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< 20% engagement

15 – 20 hrs 
to produce

Printing is at 
odds with USI’s 
“green goals”
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THE BEST method to  communicate  
benef i t  opt ions to  EEs and spouses !  

Benefits Website

A f f o r d a b l e F u l l - F e a t u r e d D e d i c a t e d  P M



< 20% engagement

15 – 20 hrs 
to produce

Printing is at 
odds with USI’s 
“green goals”

~ 35% of clients stop 
producing Benefit Guides 
in year 2+ after 
implementing an 
Omega site



4 – 5 Week Production Process
▪ Dedicated PM 
▪ Not everything has to be ready Day 1

Responsibilities
▪ HR Team for verbiage on site pages
▪ USI for carrier documents & charts
▪ Omega for site production

Edits & Updates Included
▪ Covers entire Plan Year
▪ 2-Day Turnaround

Site Analytics
▪ Emailed monthly to client & broker

OE Refresh Upon Renewal
▪ 2-week turnaround

Production:  



USI account team:
▪ 4 – 6 hours total

• Order Form 
• Site Configuration Form
• Review site needs w/ Omega & Client
• Share supporting carrier docs
• Review site & feedback before launch 

Variables:
▪ Electronic files for Comparison Tables (from USI BenefitsPoint?)

•  Excel or MS Word Table
▪Multi-EE classes/groups

• May need benefits comparison matrix

Light Lift:  
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Pric ing for  USI  Cl ients

2 0 2 4  -  2 0 2 5

$ 3 , 5 0 0

2 0 2 5  -  2 0 2 6
( a s  o f  J u l y  1 ,  2 0 2 5 )

A n n u a l  L i c e n s e
( i n c l .  1  E E  g r o u p )  

$ 1 , 5 0 0
L a n g u a g e  

T r a n s l a t i o n

$ 1 , 5 0 0
A d d i t i o n a l  
E E  G r o u p

( o n  s a m e  s i t e )

$ 4 , 0 0 0

$ 1 , 5 0 0

$ 2 , 0 0 0

I n c l u d e s :  P r o d u c t i o n ,  H o s t i n g ,  M a i n t e n a n c e ,  E d i t s .
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Omega/USI  By  the Numbers

U S I  C l i e n t s

5 5  t o  2 2 , 0 0 0  E m p l o y e e s

6 5 0

1 1 3

E E  R a n g e

M e d i a n  E E s

2

3 5

4 2

2 8

6

E E  D i s t r i b u t i o n <  1 0 0

1 0 0  -  5 0 0

5 0 0  –  1 , 0 0 0

1 , 0 0 0  –  5 , 0 0 0

>  5 , 0 0 0



Site  Usage Patterns

M o s t  t y p i c a l



Site  Usage Patterns

M o s t  t y p i c a l

60% - 80% 
During OE

15% - 25% / month 
throughout the year
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HR teams LOVE Omega!

June 2024 customer survey

Great service and love the 
flexibility of the site.

Chris H. - Senior Benefits Advisor
2,100 employees

Omega has been one of the 
easiest vendor partners we 
have had, and they produce a 
great product!

Heather B. - Senior Benefits Analyst
22,000 employees

This site was exactly what our company needed. 
Was very easy to set up and has worked really 
well for us the last year. Takes the headache out 
of having things saved in multiple places.

Amy G. – Corporate Operations
390 employees

Easy to work with and 
good end result!

Lindsay M. – HR Director
1,300 employees

Cost effective and easy to use.
Stacie H. – Benefits Manager
870 employees

Easy to work with and does a great job. 
Makes my job easy!

Sherrie A.. – 
Benefits & Employee Engagement Administrator
300 employees

They made it super easy for me!
Crystal B. – Director of Benefits
650 employees



93% Annual  Retent ion Rate



Benefits Website

A f f o r d a b l e F u l l - F e a t u r e d D e d i c a t e d  P M

How do we Earn 93% Retent ion?



What  does 93% Retent ion Mean?

93% Annual Retention

= 14 yrs Client Lifetime



What  does 93% Retent ion Mean?

93% Annual Retention

= 14 yrs Client Lifetime

Can Omega help USI increase 
client l ifetime by 1,  2,  or 3 years? 

= 11 :  1  ROI
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Example  ROI  Calculat ion
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4 %  C o m m i s s i o n  t o  U S I
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