's enrollment period saw the highest level of activity across our entire Aon 
Hewitt client base of over 200 large market employers enrolling last fall. Apollo's multi-media campaign ensured 
that employees had easy access to the information they needed to make the decisions that were right for them. 
Apollo used so many different types of media elements, from light and humorous videos to quick, targeted emails 
that it was easy to get people engaged. It's great to see clients who are so committed to creating an easy, engaging 
enrollment experience for their employees, and the Apollo Group certainly fits the bill."  
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