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backstitch Client Testimonials

Measuring Real Impact & Innovation from Employee Engagement.

“Countless integrations with our HRIS
and service providers that enable

connecting with our vendor partners ONE-STOP
easy for employees.” Ghlbihs

‘ “Push notifications get their attention

= on important information they need to
TARGETED "
JoulAN kY Source.

“Conversations feature is huge, our

I managers can communicate with their
TWO-WAY . .
teams and our HRIS integration

PARTNERSHIP COMMUNICATION
automates group member access.”

“backstitch has brought forward
ideas proactively to help us build a
better engagement experience.”
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Case Study:

Improving Benefits Enroliment Engagement

Group: National Speciality Staffing
Population: 3,000 Employees

Challenges:
* Low participation in employer benefits and voluntary programs
» Struggled with open enroliment engagement

Strategies:

* Targeted messages that directed employee traffic directly to
their enrollment portal through their backstitch powered app

* Pre-scheduled push notifications and campaigns to drive
awareness all year long

Results with backstitch:
* 2xincrease over previous year benefits enrollment
 2xincrease in wellness reward program



¢ Back @ Internal Comms

Team,

It's that time of the year again! 2019 Kansas City
Corporate Challenge participant registration is
open! We will be using a web application called
Challenge Manager to keep track of our Kansas
e Challenge participation. 2019

City Corporat
April 5th through June 22nd. Let

KCCC runs from
the games begin!

To get started:
o Visit Mpgzykgcorpgrajegngugngg__ggmﬂﬁﬂ

e Create a new account
e Once registered/\ogged-in when asked for

company code use CODE Password: XxxX

your profile, please sign

After you have created
d select your t-shirt size.

the electronic waiver an
you will then be able to sign-up for eve

which you have interest.

nts in

r events (including 1-mile

How to sign-up fo

Case Study:

Driving Higher Wellness Participation &
Benefits Video Engagement

Group: Energy Utility
Population: 2,700 Employees

Challenges:
* Low engagement in '
carrier managed w
e g ellness challenge
o Str
uggled to get messages to key frontline union members

Strategies:
. '&rlgetjd mobile-app content to spouses
 Utilized push notifications and '
call-to-actions
program sign-ups o promere

. : . .
/ 4x increase in benefits and training video views



Case Study:

HR Compliance and Risk Mitigation

Group: Restaurant (QSR)

Population: 15,000 Employees (most hourly with no email)
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* (Going to have to manually collect paper signatures and hire
additional staff to go onsite in stores

m’.."c"":‘ﬂ :l' -
COprassion

sence o ntimidation

pNary 3¢ ‘ SOUB NS
Ponaey action may "Clude erha or ;;5'“‘"‘"« i
- en

fpimand =
and, SUSpergion, o fermnation of oMo
oYY N

Mansgorg NG superwisars who

Ascny . KCWINgYy Ak
minaton harsscomens or n-mmno?x 'rd'w .
e

-ding the fasure

O Cormpny b corck Strategies:
ang focs ane ‘x}‘?wa';‘;::nl‘.h all appiicabie fedaral s B 4 : J .. . . .
..Sn,:m’mmvt;nu;a.; BEREER  ° Leveraged digital document attestations and collected digital

signatures with their mobile-app

Results with backstitch:

» 100% compliance in 2 weeks

* No paper, no email, no outside hires and analytics delivered
daily until completion




Case Study:

Improved 401(k) Engagement & Participation

Group: National Specialty Staffing Company

Recipien etaj o .
e Population: 3,000

FEEDBACK

Challenges:

» Poor 401(k) participation among salary population

» Lack of 401(k) content engagement at only 8% viewership
among employees compared to other benefits

Strategies:

* |everaged analytics through Total Rewards Statement
platform to understand gaps and low content views

* Used two call-to-action strategies around educational
webinars and program signup

Results with backstitch:
* Employees 45% more likely to click on a mobile call-to-action
message and increased 401(k) program participation




Trending Topics: Insights into benefits-related Views By Population
content that members have been most engaged

with.
HSA/FSA
Most Read By Benefit
Medical/Rx
HSA/FSA General Benefits
34%
Perk
EAP
Dental
Wellness Content Views Retirement Content Views

Life/Disability

Non-Union
15,587 Vision

Non-Union
35,767

0 500 1000 1500 2000

B Non-Union ~ Union




5,000 EMPLOYEE CASE STUDY - HEALTHCARE ORGANIZATION (HOSPITALS, CINICS, HEART INSTITUTE) éa&éw

App Signup Overview: Employees that have signed up for access to the new

backstitch-powered Employee App. Implementation + First 3-Months Active

Both
TOTAL 0.4%

. 'ActIVEEm ployees‘Slgned ' O

Employees using both Moblle & Web App 1,808 4.8%

Android
Employees using only Responsive Web App 1,514 40% Only Web 31.2%
| . | 40%
Employees using only Native Mobile App 471 12% iPhone
202 Additional Employees Signed Up That Have Been Since Removed 68.4%

Due to Turnover
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3,000 EMPLOYEE CASE STUDY - SALARY EMPLOYEES; DISTRIBUTED ACROSS U.S.

Total Reach Overview: Employees that have been
reached through any channel published & tracked
by the backstitch platform. 08/25/2018

TOTAL SINCE 6/6 AVERAGE PER EMPLOYEE SINCE 6/6
Content Opens 118,526 T 48.49% 40 T 37.93%
Clicks on Non-Poll CTAs 8,888 1 34.71% 3 1 50.0%

Engagement Over Time
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