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[l Locating ourselves

1.

Pension landscape

DC
|
plans .

1800 1
|
860 1
|
|

Employee Employment type DB |
group plans |

| Salaried  Regular (hired<2006) 200 , 180
i Regular (hired=2006) -
| e Temporary & casual_ _ _ _ __=__,
Hourly Regular (unionized) 2,680 :
Regular (non-unionized) 0 :
|

Temporary & casual =

(1) 30 Members stopped active membership in the DB plan in 2006 and have been active DC plan members since; 150
were employed by a company acquired by Canfor after 2006.

(2) Members have a RRSP plan which the company contributes to.



[l Locating ourselves

2. Salaried staff profile
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$112K Y —— $117K
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20%
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Younger than 25<35 35<45 45<55 55<65 65 and older
25

mmm Age distribution —e—Base salary

- Age demographics
have shifted

- Age has a limited
influence on wages,
but drives different
needs and priorities



[l Locating ourselves

3. Salaried staff retirement saving behaviour

DC contributions breakdown
(% of employees by contribution level)

2%

5%

10%

m Max + voluntary
® Max match
Partial match

m Base only

- We believed that a
significant portion of
employees were not
fully occupying their
RRSP room



Deciding on the destination

We wanted to create a better value proposition by
giving employees the ability to decide
what is personally best for them

v" We had a good ? Whether or not employees

understanding of pension were making sound financial
plan participation rate decision was unclear




Deciding on destination

1. Implement a structured multi-year financial wellness curriculum
= Annual objectives...
— Establishing a good financial platform to build upon
— Planning for retirement and transitions
— Managing life events

2. Adopt a marketing and communication strategy

= QObijectives...
— Create a Canfor Financial Wellness brand
— Promote the program
— Pique the interest of all segments of the employee population
— Get them excited about becoming “financially well”



{l/ Gearing up

1. Company specific and program relevant educational content
= Decide to use a firm with expertise in personal finance management

2. Product-neutral financial planning tool

3. Marketing and communications partnership
» External and internal resources

4. Designate a program lead
» Benefits & Pension Advisor



I Hitting the trail

1. The curriculum
= Year 1’s theme: Establishing a good financial platform
Topics covered
a) Taking control of your money and debt
b) Establishing good saving habits
c) Debt destruction
d) How to save for your financial goals, including retirement



I Hitting the trail

1. The curriculum (cont'd)
» Year 2's theme: Planning for retirement and transitions
Topics covered
a) Sources of retirement income
b) Preparing for your retirement lifestyle
c) Investing basics
d) Registered retirement savings plans and tax-free savings accounts
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I Hitting the trail

1. The curriculum (cont'd)
» Year 3's theme: Managing life events
Topics covered

a)
b)
c)
d)

Managing unexpected life events
Finances and raising children
Determining your insurance needs
Finding a financial advisor

1



I Hitting the trail

2. Marketing of our program...
= Creation of a visual brand and personas

= Media selection
— Promotion: emails, intranet banner, CCTV, posters
— Financial wellness microsite: announcements, calendar and resources

3. Educational approach
= Combination of articles, webinars and an online financial planning tool
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- Hitting the trail

SAFETY~  OPERATIONS - DEPARTMENTS -~
_

Departments » Human Resources & Payroll» Canadian HR

CANFOR FINANCIAL WELLNESS

HOME

Webinars

Q' Search in this area

ABOUT FINANCIAL
WELLNESS

At Canfor, we're committed to
supporting you as ¥ou save and plap
for the future — in, cluding affering
valuabie pension plans (both defineg
benefit (DE) or defined confribution
(DC) plans) to help you reach your
letirementguals, Lasi year, we
continued fo build on that
Commitment by focusing on Support
for your totaf financial wellness
We're excited i continue working on
the foundation of financial
weliness education ang resources
and are delighted g share what's in

SOUTHERN PINE HR -

Articles

Why Financial Wellness?

NEWS RoOM QUARTERLY UPDATE

=

Resources

Please direct any
questions to our
team address using
the button below

EMAIL TOTAL REWARDS

YOUR FINANCIAL
PLANNING ASSISTANT
Go Start. Go Dream. Go Pian

Visit the Go Online Tool
Today.

13



TAKE CONTROL
OFYOUR FIN

ANCES

o basnd peTSanar ¥
1§

age b3
i wellness journey

Lasrmfrom our G0 5t
‘they take tholt financhl

WEBINAHS ARTICLES EDUCAT\ON
MEET CARL
58

WARRIED WITHADULY s

VBHEDUVER

511551308

Laars from our ife SadE based personas 3%
T ancial weliness Uty

Ihey take the
10N

WEBINARS ARTICLES EDUCAT

MEET CHARLENE

Jenny Charlene
Learn from our life stage pased personas as
they take their ﬂnancialwe\lness journey

AURAL

guo0-51EK

TAKE CONTROL
OF YOUR FINANCES

s based personas a8

o 5tag!
Alness journey

Learnfrom o b
Hpsneinl We

they take theif
ATION

WEBINARS ARTICLES EDUC

MEET RAJ

%
MARRED WITHYOU NG RIDS
FIMANEE

PRINCE GECRGE

TAK CONT

E
OF YOUR FIN

nased personas 55

¢ ite stage’
Financiat wellness journ®y

Learn fram ou
i

thay take the'

WEBINARS ARTICLES EDUCATION

MEET JEN NY
SIHNOLE
W
RURAL

550585

14



Hitting the trail

RURAL

worried about
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I Hitting the trail
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@ Confirming our bearing

+10% 12%

in employee in webinar
DC contributions participation
(vs. 2020) (avg)
%
+18%
in employee
Group RRSP
contribution
(vs. 2020)

78%

of registered
employees attended
the webinar
(industry =50%)

83-99%

of attendees would
recommend the
webinar (range)
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@} Confirming our bearing

100%

email open rate

15%

email click rate

41%

email click
repeated rate

Financial planning tool
Registration by age group

28%
24% I 24%
Younger 25<35 35<45

than 25

m Age distribution

21%

45<55

50%

of webinar
attendees used
the planning tool

3%

2.25

older Planning tool
visit by user (first

12-month avQ)
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,@ Learning as we go

1. Align with your People branding
» Reinforces HR values
» Becomes a valuable asset for leaders promoting the company

2. Know your operations

3. Partner with your internal communication team
» Take advantage of the expertise and new tools
= Receive insights on bad weather and rush hours

19



,@ Learning as we go

4. Single-topic approach gets you further
= Better use of participants’ time
» More engagement in the topic

5. Be contemporary
» 15% of employees uses a mobile device to access our content
» Live-chat and quick polls keep your virtual attendees engaged

6. Use feedback as your guide
= Examine your stats and evaluation forms
= Correct your course as needed
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- Are we there yet?

1. Planning to add a 4" year to initial wellness curriculum that focuses on investments

2. Mapping alternative paths within the program to quickly address individual needs
* Finding new ways to navigate the curriculum

3. Creating program awareness for new hires
» Leveraging the HR Onboarding Process and System

21



	Canfor 
	Sharing our journey
	Locating ourselves
	Locating ourselves
	Locating ourselves
	Deciding on the destination
	Deciding on destination
	Gearing up
	Hitting the trail
	Hitting the trail
	Hitting the trail
	Hitting the trail
	Hitting the trail
	Hitting the trail
	Hitting the trail
	Hitting the trail
	Confirming our bearing
	Confirming our bearing
	Learning as we go
	Learning as we go
	Are we there yet?

