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SHOWCASE 2018

INTRODUCTION
The AIST Awards for Excellence and Leader Development Scholarships celebrate
the amazing work of those working within the profit-to-member superannuation
sector striving to deliver projects, campaigns and solutions that are in the best
interests of their members.

We would like to thank our
AIST Awards for Excellence partner

2018 was an exceptional year for our sector. Whether responding to the Royal
Commission, developing a new communications strategy, implementing new
technology or navigating the rollercoaster ride that we’ve seen recently on global
markets, the challenges facing AIST member funds have been many and varied.
This booklet showcases the 2018 winning entries and provides a snapshot of the
winning campaigns and projects – including insights from the individuals that
submitted the projects as well as why they were chosen by the judges.
We encourage AIST members to showcase their talents and take part in the
awards program by submitting their best projects and marketing campaigns for
consideration this year.
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Eva Scheerlinck

Chief Executive Officer, AIST
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COMMUNICATIONS AWARDS CATEGORIES
The AIST Communications Awards recognise campaigns that use innovation to solve member and
employer problems through informative, engaging and creative execution.
Each award category is split into campaign spend under $40,000 and campaign spend over $40,000.

Best B2B
Campaign

Best Direct Mail
Campaign

Recognises a fund that
has delivered a successful
campaign that connects with
employers. The campaign
can be delivered across any
channel and focus on any
part of the fund/employer
relationship.

Recognises a fund that has
delivered a targeted direct
mail campaign (via mail and/or
email) which demonstrates a
strong creative and innovative
hook that connects with
members.
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Best Internal
Communications
Campaign
Recognises a fund that
has delivered an internal
communications campaign
designed to increase efficiency,
address OH&S issues,
enhance or create awareness
of changes in policies or
programs, improving or
changing stakeholder
knowledge and/or a new
initiative being undertaken by
the fund.

Best Digital
Campaign

Best Integrated
Campaign

Recognises a fund that has
delivered an ongoing or oneoff digital campaign. These
include social media campaign
driving engagement and/
or brand awareness, mobile
channel (either through
a responsive site or app)
to improve the member
experience, sophisticated web
and/or online services project
and/or use of video. Note: The
campaign does not have to
use all of these channels, but
must demonstrate strength in
one primary digital channel.

Recognises the creativity,
innovation, impact and
effectiveness of an integrated
campaign that clearly
demonstrates successful
integrated use of various
marketing channels.

BEST B2B CAMPAIGN – CAMPAIGN SPEND UNDER $40,000
WINNER: Cbus – Contribution KickStarter

Winners Quote:

Entry overview:
Cbus’ Contribution KickStarter campaign was developed to assist new employers to make their
first contribution. The importance of timely contributions and providing proactive support
during the onboarding process drove the campaign which adopts a multi-channel approach
using SMS, Robo-calls and the Service Centre.
Judges verdict:
An innovative campaign that had a clear objective to solve a business pain point, which had
been identified though the strong use of data. Cbus used a range of channels and technology
to target a very specific cohort of its employers and improve member outcomes through more
timely payment of member’s super. The campaign enhanced the brand and aligned well with
Cbus’ mission.
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“Winning the award was great recognition for the
work being done at Cbus. We are constantly striving to
think of innovative ideas to solve pain points for both
our employers and members and this campaign ticked both boxes.
We’ve had fantastic recognition both internally and from industry
peers and everyone involved in the campaign has been humbled by
the fantastic response. We’re proud of the great outcomes achieved
for our members.”
Dolan Bourke
Marketing Manager – Retention
Cbus

BEST B2B CAMPAIGN – CAMPAIGN SPEND OVER $40,000
WINNER: HESTA – Reimagining Aged Care

Winners Quote:

Entry overview:
HESTA’s ‘Reimagining aged care’ project leveraged data from more than 200,000 HESTA
members working in aged care to provide workforce insights to help address the shortage in
skilled workers needed to care for Australia’s aging population.
The project integrated public relations, advocacy and HESTA’s data and research capabilities to
deliver insights to support the development of practical solutions and to re-imagine the aged
care workforce of the future.
Judges verdict:
A great initiative that showed thought leadership and moved HESTA’s conversation from being
about super, to being a major voice in one of the fund’s key industries. Achieving wide media
coverage, the project served as a fresh engagement tool for employers, focusing on their
business challenges, rather than just super.
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“The campaign has changed the conversation we’re
having with our employers in aged care. We’re talking
about more than super and as a genuine business
partner who can provide unique workforce insights from data and
research drawn from 200,000 members working in the sector. “
Sam Riley
General Manager – Media Relations
HESTA

BEST DIRECT MAIL CAMPAIGN – CAMPAIGN SPEND UNDER $40,000
WINNER: Mercy Super – You’ve been noticed

Winners Quote:

Entry overview:
Mercy Super’s “You’ve been noticed” direct marketing campaign provides open, transparent
communication that reminds members of the stake they have in the fund by acknowledging
and congratulating members on key actions they have taken to improve their super while also
providing next best steps.
Judges verdict:
In a world of digital, this campaign was an excellent use of the new opportunities available
through short run highly personalised DM, linked to business related triggers. Some great
results and a positive member engagement exercise that produced clear positive outcomes for
the fund.

“At Mercy Super, we’re proud to be a ‘bit different’
and are always looking for better ways to improve
the outcomes for our awesome members. The
AIST Awards for Excellence are a great way for us to measure our
initiatives alongside industry peers while the application process
itself provided the opportunity to quantify and articulate the work
the whole team is doing to deliver for our members. The benefits
flow through to the whole Mercy Super team who were delighted to
have their efforts recognised, reinforcing and inspiring their complete
member focus and willingness to go that extra step.”
Craig Keath
Marketing and Communications Manager
Mercy Super
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BEST DIRECT MAIL CAMPAIGN – CAMPAIGN SPEND OVER $40,000
WINNER: First State Super – EMO (email, mobile and online)

Winners Quote:

Entry overview:
With an objective to reduce paper usage and decrease costs, campaign EMO used email, mobile
and online comms to encourage First State Super members to provide their Email and Mobile,
and to access their communications Online rather than by paper.
The campaign had an emphasis on making members smile, involving teams right across the
organisation - all competing to help members go online.
Judges verdict:
A creative and fun campaign that clearly connected with both staff and members as well as
facilitating both cost and environmental savings. More members using digital channels had the
secondary benefit of providing the fund with more accurate member data.

“We were delighted to be recognised at the AIST
Awards. As an integrated campaign, many parts of
our business were involved in the work which spanned
email, direct mail, social media, communications, member service
centres, business development exhibition stands and employer
seminars and over the phone with members.
The response was excellent with over 100,000 members entering the
competition. Having more email addresses and more members using
their online account means we’re able to prudently manage costs and
deliver better and more timely experiences for our members through
our digital channels.”
Carly O’Keefe
Head of Marketing
First State Super
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BEST INTERNAL COMMUNICATIONS CAMPAIGN – CAMPAIGN SPEND UNDER $40,000
WINNER: HESTA – BOOST

Winners Quote:

Entry overview:
Recognising the need to engage its staff in a new cutting-edge e-learning platform, known as
Boost, HESTA developed a creative comms strategy to ensure maximum employee adoption
rates. Each employee received a personalised dashboard which showed progress towards
annual objectives, and allowed employees to view their accumulation of mandatory CPD points.
The results produced extremely high levels of staff engagement and endorsement across the
business.
Judges verdict:
The implementation of any internal Learning Management System can be tricky, however
HESTA managed to use their comms strategy to create the cultural shift needed to embrace the
new technology and deliver extremely high engagement levels. This even included mitigation
strategies for the less-enthused. Good use of technology and comms to drive learning
outcomes.
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“The Boost learning platform has made a huge
difference to HESTA, by providing access to anytime/
anywhere learning for all employees. As each
employee grows their capability, the value that they deliver to our
members is enhanced. This is always how we shape and drive the
right learning solutions for HESTA. To be recognised by AIST was very
special for the whole People & Culture team that worked creatively
and diligently to deliver this project.”
Lizzy Keenan
General Manager
Culture and Capability
HESTA

BEST DIGITAL CAMPAIGN – CAMPAIGN SPEND UNDER $40,000
WINNER: Combined Super – Animated videos on ‘how to’ complete a Combined Super form

Entry overview:
Combined Super developed animated videos to help their members complete a range of the
fund’s forms. These online videos included thought-bubbles at various points to assist members
to correctly complete the form and avoid common errors.
Judges verdict:
An excellent example of digital being used to address an everyday problem in the customer
journey. The videos resulted in a significant reduction in errors and reduced calls to the member
centre, delivering value to both member and the fund. A clever idea, well executed.

Winners Quote:
“AIST inspires innovation within the Superannuation
Industry. Exploring new ideas and new approaches
encourages movement forward that is beneficial to
our community and to be part of this innovation is both rewarding
and exciting. Contributing to member learning and being recognised
by the Superannuation industry is so gratifying. The high morale that
comes from the success of winning such an award is also beneficial
to all our staff. The time used to enter the competition was worth the
effort. The AIST staff are amazing and very supportive. They were
always very available and helpful.”
Maria Martignoni
Head of Employer & Member Services
Mainstream Superannuation Services Pty Ltd
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BEST DIGITAL CAMPAIGN – CAMPAIGN SPEND OVER $40,000
WINNER: UniSuper - Super Snapshot videos

Winners Quote:

Entry overview:
UniSuper has produced personalised ‘Snapshot’ videos for over 200,000 UniSuper members.
The Super Snapshots show members how their super is tracking and their account activity over
a six-month period.
The Super Snapshots complement UniSuper’s paper member statements by taking the member
on a gamification-style journey in a personalised and engaging way, and provides insights with
retirement projections at age 67 and ‘next step’ calls to action to maximise their members’
super based on their profile.
Judges verdict:
Great use of gamification and visuals to deliver a clear message. A best practice example of
providing members with personalised super statements, and corresponding strong
engagement rates.
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“The UniSuper team were really excited to win this
award. Our members are at the heart of everything
we do so we were delighted to be recognised by AIST
and our industry for this campaign to 250,000 of our members.
We entered the AIST Awards to showcase our Super Snapshot video
campaign and the collaborative effort required to deliver a highly
personalised digital campaign in such a tight timeframe. The award
has motivated the team to strive for even better results next time,
and to keep delivering exceptional outcomes for our members.”
Kane Perkinson
Manager, Digital Content & Experience
UniSuper

BEST INTEGRATED CAMPAIGN – CAMPAIGN SPEND UNDER $40,000
WINNER: Australian Catholic Superannuation and Retirement Fund - ACYF
(Australian Catholic Youth Festival)

Entry overview:
Australian Catholic Superannuation and Retirement Fund instigated a comprehensive campaign
to engage attendees at the Australian Catholic Youth Festival (ACYF). This involved emails, a
stall, follow-up communications and other interactive components.
Judges verdict:
An innovative approach to engaging young members using emails, a “selfie booth” and a digital
survey at a Youth Festival. This built a “prospects” database and provided interesting insights
into targeting this market. This creative engagement tool and tailored content helped the fund
take advantage of a unique event opportunity.

Winners Quote:
“The Youth Festival provided us with an ideal
opportunity to engage with our younger members via
a comprehensive campaign that included emails, a
booth, risk-appetite survey, selfie-booth, follow-up communications
and other interactive components. We successfully boosted the
number of email addresses for our 18-25 segment by 5%, 55% open
rate on our follow-up email and survey results for over 400 attendees
in relation to their risk appetite.”
Cameron Wood
Head of Marketing & Business Development
Australian Catholic Superannuation and Retirement Fund
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BEST INTEGRATED CAMPAIGN – CAMPAIGN SPEND OVER $40,000
WINNER: Sunsuper - Fund of the Year campaign

Winners Quote:

Entry overview:
In 2017, Sunsuper was awarded four prestigious awards – including several awards for fund of
the year - from different rating agencies.
Using integrated communications across multiple platforms, Sunsuper leveraged this unique
news to improve member engagement and increase membership while also test the funds’ new
churn model. The campaign is estimated to have boosted FUM by $557 million.
Judges verdict:
Sunsuper’s multi-faceted campaign delivered against a range of business objectives. Promoting
the success of the fund whilst at the same time activating a highly targeted and segmented
digital campaign to address churn reduction and roll-ins, was creative and clever.”
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“The Sunsuper team were delighted to be
recognised by AIST in relation to our Fund of the
Year campaign. This integrated piece truly resonated
with our members and employers as it conveyed a simple positive
message that supported their decision to use Sunsuper for their
superannuation needs. The insights gained from this campaign will
be used in the future to empower our members to strive for better
retirement outcomes.”
Angela de Vine
Head of Customer Marketing & Communications
Sunsuper
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BEST CORPORATE REPORTING
WINNER: VicSuper
Spending

We grow our fund to achieve
greater efficiency & economy & to
keep costs low for members

Growing savings

Investments
We are a proactive investment
owner, investing responsibly &
for the long term

Stakeholder
relationships

First full-time job

First home

Simple online join.

Competitive insurance offer.

Easy to understand
Welcome Pack.

Financial education through
workplace seminars,
Financial Fitness Program
and Super Woman Money
Program.

MembersOnline access and
mobile app.

Products & services
We have a suite of products for
every life stage & insurance to help
protect members’ lifestyles

Online rollover service.

Timely and relevant
prompts to keep members’
money on track and take
action when and where it’s
needed.

Online guidance tool,
Beeline, gives members a
sense of how much they
may need for retirement
and how to get there.

Retirement

VicSuper’s workplace
seminars explain salary
sacrificing and other ways
to grow super, as well as
transition to retirement.

Retirement seminars help
members make sense of
retirement income streams
and the options available.

VicSuper financial planners
provide superannuation
advice and information to
help members decide
which strategy could
maximise their super now,
and their income in
retirement.

Advocacy & community programs
contribute to a stronger & more just
society

People, systems
& processes

People,
systems &
processes

Company engagement contributes to
improved long-term returns

25%

Retirement Readiness Index4

Improved retirement readiness leads to a more
dignified retirement for members

68.9

How VicSuper contributes to the Sustainable Development Goals

85

General member complaints

We want our products, services and processes
to meet our members’ needs

Member advocacy score5

We want our members to love our fund so
much that they would recommend us

7.0

Member Centre score5

We want our members to be happy with the
service they receive when they call our
Member Centre

8.5

Members using MembersOnline

Access to our digital services helps members
to understand and engage with their super

34%

Team members proud to work at
VicSuper6

Engaged team members better serve our
members

Financial Planner average annual
training

Continuing professional development enables
our planners to provide great advice

Compliance training completion
rate

It’s important that our whole team understands
our compliance obligations
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VicSuper
contributes
to the SDGs
through

46 hours
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Our Fund and our industry are surrounded by constant
change. Our strong governance framework helps us to
navigate these changes so we can continue to generate
lasting benefits for our members and other stakeholders.
Find out more on pages 14 to 16.

Brand &
experience

Environmental, social and
governance company engagement3

9.06%

the goals
to

Forces influencing our fund

Keeping our costs to a minimum provides
value for money to members
Consistent competitive returns improve
member balances and retirement adequacy

d
ne

Our solutions for employers
provide streamlined compliance for
employers, stronger employee
engagement, & enhanced wellbeing
& productivity

0.5%

Management Expense Ratio2
Investment performance
(MySuper default option – 1yr)

w

10

Products
& services

Digital services create ready &
secure access to information for
members & employers

We’re currently investigating how we go about including these goals into our investment decision-making processes.
As a first step, we’ve identified our priority goals (highlighted in the diagram), and mapped how we’re already
contributing to those goals through our investments, active ownership, and community and advocacy programs.
For more information on specific initiatives, keep an eye out for the SDG symbols throughout this report.

174,758

ing

A

Investments

$86,076

ag

Read more about
the resources on
page 2
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VicSuper financial planners
work with members to
create personalised,
tax-effective retirement
strategies.

Conversations with stakeholders
allow us to provide personalised
advice & improved retirement
readiness for members

Engaged members are likely to be better
prepared for retirement

The SDGs are global goals covering social and economic development issues including poverty, hunger, health,
education, global warming, gender equality, water, sanitation, energy, urbanisation, environment and social justice.
As a world-wide focus of policy and programs, the SDGs help identify opportunities where we ourselves can positively
contribute to the world our members retire in. They also indicate areas of likely future growth and opportunities.

2017/18
performance

Why we measure it
Higher member balances improve retirement
adequacy and fund scale enables us to keep
our fees to a minimum

Number of active accounts1

Eng

Guiding our
members to
a better future

Digital
technologies

Our products, services, education
& advice guide members to grow
their savings & maximise their
retirement incomes, while our
community advocacy work helps
create a better super system

Advice Centres based in
Melbourne metro and
regional Victoria provide
face-to-face advice on
retirement options.

Growth
& scale

What we measure
Average member balance

98%

s
oal
eg
th

MembersOnline enables
simple nomination of
beneficiaries.

Promotion

Strategic
theme

Active & responsibly managed
investments generate economic
growth, enhanced capital (both
natural & manufactured) & a better
future for everyone

to

Introductory workshops at
employer worksites.

Competitive insurance
offers reassuring protection
for members and their
families.

Maximising income

te

A range of investment
options so members can
find an option that aligns
with their savings goals
and values.

Changing
circumstances

Brand & experience
Our people

This new performance scorecard is how we will measure our progress against our strategy. The metrics below
have been chosen to reflect each of our strategic themes. Targets for each of these metrics will be set in the 2018/19
financial year and we will report our performance on this scorecard every year.

Member returns & peace
of mind provide a retirement
income for members from a
fund that they can trust to do the
right thing

Growth & scale
Member financial
contributions

Set by the United Nations with the objective of transforming the
world by 2030, the Sustainable Development Goals (SDGs) help
us to identify opportunities where we can generate benefits for
our members and positively contribute to society.

Across our members’ journey,
the resources we use are
transformed into lasting
benefits (or ‘value’) for
members, employers, our
people, and the broader
community

ls

Growing

eg
oa

Joining

OUR EXTERNAL
ENVIRONMENT

th

Our 5 strategic themes help us
direct those resources so that
we can partner with our
members on their retirement
savings journey

Using the Sustainable
Development Goals

WHO WE
ARE

to

As a super fund we
draw on a range of
resources (or ‘capitals’),
from within VicSuper
and from our external
environment

Our performance
scorecard

WHO WE
ARE

The benefits we create

Our members’ journey
Strategic priorities

co

en

t

Annual Report 2018

How we use them
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The resources
we use

Communit
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How we create value
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Flexible employment, responsible
remuneration & training create
engaged employees, working
together to achieve stronger
outcomes for our members &
society

Backed by a strong governance
framework, we support our people
to create a great place to work so
we can focus on our members

Changing
demographics

Industry
disruption and
competition

VicSuper

Evolving
member
expectations

1. Includes FutureSaver accounts where contributions were made in the last 13 months
2. Administration and direct investment expenses as a proportion of net assets
3. The percentage of equities portfolio holdings engaged on environmental, social and governance issues
4. The percentage of members that will have sufficient funds (according to projections) to achieve a comfortable retirement based on the ASFA Comfortable Standard
5. As measured through internal ‘Voice of the Customer’ survey, score out of 10
6. As measured through annual ‘Voice of VicSuper’ employee survey

Expanding
digitisation and
connectivity
Annual Report 2018
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Eligibility:
To be eligible for the Best Corporate Reporting award, funds must have had their annual report available on their website for our judges to
review. The reports were judged on AIST’s Fund Governance Guidelines for best practice disclosure, ASIC reporting guidelines and overall design
and readability for heightened member engagement.
Winners Quote:
“VicSuper’s 2018 Annual Report highlights our ongoing commitment to our members to guide them to a better future. The Report closely aligns to the Integrated Reporting
Framework and explains how we create value for our members throughout their saving and retirement journey. This year we continued to enhance how we tell our story,
including a performance scorecard, additional insights into Fund governance and strategy, and how we are integrating the Sustainable Development Goals.
Winning the Best Corporate Reporting Award is fantastic recognition for the team working on the report, but also an acknowledgement of the collective insight and expertise
provided by people across the whole of VicSuper. It was truly a collaborative effort and one that all VicSuper team members should be proud of.”
Sara Daymond
Executive Manager Marketing Insights and Experience
VicSuper
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FUND PROJECT AWARDS
On a daily basis super fund staff are working tirelessly to ensure best outcomes for their members. The role that both internal and
member facing projects play are vital in enhancing the member experience be it streamlining back end administration processes or by
delivering highly tailored and engaging member briefings.
Each award category is split based on funds under management (FUM) under $10 billion and over $10 billion.

Best Internal Project

Best Member Facing Project

Recognises the importance of enhancing an internal process. The
winner of this award uses innovation, continuous improvement
and best practice initiatives to streamline a process, innovate
a new solution, or reduce internal costs. As a result they
have achieved a more sustainable future for their fund, and
consequently their members.

Recognises the power that member facing projects can play in
delivering positive outcomes for superannuation fund members.
From member briefing sessions to engaging with new employers,
this award is an opportunity to publicly recognise individuals or
teams that develop engaging campaigns that have had a positive
impact on members.
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BEST INTERNAL PROJECT – FUNDS UNDER MANAGEMENT UNDER $10 BILLION
WINNER: BUSSQ Building Super – BUSSQ Digital Overhaul

Winners Quote:

Entry overview:
To facilitate BUSSQ’s Digital Transformation Journey that drives better outcomes for members
and supports the process between members, employers and staff, BUSSQ implemented
a platform that provides a single customer view, facilitates a value adding dialog with
stakeholders, optimises internal processes, offer scalability to the service model and builds the
base to extend its services to digital channels.
Judges verdict:
The fund acknowledged that their staff consisted of early and late adopters to new technology,
and provided for this in their project plan. All departments were involved in rolling out this
successful solution and the fund achieved massive process improvements once the project was
delivered.
BUSSQ were able to effectively implement and demonstrate a significant improvement to across
their business, through the eradication of data silos and process gaps.
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“The AIST award is a fantastic recognition of the fund’s
vision and motivation to change the way we work as
an organisation and with our members in just 2 years.
We know our members a lot better than we did before. Real-time
access to data allows us to answer member questions in seconds.
It allows to surface the relevant data at the right time and in a way
that makes sense to members and member facing staff without an
information overload.”
Mirko Roettgers
Head of Digital Transformation and Technology
BUSSQ

BEST MEMBER FACING PROJECT – FUNDS UNDER MANAGEMENT UNDER $10 BILLION
WINNER 1: Statewide Super - The Statewide Super Pop-up

Winners Quote:

Entry overview:
With research revealing that members found it difficult to attend face-to-face meetings and
that most Statewide members work or live near a major suburban shopping centre, Statewide
developed a custom and portable Super pop-up stand for use in highly populated shopping
centre locations, providing an avenue for member servicing, at convenient times and locations.
Judges verdict:
An innovative approach to take the fund out to the members. Combining communication with
members, trained and supported staff and a custom-built locally made pop-up space.
The project focused on bringing the service to the members, an avenue to better serve its
members at convenient times and locations to the members.
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“The AIST awards are highly regarded in our industry
so we were thrilled to be recognised in this way.
Receiving the Best Member Facing Project Award was
especially meaningful to our team as this project had organisational
wide involvement and is a great example of how we are consistently
seeking to engage and service our members in different ways. We
look forward to entering again in 2019.”
Nicole Kinnear
Head of Marketing
Statewide Super

BEST MEMBER FACING PROJECT – FUNDS UNDER MANAGEMENT UNDER $10 BILLION
WINNER 2: WA Super - Simple Super Advice

Winners Quote:

Entry overview:
Recognising that many of their members need limited advice but cannot afford to undertake
the comprehensive advice process, WA Super’s Simple Super Advice allows members to access
limited scaled advice about their existing investment allocation, contribution levels and whether
they are on track to achieve their retirement income goals at no cost.
Judges verdict:
A wonderful example of adapting the service to the member, instead of expecting members to
adapt to the service. A solution built to solve 2 needs - a decrease in demand for comprehensive
advice due to cost, and a need for simple advice across younger age groups. The fund was very
candid about their learnings, and the need for further training of their staff to meet the success
criteria for the project.

“Providing members the right advice, at the right
time, in the right way is an important consideration
for us at WA Super. We recognise that not all members
want comprehensive advice, so we found a solution that would meet
these members’ needs. As a small super fund, it’s fantastic to be
recognised for innovation. We pride ourselves on our ability to always
improve our offering to members and this award validates our efforts.
Our purpose is to help members achieve their retirement dreams
and Simple Super Advice is a great example of how we are working
to achieve this. It provides members with an advice solution that
complements their advice needs at each stage in their life at no extra
cost to them.”
Anika Warburton
Marketing Manager
WA Super
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BEST MEMBER FACING PROJECT – FUNDS UNDER MANAGEMENT OVER $10 BILLION
WINNER: HESTA – Camino

Winners Quote:

Entry overview:
HESTA’s aim with the Camino project was to develop and implement a new unique insurance
design with improved digital features and customer experience and overall savings to members.
The Camino project – involving new online and telephone channels - introduced HESTA’s new
insurance product in a simple, seamless way. Disruption to the business was minimal, member
acceptance was high and ongoing engagement with the product is growing at a rapid rate.
Judges verdict:
HESTA not only redesigned their insurance offering but was able to pass on significant premium
savings to members. The redesign made applying for cover and benefits easier for members
with online and telephone channels introduced.
HESTA’s approach of having the member at the forefront resulted in a member centric solution
for those that are injured or ill. This is a standout project in terms of its objectives, driving
philosophy, approach and execution.

“We believe that one of the most important assets
our members have is their ability to earn an income.
That’s why insurance has always been a core benefit
of HESTA membership. In 2018 after an exhaustive review and tender
process, we redesigned our insurance to better align it with our
members’ needs.
Any change to insurance is complex. The key to the success of this
project was our integrated internal communications approach,
carefully designed to empower our people to deliver and
communicate the changes to members, employers and service
providers.
Our ‘Camino project’ ensured everyone touched by the redesign
would feel informed, confident and positive about the value our new
insurance offering delivers to members.”
Stephen Reilly
Chief Operating Officer
HESTA
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LEADER DEVELOPMENT SCHOLARSHIPS

Outstanding Trustee Director and Outstanding Fund Staff Member
AIST awards a scholarship to both a trustee director and a fund staff member to recognise their
commitment to the not-for-profit superannuation industry and the members of their fund. The goal of
AIST’s Leader Development Scholarships is to provide unique access to educational opportunities for the
recipients that will benefit the individual, the fund, and the fund’s members.

Proudly supported by
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OUTSTANDING FUND STAFF MEMBER
WINNER: Mike Cormack, General Manager, People & Culture, ESSSuper

Entry overview:
Mike is General Manager, People & Culture at ESSSuper.
Noting that ESSSSuper is undertaking a significant program of
strategic change and transformation, Mike said he would use
the scholarship to strengthen his skills in assessing and growing
talent management. Mike plans to participate in a four-day
talent management program at the University of North Carolina.
Judges verdict:
Mike clearly values the role of people within the fund. His
application showed a very clear identification of his skill gap and
the appropriate course that will address this skill gap and how
his fund and its members will benefit.

Winners Quote:
“I applied for the Leader Development Scholarship to deepen my skills in strategic
talent management, to access some new thinking and new approaches. The
scholarship provides a fantastic opportunity to work directly with some leading global
experts in this space, and I’m extremely grateful to AIST and State Street for making this possible.
Capability is a critical issue for ESSSuper. Our staff are talented and motivated, and our members
depend on their expertise. As a fund we spend a lot of time thinking about our members’ futures,
and I want us to be focussed on our employees’ futures as well.
This scholarship sends a clear signal about ESSSuper’s commitment to cultivating talent for the
benefit of our members. I want ESSSuper to have a reputation for being a great place for people to
develop and grow, and I want us to be consistently good at delivering on that reputation. We need to
ensure that we’re systematically building the capabilities needed for the fund to continue to perform
at high levels into the future as our industry evolves and changes.
I’m excited and energised by this opportunity and am looking forward to bringing back some new
practices and insights to share with my colleagues.”
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OUTSTANDING TRUSTEE DIRECTOR
WINNER: Emma Maiden, Trustee Director, legalsuper

Entry overview:
A trustee director at legalsuper and also a member of the fund’s investment committee, Emma
said she would use the scholarship to enhance her understanding – and the fund’s management
of – ESG issues. Her application noted that the fund wanted to increase its expertise and
member engagement on ESG issues. Emma plans to attend the next Principles of Responsible
Investment Conference in Paris.
Judges verdict:
Emma’s application clearly identified what her skill gap is and attendance at the PRI Conference
would help her to address this gap.
Emma outlined how the knowledge she would obtain could be used for the benefit of improving
her skills on her board. In addition, Emma was able to articulate a number of benefits that
members would obtain.
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Winners Quote:
“It’s an honour to win the 2018 Outstanding Trustee
award. I have been a Director of legalsuper for
10 years and as a union appointee, I relish the
opportunity to make a real difference to workers’ lives in retirement.
I am a member of the Investment Committee and plan to use the
scholarship to attend the PRI in Person Conference in 2019. This
Conference will be an amazing opportunity to enhance my skills in
relation to the Principles of Responsible Investment. I particularly
want to learn from the directors and investment professionals that
attend from around the world and gain deep insight into how they
manage responsible investment and then bring these key learnings
back for legalsuper.”
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ENTER HERE
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