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VERTICAL Other 

BUSINESS 
APPLICATION 

Collateral Management & Fulfillment/Personalized Information Kit 

CLIENT Performance Food Group (PFG) 

http://www.pfgc.com 

Performance Food Group is one of the largest and fastest growing food service distributors 
and the leading fresh-cut produce processors in the nation. 

PRINT PROVIDER Worth, Higgins & Associates 

http://www.whaprint.com 

Worth, Higgins & Associates is a commercial printer located in metropolitan Richmond, VA. Its 
digital print division, Worth Digital, produces variable data and short-run color printing. 

AGENCY Digital Innovations Group 

http://www.digcreative.com 

HARDWARE HP Ultrastream 3000 

SOFTWARE Lawson Human Resources Suite, Microsoft Access and Excel, and HP Yours Truly Designer 

FINISHING Cutting - Polar 45" knife, scoring - Heidelberg, Folding - Stahl TD78 folder, Stitching - Muller 
Martini saddle stitcher. 

PPML Produced using PPML 

TARGET AUDIENCE Performance Food Group employees 

DISTRIBUTION In 2004 there were 9,076 statements sent in Engligh and 230 in Spanish. In 2003 there were 
10,220 statements sent – all in Engligh.  

DATE Two distributions: September 2004 and September 2003 

 

 

 

 

 

 

 



 

Performance Food Group Uses Personalized Benefits Statements  
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DESCRIPTION PFG wanted to improve some of its internal communication efforts and developed a project to 
highlight changes in their benefits statement. The company wanted its employees to make an 
informed decision about new benefits and understand the value of existing benefits.  

Working with Digital Innovations Group, Cheryl Moore, Director of Corporate 
Communications, and Jill Stevens, National Manager of Associate Benefits, developed a one-
page personalized benefits statement. They wanted a new approach that would give 
employees a statement with a more complete picture of their available benefits and encourage 
them to take advantage of more.  

The new statement, used in 2003, was personalized with a listing of the employee’s insurance 
selections. The statement also included information about upcoming changes in benefits 
selections.  

In 2004, DIG expanded the benefits statement into a total compensation benefits booklet that 
contained additional variable information as well as extensive benefit explanations. By 
highlighting benefits such as the 401(k) and the employee stock purchase plan, PFG hoped to 
increase participation by targeting eligible employees.  

Each statement is folded and inserted into window envelopes and mailed either directly to the 
employee or to the operating company for distribution. 

The statement, written in either Spanish or English depending on the associate’s language 
preference, includes a personalized letter from the appropriate division CEO and the 
employee’s specific benefit selections by category, making all included information relevant to 
the recipient. Notifications of changes and additions to the benefits program for the next year 
vary depending on the associate’s position and division within PFG.  

Every two years, PFG does an associate satisfaction survey and according to Cheryl Moore, 
“We did an interim survey after the program last year, asked for voluntary comments this year, 
and asked for improvements. The response was overwhelming and people expressed a wish 
that they had this information all along. This year we’re fine-tuning our process. The two year 
study will look at the benefits themselves and the clarity of communications.” 

“We did an electronic survey from the recipients of both static and personalized statements 
and received responses that the static version was confusing to people while the personalized 
version was more clear. They can also use it as a tool to fill out this year’s benefit choices.” 

 


