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Making the case for 
a good benefi ts proposal 
As the war for talent continues to intensify, the need to review and 
possibly revamp their benefi ts offering is likely to rise up the agenda 
for many employers. This is assuming that it has not already been done 

as part of a wider strategic review aimed at linking benefi ts to broader business objectives, 
or any one of myriad other reasons.

In many cases, this will result in benefi ts professionals identifying the need to introduce 
new initiatives, either to replace an existing benefi t or as an addition to their package. Either 
way, ensuring they get the go-ahead for their plans will be the next crucial step.

This is where an engaging business case comes in handy. But what should a compelling 
business case include, and how can benefi ts professionals ensure that it appeals to the 
stakeholders that have a say in the fi nal decision? (See Securing 
the right benefi ts, page 14).

While some trends and future events can be predicted and 
planned for to some degree, others are impossible to spot on the 
horizon. Few could have predicted, for example, the outbreak of 
Ebola or recent acts of terrorism, such as the Sydney siege or last 
month’s events in Paris. Yet their devastating impact for affected 
employees, their colleagues and their families means employers’ 
support in such situations is crucial. Should the worst happen, 
employers should have measures in place to be able to react 
quickly to provide help and support.

Forward planning and building benefi ts to support crisis management into a global benefi ts 
strategy, therefore, are increasingly important tasks for anyone responsible for expatriate 
or international employees (see Disaster support, page 45).

Of course, as much as we may like one at times, no one has a crystal ball to see what lies 
ahead. That said, it is possible to use some social, regulatory and economic developments and 
forecasts as a foundation on which to base likely future trends.

Employee Benefi ts Connect 2015, which takes place in London on 4 March, will bring together 
HR, benefi ts and reward professionals to discuss and discover the hottest issues in benefi ts, 
as well as looking ahead to future trends. To fi nd out more, see page 9.
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While some trends 
and future events 
can be planned 
for to some 
degree, others are 
impossible to spot 
on the horizon

Editor Debbie Lovewell-Tuck debbie.lovewell-tuck@centaur.co.uk  Associate editor Clare 
Bettelley clare.bettelley@centaur.co.uk  Reporters Robert Crawford robert.crawford@centaur.
co.uk, Marianne Calnan marianne.calnan@centaur.co.uk  Contributors Sam Barrett, Lynn 
Griffi n-Pearce, Ceri Jones, Katharine Moxham, Nic Paton, Nicola Sullivan  Senior art editor 
Phil Gibson, philip.gibson@centaur.co.uk  Sub editor Andrea Harper  Commercial manager 
David D’Souza david.dsouza@centaur.co.uk  Business development manager Barry Davidson 
barry.davidson@centaur.co.uk  Account manager Luke Roberts luke.roberts@centaur.co.uk  
Event director Juliette Losardo juliette.losardo@centaur.co.uk  Account manager Richard York 
richard.york@centaur.co.uk  Centaur HR portfolio director Beth Pedersen beth.pedersen@
centaur.co.uk  PA to directors Alice Gerard-Pearse alice.gerard-pearse@centaur.co.uk  
Group marketing manager Rochelle Jayawardena  Production Andrea Harper, Wendy Goodbun 
eb.production@centaur.co.uk  Cover photo Jacko

Briefi ng 5

Tax and legislation 6

Events 9

Interactive 10

The big question 11

Tax-effi cient benefi ts in numbers 13

Cover story 14
Building a compelling business case 
could provide the key to success

Pensions 19
Understanding default fund terms

Health 21
Discussing sensitive health issues

Voluntary benefi ts 25
Good voluntary benefi ts can provide 
savings for employers and employees

Workplace savings 26
Accurately segmenting benefi ts so they 
apply to a diverse workforce is not easy

Group risk 29
How has group income protection evolved?

Technology 31
The pace of technology can make it hard 
to choose an employee benefi ts portal

Cars  35
Managing the risks of grey fl eets

Employer profi le 36
Penguin Random House 
revamps benefi ts post merger

Global benefi ts 39
� Alignment with business strategy
� Crisis management

Buyer’s guide 49
� Bikes for work

Confessions 50

Contact directory 51
Key service providers

Social media

Like us on Facebook: Look for 
our ‘Employee Benefi ts’ page

Follow us on Twitter.com 
for breaking news: 
twitter.com/employeebenefi t

Join our Linkedin group by 
searching EmployeeBenefi tsSupplement: 

Global Benefi ts

Employee Benefi ts 
Wells Point, 79 Wells Street, London W1T 3QN
Tel 020 7970 4000
Fax 020 7943 8094

Subscriptions 020 7292 3719
Editorial queries/press releases email 
eb.editorial@centaur.co.uk
Web www.employeebenefi ts.co.uk

EB_0215   03EB_0215   03 19/01/2015   19:4019/01/2015   19:40



Call us free on

0800 378051
www.healthshield.co.uk
Tailored  Essentials  Elements  Corporate  Flex

Health Insurance and COVER  Provider Awards
Best Healthcare Cash Plan Provider 2014

BEST CASH PLAN 
PROVIDER

@HealthShieldUK
*Subject to annual review. Up to chosen annual limits. Health Shield Friendly Society Ltd is 
authorised by the Prudential Regulation Authority and regulated by the Financial Conduct 
Authority and the Prudential Regulation Authority.

made   my day!
*

… but by tailoring  
a health cash plan 
to meet our needs  
- Health Shield

Some days don’t  
start so well...

EB_0215_0 _ alt s i ld_FP.ps   05/01/2015   16: 1



BRIEFING 

www.employeebenefi ts.co.uk I February 2015 I 5

Marianne Calnan

Launched on 15 December, the Fit 
for Work service, previously known 
as the Health and Work Service, 
offers impartial advice for dealing 
with long-term absence. 

Provided by Health Management, 
the service includes an online 
library, telephone, email and online 
support for employers, staff and 
GPs, as well as occupational-health-
related assessments.

The support is for staff who have 
been, or are expected to be, absent 
from work for at least four weeks. 
Staff will be referred by GPs or 
employers. Since 13 January, this 
has been a voluntary duty for GPs.

Lord Freud, minister for welfare 
reform, said at the time of the 
launch: “The support will help reduce 
the length of time employees take 
off sick, which will cut sick pay costs 
and reduce the chances of people 
falling out of work.”

Steve Herbert, head of benefi ts 
strategy at Jelf Employee Benefi ts, 
said: “The service [caters for] 
swathes of employers which do 
not currently have access to 

Help to deal with staff absence
LEGISLATION

Fit for work, guidance for 
employers was published on 2 
January by the Department for Work 
and Pensions (DWP). It clarifi es the 
tax exemption available on the cost 
of medical care for employees who 
are off sick and confi rms that it 
is limited to £500 per employee 
for each tax year.

Staff will be discharged from Fit 
for Work when they have returned 
to work (including a phased return), 
when the service can no longer 
offer further assistance, or if 
a return to work has not been 
possible after three months.

Herbert said: “The document 
allows employers an insight into the 
practicalities of using the service 
and allows organisations to plan 
how their absence management 
policies could be altered to refl ect 
inclusion of this option.”

Freud added: “Being in work is 
good for people’s wellbeing and it is 
important for business growth that 
absence is managed properly.”
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The shift of employee 
responsibility from 
government to 
employers is nothing 
new. The pensions 
market is a case in point, 
as a rising number of 
employers have moved 
from defi ned benefi t to 
defi ned contribution 
schemes for their 

workforces in a bid to 
share the associated 
costs and risks.

Meanwhile, employers 
have been urged to 
support employee health 
and wellbeing through 
government public 
health programmes.

But expecting 
employers to extend this 
support to occupational 
health services seems to 
me to be a step too far.

Yes, the NHS is under 
increasing pressure to 
service our needs; yes, 
private healthcare is 
unaffordable for a huge 

proportion of the 
population; and yes, 
workplace support for 
employee health should 
be encouraged, but 
should employers really 
be expected to step 
in to save the day?

The new Fit for 
Work service, which 
is designed to provide 
health and work 
advice for employees, 
employers and GPs to 
help staff with a health 
condition to stay in or 
return to work, presents 
a number of challenges 
for employees.

But one of the most 
pressing seems to be 
access to the service, 
for which employees 
must be classifi ed as 
‘eligible’ by either their 
GP or employer.

The fi ndings of the 
Department for Work 
and Pensions’ Exploring 
future GP referral to Fit 
for Work study, published 
in October 2014, found 
that GPs interpreted the 
criteria in different ways, 
with the referral rates 
higher for GPs with 
a positive attitude 
to health and work.

BETTELLEY’S BROODING Follow Clare Bettelley on Twitter: @ClareBenefi ts

Clare Bettelley

TOP 15 MOST VISITED 
STORIES ON THE WEB

occupational health. It has been 
much watered down from the 
original starting position, with the 
removal of the requirement that the 
GP must refer any absence of four 
weeks or more to the service. This is 
now a voluntary duty only on GPs. 

“I’m also concerned that the 
service won’t be accessible via 
employer referrals until the 
four-week mark, and it’s possible 
the employee will be discharged 
from the service as early as three 
months, potentially only leaving 
two months to make a difference. 

“Employers will also need to 
be prepared to understand, adapt 
to and engage with return-to-
work plans.

Employee 
access 
could be 
challenging.
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Robert Crawford

In December, the European Court of Justice 
(ECJ) ruled that obesity can now be classed as 
a disability, with the ruling likely to affect employee 
benefi ts, healthcare and wellbeing policies, as well 
as increase the potential for claims to be made 
under disability discrimination laws. This could 
have an impact on a number of employers given 
that more than 64% of adults are classed as being 
overweight or obese in the UK, according to the 
Overseas Development Institute.

The ECJ found in the case of Karsten Kaltoft v 
Billund, in which a childminder who weighed 25 
stone and had a body mass index (BMI) of 54 was 
dismissed because his size prohibited him from 
carrying out some of the duties of his role, that while 
no general principle of European Union law prohibits 
discrimination on the grounds of obesity, the 
condition falls within the concept of ‘disability’ and 
whether it hinders participation in professional life.

It also ruled that obesity in itself is not 
a disability, but that the symptoms and the medical 
and physical side effects of obesity can be.

Previously, the advocate-general of the Court 
of Justice of the European Union held that severe 
or morbid obesity (but not mere obesity) could 
amount to a disability by law.

Sarah Henchoz, employment partner at Allen 
and Overy, said: “Obesity is still not a disability, but if 
an employee’s obesity results in physical or mental 
impairments, for example reduced mobility, which 
have a long-term impact on day-to-day activities, 
then those impairments will attract protection.”

   LEGISLATION   

Protection could come in the form of benefi ts. 
Although it may be more costly and complex 
to insure an obese employee, employers will not 
be allowed to exclude employee participation 
in certain benefi ts, such as private medical 
insurance schemes, group income protection 
or group life assurance.

There is also a possibility that employers 
will have to make, and pay for, ‘reasonable 
adjustments’ to their workplace environment 
or practices, which might include specifi c work 
equipment, access to private counselling or 
reasonable time off in which an employee 
can seek weight-management support. 

Crowley Woodford, employment partner at law 
fi rm Ashurst, said: “Employers must remain alert 
to the fact that an employee whose mobility 
or mood is affected by obesity, such that it limits 
their ability to participate in the same way as 
others in professional life, could be protected.”

Alastair Kendrick
is a tax director at MHA 

MacIntyre Hudson

The present tax rules in relation to travel 
and subsistence came into existence in 
1998 and, given the changing world in 
which we live, there is a real need for these 
to be updated to refl ect how employees 
undertake their work.

The Offi ce of Tax Simplifi cation (OTS) 
has been asked by the government to visit 
these rules and update the guidance.

These rules set out what is considered 
an employee’s ‘base’ for tax purposes. It is 
this that determines whether a journey is 
business or private, and whether therefore 
the employee can re-claim expenses.

At present, the starting position is that 
a base is somewhere at which an employee 
is located for 40% or more of their time.

These rules mean that some staff can 
typically have two bases for more than 
two days a week. A base is not something 
that an employee decides upon, but that 
is either prescribed in their contract of 
employment or literally based on how the 
employee works (substance over form).

Many workers may consider themselves 
to be home based, or itinerant with no real 
base. However, this may not be accepted 
by HM Revenue and Customs (HMRC). 
Someone who makes occasional visits to an 
offi ce location may fi nd HMRC suggesting 
that this is their base, even if they spend 
less than 40% of their time there.

HMRC will look closely at this at the time 
of an employer compliance review, and 
getting this wrong can prove expensive.

Employers that have not looked closely 
at their travel and subsistence claims to 
ensure they are tax allowable face the risk of 
a possible shock if HMRC knocks on the door.

Will tax rules change 
following OTC review?

@ To read more advice from tax and legal experts, 
go to:  bit.ly/RYrvb6

ADVICE FROM THE EXPERTS
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ECJ ruling hits employers

The latest information on legislation and tax issues affecting employee benefi ts, including the ECJ obesity 
ruling, changes to the tax rules on travel and subsistence, and a round-up of key compliance developments

@ Read a longer version of this story at bit.ly/1mkqTaj

Round-up of compliance matters in January
COMPLIANCE

  A date has been set in the 
Asda equal-pay case, with legal 
action likely to be taken by female 
employees over claims that male 
employees in the distribution 
centres are paid more, despite doing 
comparable work. The law fi rm 
representing employees, Leigh Day, 
and Asda are to attend a tribunal 
hearing on 30 January 2015.

  The government has taken 
action to reduce the potential 
cost of holiday pay claims for 
employers. It has made changes 
to regulations under the 
Employment Rights 
Act 1996. This 
will mean that 
claims made 
to employment 

tribunals on this issue cannot 
stretch back more than two years.

  The US Supreme Court has 
ruled that employees working in 

an Amazon warehouse are not 
entitled to be paid for time 

spent in queues before 
or after shifts. The court 
dismissed the complaint.
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BEING AWARDED 
FOR OUR WORK 
ON EMPLOYEE 
ENGAGEMENT
IS FANTASTIC.

IT’S AT THE 
HEART OF 

EVERYTHING
WE DO.

WINNER 2014
BEST PENSIONS

COMMUNICATIONS
SMALL EMPLOYER

JOANNE BEAN
HEAD OF REWARD

SAMSUNG

employeebene�tsawards.co.uk

BOOK YOUR TABLE NOW AND CELEBRATE WITH THE BEST OF THE INDUSTRY

Sponsorship Enquiries

David D’Souza
Commercial Manager
david.dsouza@centaur.co.uk
T:+44(0)20 7970 4929

Barry Davidson
Business Development Manager
barry.davidson@centaur.co.uk
T:+44(0)20 7970 8065

General Enquiries

Becky Hendry
Event Co-ordinator
becky.hendry@centaur.co.uk
T:+44(0)20 7970 4792 

Table Booking Enquiries

Jessica Edun
Event Sales Executive
jessica.edun@centaur.co.uk
T:+44(0)20 7970 4192

IN ASSOCIATION WITH SPONSORED BY

The 13th annual Employee Benefits Awards and 
summer party returns to The Artillery Garden at the 

HAC, London on 12th June 2015.

The event is set to be the biggest yet with some of the 
UK’s most respected Rewards professionals 

celebrating each other’s achievements.

BOOK YOUR TABLE TODAY
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Don’t miss out! Put these dates in your diary today. 
For more information visit www.totallyexpat.com

Expatriate
Management

The Forum for

totallyexpat.com

2015 London Events

THE GLOBAL MOBILITY 
EXPERTS: COME AND LEARN 
MORE AT OUR EVENTS

19 May 
 London Totally Expat Show
 BDC, Islington

6 November 
 EMEA Global Mobility Summit and EMMAs
 Lancaster London Hotel

2015 London Chapter Meetings

5 February
 Global Health Insurance and Managing Expatriates in ‘Hotspots’

12 March 
 Complexities of Managing Assignees in Emerging Markets, Focusing on 
 Expatriates in Russia and India

9 April 
 Diversity and Cultural Awareness

11 June 
 Global Mobility in the Premier League 

9 July
 Insourcing versus outsourcing – strategies for ensuring your global mobility 
 function is aligned with your business goal

FREE 

for HR Corporates

PLAN FOR THE YEAR AHEAD 
2015 DIARY OF EVENTS
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Aon Employee Benefi ts, Benefex, MetLife, 
SG Fleet, Westfi eld Health and Zurich will 
host roundtables at Employee Benefi ts 
Connect next month.

These will cover topics such as the 
future of car salary sacrifi ce schemes, 
changing workforce demographics, how 
to make data analytics relevant, 
challenges facing employee engagement 
and the importance of investing in staff 
health and wellbeing now and in the 
future, as well as global reward, 
motivation and fi nancial wellbeing.

The roundtable sessions will also enable 
delegates to share ideas and discuss 
solutions to potential issues they may be 
facing with peers and industry experts.

Employee Benefi ts Connect offers 
delegates the chance to network 
with, and learn from, one another in 
a professional environment through 
conferences and an exhibition promoting 
the latest market offering, as well as 
through the 30-minute-long roundtables.

Book a place at a roundtable at: 
www.employeebenefi tsconnect.co.uk

www.employeebenefi ts.co.uk  I  February 2015  I  9
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@www.employeebenefi tsconnect.co.uk

Preparations are 
now well under 
way for one of 
the biggest events 
in the industry’s 
calendar for 2015, 
Employee Benefi ts 
Connect 

Steve Webb, pensions 
minister, is among the 
speakers who will address hot 
topics and issues affecting 
future trends at the fourth 
annual Employee Benefi ts 
Connect at London’s Lancaster 
Hotel on 4 March 2015.

Other speakers include 
Tobin Murphy-Coles, 
commercial director at Aon 
Benefi t Solutions, who will 
address Financial wellbeing 
to suit a multi-generational 
workforce, Jabbar Sardar, 
director of human resources 
and organisational 

development at Cafcass, 
speaking about Building 
a holistic employee wellbeing 
strategy, and Guy Roberts, 
director at Novalease, SG 
Fleet UK, who will talk about 
Overcoming the barriers 
to car salary sacrifi ce of 
the future.

The conference will 
include streams on benefi ts 
strategy, fi nancial wellbeing 
and global benefi ts.

Employee Benefi ts 
Connect is designed to 
help HR, benefi ts and 
global reward managers 

Microsoft joins speakers

Roundtable line-up 
gets ready to talk

The perfect event for benefi ts professionals

Dave Coplin, chief envisioning 
offi cer at Microsoft, will be 
the closing keynote speaker 
at next month’s Employee 
Benefi ts Connect 2015.

In his session, Coplin will 
explore how the rapidly rising 
volume of information is 
affecting all aspects of our 
lives, the problems we face, 
the mistakes and assumptions 
we make and how we should 

be using technology to 
reimagine how we live, 
work and do business.

The keynote address, 
titled ‘The rise of the 
humans: how to 
outsmart the digital 
deluge’, will also cover 
how the rapid growth 
of internet-connected 
devices has brought 
huge advantages.

� For information on conference sessions and to book a place at Employee Benefi ts Connect, 
visit: www.employeebenefi tsconnect.co.uk/conference

to make long-term 
plans to deliver the best 
benefi ts packages for 
their organisations.

There will also be the 
chance for them to network 
and share best practice and 
knowledge at roundtable 

sessions, as well as visit a range 
of benefi ts providers that will 
sponsor and exhibit on the day.
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At the beginning of the year, I, 
like many other benefi ts and 
compensation professionals, 
was thinking about my new 
year’s resolutions (mostly 
health-related and predictable), 
and also what we at Capital 
One want our employee health 
and wellbeing offering to be 
throughout 2015. 

Over the past few years, 
we have continued to build 
on our health and wellbeing 
strategy by launching campaigns 
and offers around events such 
as Men’s Health Week and 
Women’s Health Week.

These kinds of events 
provide a springboard for 
initiatives such as cancer 
awareness and a focus 
on both the physical and 
mental health and wellbeing 
of workers.

Regular health check-
ups, which are run through staff 
and personal trainers, help to 
keep initiatives at the forefront 
of employees’ minds.

We are also keen to get 
back to basics, for example 
highlighting the benefi ts 
of taking a lunch break. 

Even as little as 20 minutes 
away from their desk can 
have great restorative power, 
helping [employees] feel 
more alert and focused 
in the afternoon.

We also want to remind 
our employees of some of our 
top tips to help manage their 
health throughout the year. 
These include ideas on how 
to have quality sleep and 
nutrition workshops and 
encouraging a healthy work-
life balance. 

In addition, we are going 
to be offering salsa classes, 
which combine fun and 
exercise, so are bound to 
be a winner.

In addition, we are looking 
to maximise the extended 
health benefi ts our staff 
have access to, such as 
the employee assistance 
programme (EAP) and the 
GP helpline. 

Both of these great 
benefi ts can be under-
utilised but are very much 
appreciated by employees 
when needed.

@ email us at eb.editorial@centaur.co.uk with your views

Follow us on Twitter: twitter.com/employeebenefi t 

In association with

Revamping wellbeing strategies

The 100 Club comprises industry leading lights who have contributed to Employee Benefi ts

Higginson now at Towergate

 
Towergate has appointed Richard 

Higginson interim reward manager. 

He will lead short- and long-term 

incentive projects. Higginson was previously 

head of reward at Towry, where he won an 

Employee Benefi ts award for ‘Most effective 

total reward strategy’. He has also held senior 

international roles at both GlaxoSmithKline 

and British American Tobacco.

Slater-Romp joins DLA Piper 
Global law fi rm DLA Piper has 

appointed Jean Slater-Romp 

international head of compensation 

and benefi ts. She was previously at Ashurst 

as senior HR manager, reward and benefi ts, 

and senior manager of compensation and 

benefi ts. Slater-Romp previously worked 

at DLA Piper between 2012 and 2013 as an 

interim reward and global mobility manager.

Masterton at Mitsubishi UFJ Securities 
Roland Masterton has joined fi nancial 

services organisation Mitsubishi UFJ 

Securities as a compensation and 

benefi ts analyst. He will specialise in the 

market analysis of employee benefi ts, salary 

and other forms of compensation. Prior to 

starting his new role, Masterton was group 

reward specialist at reinsurance fi rm Aspen 

Re. He has also worked at the Body Shop, 

where he was international reward manager.

KPMG UK appoints Cloke
KPMG UK has appointed Ian Cloke 

head of global mobility transformation. 

In this role, he is responsible for global 

mobility policy and conduct at the audit, tax 

and advisory services organisation. Cloke 

was previously vice-president of HR, global 

mobility and reward services at Unilever and 

director of international HR at Deloitte.

Cassano joins VMware
Software fi rm VMware has appointed 

Anthea Cassano senior consultant, 

EMEA, compensation and benefi ts. 

She will be responsible for monitoring 

salaries and benefi ts, developing the 

employee benefi ts package and preparing 

and distributing information to staff. She  

previously worked at market research fi rm 

TNS as compensation, benefi ts and HR 

information systems manager, at Ceridian as 

compensation and benefi ts manager and at 

Vodafone as reward consultant (interim).

PEOPLE MOVES

100 Club column
Jill Cunnison is HR benefi ts and operations manager at Capital One.

Less than half of employers provide at-retirement 
support for staff, according to research by Close 
Brothers Asset Management. Its study of 218 UK 
employers found the most popular way of supporting 
employees at retirement is through workplace 
seminars (26%), while 23% of respondents 
provide access to information via the intranet. 

� “For many employers, providing advice at or around 
retirement age has been one commitment or spend too 
many recently. And with contract-based pensions, the onus 
was perceived as more on the employee than the employer. 
This is now changing, and there is a marked increase of 
interest as employers realise that both the abolition of 
the default retirement age and the freedom of pension 
proposals may impact their employee demographics, 
succession planning and engagement levels.”
Steve Herbert, head of benefi ts strategy, Jelf Group

� “I wonder if employers would be better to offer advice 
at regular times during their employees’ careers so they 
can maximise their pensions. This could be offered at 
their employees’ landmark birthdays of 30, 40 and 50. 
Giving employees a better understanding of pensions 
would be the best knowledge that any employee-centric 
employer could offer.”
Robert Holman, group pension manager, MH Alshaya

MOST TALKED-ABOUT NEWS

iSTOCK
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The Autumn 
Statement 2014 
announced that 
the gender pay gap 
is at its lowest in 
history and this 
is fantastic news. 
However, until the 
pay gap is completely 
closed, employers will 
continue to experience 

challenges in the workplace.
This disparity in pay can be damaging. It can 

undermine a hard-won reputation, provoke 
tension and confl ict and, ultimately, force 
talented women out of one fi rm and into the 
ranks of a competitor. The pay gap is not only 
extremely unfair, it is bad for business.  

Many organisations are already taking action 
to close the pay gap. There are numerous 
examples of best practice in achieving gender 
equality, including regular pay audits, salary 
transparency and improved fl exible working.

However, organisations must dig deep. The 
research shows that women most commonly 
attribute gender inequality in the workplace 
to an unconscious bias that favours men 
over women. 

This stems from the belief that senior 
males unconsciously prefer to promote 
and offer their support in their own image, 
resulting in women being left behind their 
male counterparts.

One way that organisations can identify 
unconscious bias is to introduce audits into their 
performance review and promotion processes.

Employers must ensure that equality 
in pay, development and leadership training 
is matched in equality of promotion.

Greet Brosens is group sales director 

at Adecco Group UK and Ireland

The difference in 
average pay for men 
and women in full-time 
work has much to 
do with the types of 
work that men and 
women do.  

While employers 
need to ensure that 
they are paying people 
the same money for 

the same work without reference to gender, 
as the law insists, addressing pay inequality 
alone will not remove the pay gap.

Whether we as employers like it or not, 
traditionally male-dominated sectors pay 
more on average than those in sectors 
where women predominate.

Unless, or until, we have as many female 
builders as male and as many male nurses 
as female, or a radical redrawing of the value 
society places on different types of work, 
the pay gap will remain.

However, in a world where it is diffi cult to 
think of a job that absolutely needs the person 
to be doing it to be male or female, employers 
need to take a much more critical look at the 
way they structure work and design the jobs 
they offer.

For too many potential workers, the work 
being offered, the way it is managed and what 
gets rewarded refl ects the male-dominated 
world of yesteryear, and certainly not that 
of the 21st century.

Competent, engaged and productive 
employees of any gender are there for the 
taking, but only if employers make the roles 
available work for them.

Jon Dymond is director at Hay Group

The gender pay gap 
is at its lowest level 
since records began, 
and there are more 
women at work than 
ever before, but 
there is still more 
to be done. 

Tackling the gender 
pay gap is about more 
than making sure 

women are paid the same for doing the same 
job as men, although this is of course essential. 

It is also about ensuring that women can 
access a range of careers, including those 
with higher pay, enabling them to move 
up the career ladder.

It is vital businesses understand the value 
that women bring to their organisation, and 
offer the support that is needed to allow 
women to succeed. 

I am encouraging organisations to sign up 
to our Think, Act, Report initiative, to ensure 
greater transparency over the role of women 
and how they are paid.

The government is also making simple 
and free pay analysis software available to 
organisations so they can see the difference in 
pay between the men and women they employ.

We are helping more women balance family 
life with work where they choose to, and the 
government is doing its part by extending the 
right to request fl exible working to all, and from 
this year tax-free childcare and shared parental 
leave will come into effect.

We all need to work together to tackle 
the gender pay gap, by mentoring, providing 
support and ensuring there is no discrimination 
or disadvantage in the workplace.

Nicky Morgan is minister for women 

and equalities and education secretary

What can employers do to 
address the gender pay gap?

This month’s big question:

Do you agree with these views? Join the discussion by searching for the EmployeeBenefi ts group on 
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At benenden health, we believe a healthy and happy workforce is
one of the most important success factors for any organisation.
Our range of discretionary healthcare services make it easy for
you to take care of the health and wellbeing of your employees.

Let the UK’s most trusted healthcare
provider help protect your employees

From 1st April 2015 payments will increase to £8.45 per person, per month.

*Calls to 0800 numbers are free from BT landlines however charges may apply from other providers and mobile phones. Calls may be recorded for our
mutual security and training purposes. Lines are open 8am – 5pm Monday to Friday (excluding Bank Holidays).

The Benenden Healthcare Society Limited is an incorporated friendly society, registered under the Friendly Societies Act 1992, registered number 480F.
The Society’s contractual business (the provision of tuberculosis benefit) is authorised by the Prudential Regulation Authority and regulated by the
Financial Conduct Authority and the Prudential Regulation Authority. The remainder of the Society’s business is undertaken on a discretionary basis.
The Society is subject to Prudential Regulation Authority requirements for prudential management.

AD/EBCONNECT/SP8228/01.15

Come and see us on stand 27

0800 414 8179* quoting EBCONNECT

www.benenden.co.uk/business
Find out
more:

• Only £8.19 per employee, per month

• 24/7 Stress counselling helpline
and GP advice line

• Prompt local consultation, diagnosis
and treatment

• Physiotherapy treatment

• Treatment at a benenden
approved hospital nationwide

• Financial help for cancer and TB

• And more…

Without compromising employee care
A Healix Healthcare Trust gives you the same level of care and 
the capped annual costs of a PMI scheme, but lowers those costs 
by an average of 10%. Not only that, you’ll have greater control 
over what is covered and it couldn’t be simpler to set up. 

And with all claims managed by Healix nurses, your employees 
will be delighted with the quality of service they receive.

For corporate healthcare schemes of 100+, contact us 
today at sales@healix.com or call 020 8481 7720 now.

Cut 10% off one
of your major 
operating costs

www.healix.com/healthcare-trustsHEALTHCARE TRUSTS
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TAX-EFFICIENT BENEFITS

TAX-EFFICIENT 
BENEFITS IN 
NUMBERS
Marianne Calnan rounds up the 
facts and fi gures on tax-effi cient 
benefi ts including childcare 
vouchers, car salary sacrifi ce 
and pension contributions

@ www.employeebenefi ts.co.uk/benefi ts/tax-effi cient-benefi ts
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35%
of employers offer their 

staff tax-effi cient benefi ts 
via salary sacrifi ce as part 

of a cohesive fl ex plan

(Employee Benefi ts/Towers 
Watson Flexible benefi ts 

research 2014, 
March 2014)

Pension 
contributions

 via salary sacrifi ce and childcare 
vouchers are the most commonly 

offered tax-effi cient benefi ts 
via a salary sacrifi ce arrangement

(Employee Benefi ts/Towers Watson 
Flexible benefi ts research 2014, 

March 2014)

86%
of fi nancial services sector 
respondents offer benefi ts 
to staff via salary sacrifi ce 

arrangements 

(2014 Employee rewards watch 
fi nancial services research, 
Thomsons Online Benefi ts, 

July 2014)

22%
of employers plan 

to add a car salary sacrifi ce 
scheme to their employee benefi ts 

plans, with 10% intending to 
include low-emission cars

(Employee Benefi ts/
Towers Watson 
Flexible benefi ts 
research 2014, 
March 2014) October 2015

the date when the
government will introduce 

tax-free childcare to support 
parents with their childcare costs. 
The initiative, which will replace 
tax-effi cient childcare vouchers, 

was originally announced 
in the 2013 Budget

61%
of employers provide 

salary sacrifi ce pension 
arrangements to staff 

and 34% offer these via 
a fl exible benefi ts plan

(Employee Benefi ts/Towers 
Watson Flexible benefi ts 

research 2014, 
March 2014)

35%
of staff at Fujitsu have 

childcare responsibilities

(David Brackwell, 
head of wellbeing and 

inclusion in the UK and Ireland 
for Fujitsu at Employee 

Benefi ts Live 2014)
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SECURING THE 
RIGHT BENEFITS
At a time when employers are anxious about losing their top talent, 

building a compelling business case could provide the key to success. 

Clare Bettelley explores how to make an effective pitch

EB_0215   14EB_0215   14 19/01/2015   17:1619/01/2015   17:16



www.employeebenefi ts.co.uk  I  February 2015  I  15
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>   A business case should take an average of four 
to six weeks to create and present.

>   A compelling pitch will clearly outline the 
objectives a benefi ts professional hopes to fulfi l 
with the benefi t they are proposing to implement.

>  The focus of the pitch should be tailored 
to its target audience.

IF YOU READ NOTHING ELSE, 
READ THIS...

JA
CK

O

A
s the economy continues to recover and 
the battle for talent intensifi es, many benefi ts 
professionals will be hoping 2015 is the year 
in which they can persuade their employers 
of the merits of implementing a new product 

or service to their organisation.
Stephen Bevan, director of the Centre for Workforce 

Effectiveness at The Work Foundation, says: “We have 
been through a tough time in terms of the buoyancy 
of the labour market, and a higher proportion of 
employers are anxious about losing their top talent.

“If employers are trying to take advantage of the 
upturn in the economy, then they need to make sure 
that they are hanging on to the best employees who can 
help them do that. I think that aligning a good package 
of benefi ts and other HR interventions to make sure that 
those talented employees give them a few more extra 
years of service is something that is going to be a higher 
priority [for employers] in 2015 than perhaps it has been 
for the last two or three years.” 

However, success relies on the ability of benefi ts 
professionals to build a compelling business case.

First, a benefi ts team needs to identify who will build 
the case. Is an internal employee best placed to do so? 
Do they have the necessary experience to prepare and 
present a compelling business case for a new benefi t? 
Or is an external adviser more appropriate to undertake 
the work involved? If so, is this an affordable option?

Aon Employee Benefi ts offers a secondee service, 
enabling employers to appoint one of its advisers to 
work for them in-house for a specifi ed period. Jon Bryant, 
the organisation’s area director for London, explains that 
secondees are typically more junior members of staff, 
so the cost of the service is likely to be substantially 
less than if an employer used a more senior adviser.

Cost-effective advice
“Employers end up getting very cost-effective advice 
because they are not paying [senior adviser] rates for work 
that the majority of junior consultants can do with a little 
bit of hand holding [from their senior Aon peers],” he says.

Employers should expect to pay about £100 an hour 
for a secondee, depending on their experience, he adds.

Where organisations opt to use internal resources, 
benefi ts professionals should fi rst identify their target 
audience, which is most likely to be their HR or fi nance 
director, their procurement team or all three stakeholders at 
once. This will enable them to tailor their pitch accordingly.

Richard McKinley-Price, head of benefi ts management 
at Jelf Employee Benefi ts, says: “For the fi nance director, 
[the pitch] needs to be very much focused on what the 
fi nancial outputs are going to be from the proposal, while 
for HR directors it needs to be about notional outcomes
for employees, [such as] how [the benefi t] is going 
to improve engagement.”

Procurement teams, meanwhile, tend to focus on 
securing the lowest price possible along with the best 
service, so benefi ts professionals should include in their 

pitch how and why value for money is often as important 
than the bottom line where benefi ts are concerned.

Language should also be jargon free, so that the pitch 
can be understood easily by any reader.

The next step is to determine clear objectives. 
These are critical, because they will help to explain 
to the target audience why a benefi t is being proposed 
and the value that the benefi ts team thinks it will bring 
to the organisation.

Objectives may range from resolving an ongoing 
organisational issue (such as high sickness absence levels 
or poor employee engagement) to supporting a business 
strategy (such as boosting profi tability or promoting 
a more socially responsible corporate identity).

Charles Cotton, performance and reward adviser at the 
Chartered Institute of Personnel and Development (CIPD), 
says: “[Benefi ts professionals] should outline what the 
problem or opportunity is that they are trying to meet 
and what is driving that.”

For example, is the driving force a workplace-related 
issue, an economic change, a governmental or regulatory 
change or a development within society, such as shifting 
demographics and the UK’s ageing population?  

In their pitch, benefi ts professionals need to explain 
what their organisation needs to do in response to these 
challenges, says Cotton.

“It is also about them aligning their pitch with the 
mission and vision, and the purpose of their business 
and its business strategy in terms of what employee 
skills, attitudes and performance are needed for the 
organisation to be successful,” he adds.

Gethin Nadin, head of strategic alliances at benefi ts 
provider Benefex, says: “What we would like to see 
more of, but do not see a huge amount of at the 

KEY ELEMENTS OF 

A BUSINESS PITCH
■ Clear objectives
■ Background information
■ Possible risks
■ Measures of success  
■ Predicted return on investment
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audience. As a result, they must consider 
what that audience really needs to know.

Bryant says: “At this stage, [the 
benefi ts professional] is only talking 
at a high level. What they really need 
to know [from their target audience] 
is whether they think [the benefi t] is 
worth investigating in any more detail.”

Detailing the resources required 
to source, implement and manage 
the benefi t in question, from staffi ng 
through to technology, will further 
help to support a pitch.

Measuring success
The pitch must include detail on 
how the impact of the benefi t will be 
measured, be that in the form of return 
on investment (ROI), reduced sickness 
absence levels or employee take-up 
of the proposed benefi t.

But The Work Foundation’s Bevan 
warns of the challenges involved. 
In his report, The Business Case for 
Employees’ Health and Wellbeing, 
published in April 2010, he explains: 
“The take-up or participation rates 
of employees in workplace health 
initiatives is too frequently the 
dominant, or only, measure of success. 
However, participation, for example 
in a smoking cessation initiative, does 
not necessarily equate to behavioural 
change or lead to a reduction in 
sickness absence.”

He adds that the speed with 
which business leaders expect results, 
particularly from workplace health 
initiatives, may also prove challenging. 
“Many employers are impatient for 
quick results once they have invested 
in a workplace health initiative, but the 
research is generally poor at helping us 
understand how long we should wait 
before we see the results.”

Bevan’s report was designed 
to examine if and how health and 

You need to know 
whether your target 
audience thinks the 
benefi t is worth 
investigating”
Jon Bryant, Aon Employee Benefi ts

CASE STUDY GOODMAN MASSON

Guy Hayward, chief executive 
offi cer of fi nance sector 
recruitment fi rm Goodman 
Masson, expects any business 
case his benefi ts team presents 
to be unique and engaging and 
to help the workforce deal 
with current challenges, such 
as saving for their fi rst home 
or repaying student debts.

“A benefi t must have a 
directly positive impact on 
the life of an employee, so 
they are excited about coming 
to work, because they believe 
that their employer is looking 
after them, so they are engaged, 
their performance increases 
and we prosper when they 
stay,” he explains.

Hayward led by example 
when he proposed a three-
year mortgage fund to the 
organisation in 2012, which 
is due to mature next year. 

COVER STORY @ www.employeebenefi ts.co.uk/benefi ts/total-reward
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moment, is [employers] telling us exactly 
why they are looking at employee 
benefi ts. Generally, an HR or benefi ts 
manager will come to us about wanting 
to run a benefi ts scheme or a platform 
to put their benefi ts on. One of our fi rst 
questions is why they want to do that, 
so that we understand their motivation.”

Benefi ts professionals should 
therefore consider using internal, 
evidence-based research to 
demonstrate the need for a benefi t. 
This might include staff surveys, focus 
group feedback or employee data. 

Background information
Background information on what the 
proposed benefi t is and how it works 
may be useful for benefi ts professionals 
to include in their business case, 
particularly if the organisation is 
unfamiliar with such projects. Examples 
include bring-your-own-device 
initiatives, carbon-neutral company 
car schemes and health cash plans. 
Background information may also 
include case studies outlining the 
likely effectiveness of the benefi t 
being proposed, evidenced by, say, the 
impact it may have had on a competitor 
organisation. These may be sourced 
from the relevant benefi ts providers.

Ultimately, benefi ts professionals 
must ensure that they provide enough 
information to support their pitch 
without overwhelming their target 

The organisation contributes 
to any deposit an employee 
saves through the fund, which 
was introduced in conjunction 
with a fl exible benefi ts scheme, 
implemented by Jelf Employee 
Benefi ts, for three years.

An employee that saves £300 
of their monthly basic salary 
plus £5,000 of their annual 
bonuses over the three-year 
period could expect to save 
around £42,000 with Goodman 
Masson’s contribution.

As part of the business case, 
Hayward identifi ed the issue he 
wanted to address (high staff 
turnover rates), set a clear 
objective (boost staff retention), 

proposed a new benefi t to help 
meet the objective (a mortgage 
fund) and fi nally identifi ed how 
the impact of his benefi t would 
be measured (retention rates 
and return on investment).  

The 32 employees who are 
saving through the fund have 
collectively generated just more 
than £2 million of profi t on £7.2 
million worth of sales for the 
organisation in the last two-and-
a-half years.

“The cost of replacing 
employees and waiting for the 
productivity and performance 
of new staff to increase because 
they are in a new business 
is time,” says Hayward. 
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Clare Bettelley 
is associate editor 
of Employee Benefi ts

@ Read also Is benefi ts benchmarking still 
relevant? at bit.ly/1vTxDDl

Viewpoint

Professor 
Nick Kemsley
is co-director 

at the Centre for 

HR Excellence 

at Henley 

Business School

Securing buy-in for 
a benefi ts business case
Benefi ts professionals who want 
their organisation to part with its 
resources in the current economic 
climate, be these time, money 
or staff, must address all of the 
following considerations.

First, the link to commercial 
success must be clear. Too many 
business cases look like answers 
looking for a question.

Benefi ts professionals must 
explain the proposal’s pros and 
cons and a clear rationale as to 
why the option is recommended. 

A good proposal shows how 
it will affect key performance 
indicators rather than tenuous 
links between cause and effect.

A good business case considers 
the impact of various predictable 
scenarios on the outcomes. 
Benefi ts professionals should 
consider a range of commercial 
outcomes in a risk-based way.

Money is a fi nite resource, 
so benefi ts professionals should 
give the option to tailor the balance 
between cost and returns to fi t 
the budget available.

They must also consider the 
outcome and process metrics that 
will best show whether the aims of 
the initiative have been delivered.  

Finally, benefi ts professionals 
must show support for their case 
through the use of benchmarks or 
external data. They can do this by, 
for example, engaging their fi nance 
director early on in the project 
to get them on side with their 
numbers. Failure to do so could 
result in them not progressing to 
slide two of their presentation.

wellbeing initiatives have a positive 
impact on productivity in the workplace.

Benefi ts professionals should 
avoid being drawn on exactly when they 
expect to fulfi l their objectives, however 
demanding their audience, to avoid 
setting themselves up for subsequent 
failure. Bevan says: “A business case 
usually involves putting forward an 
argument that more money needs to be 
spent or allocated to particular activities, 
so part of the trick is to get [the business] 
to regard that as an investment rather 
than a cost and to provide sober rather 
than wildly over-optimistic arguments 
about where the ROI might come.

“Anyone who presents a business 
case with what looks like a very precise 
prediction is always leaving themselves 
open to people pointing out the inherent 
uncertainty of what they are arguing.” 

During this part of the project, 

benefi ts professionals should highlight 
any potential risks that the benefi t may 
pose. This is important if a new IT system 
needs to be implemented, because 
there may be security issues to 
consider, says Benefex’s Nadin.

Exploiting resources
The CIPD offers resources to assist 
benefi ts professionals with building 
a business case. In addition, trade 
publications and online resources 
can help to support their efforts.

Jelf’s McKinley-Price also suggests 
using benefi ts providers and industry 
peers as useful sources of information.

“It is probably worth [benefi ts 
professionals] talking to two or three 
separate [providers], because they will 
all have a different stance in terms of 
what the best way to build the business 
case is, depending on what their 
product offering is,” he adds. 

Overall, launching and presenting 
a business pitch should take an average 
of four to six weeks. “[This stage is] high 
level,” says Aon’s Bryant. “It is simply about 
fi nding out if it is worth investigating 
[the benefi t] at a deeper level.”

Benefi ts professionals still in doubt 
could do worse than watching a few 
episodes of BBC reality show The 
Apprentice, to gain inspiration into 
business case-building best practice 
from apprentices aspiring to be the 
next Lord Sugar

Source: The Work Foundation
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BUDGET 
READY
ALREADY
At AB our target-date funds are already primed to reflect 

the requirements and opportunities of the pension changes, 

making it easy for you to comply. Proactively managed to meet 

your members’ needs using the best investment ideas with the 

flexibility to make changes, our strategies provide a one-fund-for-

life solution. Just what’s needed to keep you ahead of tomorrow.

We’re ready. Are you? 

+44 (0)20 7959 4783 

tim.banks@abglobal.com 

AllianceBernstein—New look. Same dedication.  

For more information go to ABglobal.com

This information is issued by AllianceBernstein Limited, 50 Berkeley Street, London W1J 8HA, a company registered in England under 
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@ www.employeebenefi ts.co.uk/benefi ts/pensions

Understanding default fund terms 
can be daunting, says Ceri Jones
U d di d ff l f dU d t di d f lt f d t

CRACKING 
THE CODE

C
racking the complicated code of 
pension default fund terms can seem 
daunting. This glossary explains the 
most common.

Lifestyling
This is an investment system used by 
many pension funds in recent years that 
progressively switches each member’s 
investments out of riskier assets, such as 
equities, and into more stable assets, such 
as bonds, as they approach retirement.

The aim is to ensure that members do not 
suffer severe falls in the value of their pension 
pots just before retirement.

The switching process normally begins 10 
years before members are expected to retire 
and this long lead time makes the system 
inappropriate for staff who plan to go into 
income drawdown instead of buying an annuity 
because they will be denied potential 
investment growth over that decade.

Diversifi ed growth funds 
These are actively and tactically managed 
across assets including alternatives such as 
commodities. The idea is that if one asset class 
falls, another will rise to compensate. These 
funds fall into a range of Investment 
Management Association classifi cations, such 
as ‘multi-asset funds’, and some, such as the 
Standard Life Gars (Global Absolute Return 
Strategies) fund, are ‘absolute return’ funds 
that use derivatives to gain additional returns.

Target date funds 
These hold a variety of asset classes according 
to an investor’s planned retirement year, so, 

>  Terminology relating to pensions default 
investment can be complex and not 
always simple to understand.

>  Key terms include lifestyling, tactical 
asset allocation, white labelling, 
decumulation phase.

>  Understanding industry jargon can help 
benefits managers explain key concepts 
to the workforce.

IF YOU READ NOTHING ELSE, 
READ THIS. . .

like lifestyling, the portfolio automatically dials 
down its equity exposure and becomes more 
heavily weighted in bonds as retirement nears.

However, the system is less formulaic 
than lifestyling and allows the underlying 
investments to be more actively managed 
even during the de-risking phase.

Target asset allocation 
Experts believe that at least 80% of the 
potential returns from an investment portfolio 
are driven by the choice of asset classes used, 
rather than by more granular decisions, such 
as which stocks are selected.

To harness this, some fund managers 
running multi-asset portfolios such as 
diversifi ed growth funds try to switch tactically 
between assets to catch an asset class as it 
rises and exit another when it is about to fall.

White labelling 
Pension funds can choose to present their 
provider’s investment funds in their own livery 
and styling.  This reinforces the perception 
of the pension as an employer-sponsored 
benefi t. White labelling can also be used to 
guide members into a more appropriate fund 
for their needs by labelling the funds according 
to their risk profi le, such as ’adventurous’ 
or ’cautious’.

Some pension funds categorise members 
by asking them to complete questionnaires on 
their attitudes to money and on their personal 
circumstances to guide them into the most 
appropriate default fund.

This is likely to result in a better outcome 
for members because risk is a hard concept 
for most employees to understand.

Open architecture
Many pension providers offer ‘open architecture 
platforms’ to enable members of their workplace 
and private schemes to select and switch 
between underlying investment funds.

Most workplace schemes will not offer 
members full access to all the funds on 
a platform because the choice of hundreds 
of funds bewilders most employees.

Decumulation phase
This is the term given to the period when 
a pension holder switches out of their pension 
pot and into an income-producing plan, 
normally, but not always, when they retire.

This means buying an annuity or entering 
into an income drawdown plan, but from 
April, members will also have the opportunity 
to take as much of the fund as they like in 
cash, subject to income tax at their highest 
rate for any excess over the 25% tax-free 
cash entitlement.

Glide path
This is an increasingly common phrase that also 
refers to the period leading up to retirement.

Uncrystallised funds pension 
lump sum (UFPLS)
This is the term for the new option from 
April for pension holders to access as much 
of their fund as they wish, without having 
fi rst to designate the funds as available for 
drawdown. Of each payment, 75% will be 
taxable as pension income at the individual’s 
marginal rate of tax and 25% will be tax free

@ Read also Where does responsibility for default 
pension investments lie? at: bit.ly/WIepUi

Ceri Jones 
is a freelance 
journalist
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wellbeing and create an open culture 
where their employees are able to talk about 
wellbeing without fear of discrimination 
or being perceived as incapable.”

Men suffering from health issues can be 
particularly diffi cult to reach. “Men are less 
likely to seek help for both emotional and 
physical problems. When they do seek help, 
they are less likely to discuss emotional 
problems and tend to focus on physical 
issues instead,” explains Mamo. 

Mind’s Time to Change campaign, launched 
in 2009, provides tips on addressing mental 
health in the workplace for managers and 
employees. As part of the campaign, more than 
74,000 people have pledged to end mental 
health stigma, including Steve Holliday, chief 
executive offi cer of National Grid, who made 
his pledge in December 2015 and encouraged 
his workforce to do the same. 

National Grid has run an emotional wellbeing 
campaign since 2012. The campaign, called ‘The 
Elephant in the Room’, encourages openness 
about mental health and includes seminars and 
consultations designed to allow employees 
to discuss any problems they are having with 
their managers. Andy Buxton, health and 
wellbeing manager at National Grid, says that 
65 to 70 employees a month use the service. 

Stress is also a common problem at work. 
According to research by Mind, published 
in November 2014 to mark National Stress 
Awareness Day, 56% of employee respondents 
fi nd work very or fairly stressful. 

Mind’s Mamo says employers can tackle 
mental health issues by ensuring staff receive 
one-to-one support from a line manager, 
colleague or medical professional. Flexible-
working arrangements and extra time off for 
appointments often form part of the solution. 

It is also benefi cial for employees who are 
absent from work for a long period to stay 

LISTEN 
AND LEARN
Employers need to be able to discuss sensitive 
health issues with staff, says Marianne Calnan

IS
TO

CK

>  Support for staff with sensitive health 
problems include exercise, healthy eating 
and counselling.

>  Staff have a right to confi dentiality under 
the Human Rights Act 1998, so in most 
cases do not have to disclose personal 
medical information to their employer. 

>  Eating disorders and mental illnesses 
can be particularly challenging for 
employers to address.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

C
hallenging and sensitive health 
conditions such as mental illness, 
cancer and weight problems can 
be diffi cult for both employers and 

employees to address in the workplace.
The Group Risk Development (Grid) 2014 

Employer research, published in October 2014, 
found that stress and mental illness are the 
main causes of sickness absence. 

Emma Mamo, head of workplace wellbeing 
at charity Mind, believes that when it comes to 
tackling mental health issues, prevention and 
treatment are of equal importance. “Many 
people with mental health problems perform 
their role to a high standard, but may need 
extra support, just as any other employee 
might if they were experiencing a physical 
health problem.” she says.

However, according to Sue Weir, chief 
executive of health cash plan provider 
Medicash, many people feel far more 
comfortable talking about physical problems 

than mental health issues. 
“We need to create a culture where people 

feel empowered to talk about any issues they 
may have and don’t feel ashamed,” she says. 

Mental illness
A report called Breaking the silence, published 
by Bupa in October 2014, identifi ed that despite 
employers’ efforts to create a culture where 
staff can discuss issues such as depression 
and anxiety, many employees still do not feel 
they can be open about mental health issues. 

Its research found that 70% of staff feel 
they cannot speak candidly about such issues 
and a large proportion of leaders label mentally 
ill employees as unpredictable (27%), erratic 
(22%) and weak (22%).

“There is a taboo around talking about 
mental health, particularly in the workplace,” 
says Mamo. ”People still don’t feel comfortable 
talking about mental health, so it’s important 
that organisations proactively manage staff 

@ www.employeebenefi ts.co.uk/benefi ts/healthcare-and-wellbeing
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in touch with other colleagues. This is particularly 
the case where they may be suffering from 
serious conditions such as cancer. 

Liz Egan, work and cancer programme 
manager at charity Macmillan, says: “It would 
reduce a lot of worries, especially as people 
with cancer often say they feel out of touch.”

Under the Human Rights Act 1998, 
employers have no legal right to know about an 
employee’s health. But in cases where people 
have opened up, managers can obtain their 
permission to ask a health provider for advice 
about the person’s ability to perform their role, 
the likely duration of absence and any 
workplace adjustments that need to be made. 

Katharine Moxham, spokesperson at Grid, 
says line manager support is vital. “Line 

@ www.employeebenefi ts.co.uk/benefi ts/healthcare-and-wellbeing

Marianne Calnan 
is a reporter at
Employee Benefi ts

@ Read also How to manage workplace dementia 
at: bit.ly/RFVq9K

CASE STUDY NORTON ROSE FULBRIGHT

Norton Rose Fulbright focuses on mental health
Global law fi rm Norton Rose 
Fulbright launched its mental 
health awareness strategy in 
October 2014. In the run-up 
to World Mental Health 
Awareness Day it held talks 
with providers including 
Bupa and Roodlane Medical, 
and local GPs and gyms, 
highlighting the importance 
of a good work-life balance 
and good health.

Its fi nal event was a talk 
on how to eradicate the 
stigma around mental health.

Vicky Rose, reward, 
pensions and mobility 
manager at the law fi rm, 
says: “Mental health affects 

performance, productivity 
and relationships in the 
workplace so it is essential 
that we identify and support 
individuals with mental 
health issues at an early 
stage to prevent detrimental 
long-lasting effects.”

Rose says law fi rms can 
be stressful environments 
where employees can work 
long hours.

The fi rm aims to ensure 
an open and supportive 
culture by offering 
counselling and a 24/7 
employee assistance 
programme, which enables 
staff to talk confi dentially 

about their problems. 
Rose says: “Individuals 

sometimes feel more 
comfortable using this 
service than sharing 
personal information with 
their manager or HR 
department and they can 
be assured that no details 
will be divulged.”

managers generally know what is most 
effective for that employee, but there’s no 
one-size-fi ts-all,” she adds. 

Research by YouGov, published in October 
2014 by rehabilitation and income protection 
provider Unum in partnership with cancer 
charity Maggie’s, found that around 59% of 
men who have completed cancer treatment 
would feel comfortable discussing support 
with their employer. The research also found 
that 62% of respondents felt they received 
good workplace support. In addition, 79% 
thought it would be helpful if their employer 
had access to advice on how to support 
employees in returning to work. 

Medicash’s Weir says: “Staff have shared 
their diagnosis, but for this to happen they 

must feel valued and confi dent that their 
employer cares about their wellbeing.”

Laura Horton, HR manager at Cancer 
Research UK, says workplace initiatives 
encouraging healthy behaviour not only reduce 
the risk of cancer, but boost productivity. 

Weight issues 
Obesity is also an issue for employers 
concerned with improving the wellbeing of 
staff. Some 64% of UK adults are overweight, 
according to a Public Health England survey 
published in February 2014.  

While a healthier diet and exercise are well 
known to prevent excessive weight gain, what 
is less obvious is how to tackle a sensitive issue 
that an individual may be self-conscious about.  

Steve Tagg, human resources director at 
Aggregate, says: “Many people are concerned 
that if they raise an issue then they will be 
treated differently or that those around them 
will not understand or support them.”

Buxton adds that problems linked to weight 
can be dealt with together. “Encouraging staff 
to get more active to prevent issues such as 
cardiovascular diseases can be done by 
providing healthy-eating options,” he says.

Every spring, National Grid runs active team 
events and in 2015 will focus on diabetes.

Workplace wellbeing programmes can also 
help employees to manage eating disorders, 
which affect more than 1.5 million people in the 
UK, according to the NHS’s Adult psychiatric 
morbidity survey, published in January 2007 
(the next report is due in 2016). 

Charity Beat’s study Eating disorders in the 
workplace, published in March 2012, found that 
eating disorders are most likely to affect 
women aged between 16 and 30.  

This found early intervention is key and 
may prevent a hospital referral. But while diet is 
important, underlying psychological issues also 
need to be addressed with talking therapies.

Sensitive health issues can be a heavy 
burden for both employees and employers. 
This means it is important for organisations to 
have effective support networks and medical 
services that ensure staff feel un derstood and 
well informed about employee benefi ts that 
may help them

22  I  February 2015  I  www.employeebenefi ts.co.uk
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VOLUNTARY BENEFITS

Good voluntary benefi ts can provide savings for both 
employers and employees, says Lynn Griffi n-Pearce

T
he best voluntary benefi ts schemes 
are engaging, user-friendly, adaptable, 
affordable and also deliver fi nancial 
benefi ts for employers. 

Diffi cult economic times mean 
tough choices for organisations and, for many, 
adding voluntary benefi ts to enrich an existing 
core benefi ts plan makes good business sense, 
rather than either cutting back in other critical 
areas that may have an impact on services, or 
by losing key colleagues to other employers.

In the public sector, delivering voluntary 
benefi ts not only has a real impact on 
employees’ spending power, but it also 
contributes to a good work-life balance and 

Our ‘Works Perks’ voluntary benefi ts 
programme is a comprehensive lifestyle 
package, which includes employee discounts, 
childcare vouchers, annual leave purchase, 
a bikes-for-work scheme, mobile phones and 
transport discounts, among other benefi ts. 

Supporting key objectives
All these elements work to support key council 
objectives, which is essential for any employer. 
And in an environment where HR and benefi ts 
departments are often having to achieve a lot 
more with less, creativity is vital to mitigate 
the impact of reducing budgets.

For example, the council is required to keep 
the scheme on a cost-neutral contract, which 
we manage by funding it with employer 
national insurance (NI) savings. Our annual 
leave purchase scheme, whereby staff can 
exchange salary for extra days of annual leave, 
has in itself generated more than £1.7 million 
in salary and NI savings for the council 
since 2011.

The tools that a provider can offer to 
support the communication of employee 
benefi ts are also vital. An integrated voluntary 
benefi ts website; internal magazine content; 
displays on offi ce plasma screens; intranet 
site advertisements; and periodic ‘all-colleague’ 
email bulletins can help to engage employees. 

But ultimately, employers must ensure that 
their benefi ts appeal to staff, which they can 
monitor using benefi ts take-up data. More than 
40% of the council’s workforce currently use 
its benefi ts, which was one of the many 
reasons why we were named winner of the 
best voluntary benefi ts category at the 
Employee Benefi ts Awards 2014 

@ www.employeebenefi ts.co.uk/benefi ts/voluntary-benefi ts

>  Voluntary benefits can boost employees’ 
spending power. 

>  But the scheme must support key 
business objectives. 

>  Benefits take-up data should be monitored 
to assess employee appeal.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

HAPPY 
SHOPPERS

makes a real difference when there are 
limited pay rises. Such benefi ts can be used 
as a magnet to attract and retain talent and, 
in our case, support our objective of being 
regarded as an employer of choice.

With around 7,000 employees working 
across a diverse range of functions, it has been 
essential for us to work closely with our 
provider, P&MM Employee Benefi ts, to fi nd 
and develop an extensive choice and to give 
colleagues fl exibility to select benefi ts that suit 
their individual circumstances. Employees 
simply will not be engaged and fi nancial targets 
realised if the rewards do not appeal to them 
on a personal level. 

Lynn Griffi n-Pearce 
is a reward and retention consultant 
at Nottingham City Council

@ Read also How to integrate voluntary benefi ts 
into a reward strategy at: bit.ly/1pfJV3J
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WORKPLACE SAVINGS

No matter how employers choose to 
segment their workplace savings benefi ts, 
specifi c drivers, such as the desire to 
inform staff about pensions, will underpin 
each project. Helen Buchanan, managing 
director of distribution and marketing in 
the corporate division at Legal and General, 
explains: ”Benefi ts that are targeted are going 
to be more effective.” 

But because employees’ fi nancial needs and 
aims will vary signifi cantly, depending on their 
age and demographic, accurately segmenting 
workplace savings and fi nancial education 

THE GREAT 
DIVIDE?

>   Workplace savings benefits can 
be segmented according to age, job 
function, gender, demographic and salary.

>  New technology can be used to engage 
younger generations.

>  Employers must ensure that messages 
about workplace savings are relevant 
and are communicated through 
appropriate channels. 

>  It is not uncommon for employers to have 
five generations in the workforce.

IF YOU READ NOTHING 
ELSE, READ THIS. . .E

mployers that want to ensure their 
workplace savings benefi ts are widely 
valued may choose to segment their 
offering and the way it is communicated 

to different groups of employees.
By dividing the workforce into categories 

such as age, job function, gender, demographic 
and salary, they can illustrate how perks, such 
as pensions, individual savings accounts (Isas) 
and share schemes, can suit individual needs 
and circumstances.

One dilemma employers face is to what 
extent they should segment the workforce.

Nathan Long, head of corporate pension 
research at fi nancial services provider 
Hargreaves Lansdown, says segmented 
messages work well but warns fi rms not 
to narrow their focus too much. 

Age segmentation
“While it is impossible to cater for every 
employee’s specifi c fi nancial goals, age is still 
the best way to segment a workforce without 
making the groups too niche,” he says. “But 
establishing common ground is important.”

Julia Turney, head of platform and 
engagement at actuarial, adminstration and 
consultancy provider Barnett Waddingham, 
also thinks age is key.  “Different age groups 
share different requirements, and savings 
should be looked at more holistically. At a high 
level, age segmentation is the most effective,” 
she says.

In many workplaces, it is not uncommon for 
employers to have employees spanning fi ve 
generations in their workforce. These should be 
taken into account for segmentation purposes, 
according to Tracey Clarke, HR director at 
healthcare organisation Becton Dickinson 
(see case study, right).

Employers also need to be aware 
of variations in attitudes among employees 
of similar age, demographic or job role, 

Accurately segmenting benefi ts so they apply to 
a diverse workforce is not easy, says Marianne Calnan

Trying to educate every 
single employee on every 
single area would lead to 
information overload and, 
ultimately, to confusion”
Nathan Long, Hargreaves Lansdown

because no member of staff has the exact 
same workplace savings needs as another.

Another approach is for employers to 
segment their workforce by generation, 
because this will also encompass age and 
demographic differences. 

Katharine Photiou, head of workplace 
savings at Barclays’ Corporate and Employer 
Solutions division, says employers should 
segment benefi ts as far as they can to boost 
employee engagement and productivity. 

Enhancing engagement
“Many already use segmentation to maximum 
effect when tailoring solutions for their 
customers, so why should employers not 
use the same methods when dealing with 
their employees?” she adds. “Making savings 
packages more relevant to employees can be 
effective in enhancing workplace engagement. 

“With evidence showing that organisations 
with higher levels of engagement enjoy 
lower employee turnover rates, segmenting 
workplace savings can play an important part 
in helping retention and productivity.”

ISTOCK
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@ www.employeebenefi ts.co.uk/benefi ts/workplace-savings

CASE STUDY BECTON DICKINSON

Personalised advice for staff dotted around the UK
Global medical technology 
fi rm Becton Dickinson 
launched a personalised 
fi nancial education 
programme in a bid to 
engage its 300-strong UK 
workforce in workplace 
savings benefi ts. 

The programme, 
introduced in November 
2014, incorporates Nudge 
Global’s Quantum technology, 
which uses HR and benefi ts 
data to profi le employees 
and pre-empt their individual 
fi nancial needs. 

Staff are then sent 
a number of messages about 
how to save money or set 
and track fi nancial targets. 

These can be picked 
up on mobile phones, 
laptops and tablets and 
can therefore be accessed 
easily by those who work 
in different locations. 

Tracey Clarke, HR 
director at Becton Dickinson, 
says: ”Our workforce is 
predominantly sales and 
marketing, so many of our 
employees work all over the 
country. This means they 
need to be able to access 
this information remotely. 
We wanted this to be 
easy for them, and this 
technology gives us that.

“As many of our people 
work long hours and 
remotely, seminars and 
face-to-face sessions have 
not worked that well for us 
in the past and therefore 
delivering through 
technology was a must 
to engage with the whole 
of the workforce.”

Employees’ fi nancial 
circumstances can vary 
quite considerably. “We 
have people early on in 

their careers, saving to buy 
their fi rst house, planning 
a wedding, starting a family, 
and those who are starting 
to think about retirement 
and who may have more 
disposable income to invest 
at that time in their lives,” 
says Clarke.”

“Having access to 
information that covers 
all these types of events 
is extremely useful. 

“Employees experience 
a more personalised service 
that is far more relevant to 
them than a one-size-fi ts-
all approach.”

benefi ts may turn out to be a problem. 
Hargreaves Lansdown’s Long says: “The 
workplace is diverse, so naturally it is 
impossible to pigeonhole staff into exact 
groups that will all have the same fi nancial 
goals and requirements.

“Trying to educate every single employee 
on every single area would lead to information 
overload and ultimately confusion. Segmentation 
helps to avoid this problem by streamlining 
the information.” 

Whatever their methodology, HR 
professionals must look beyond the one-
size-fi ts-all approach and segment workplace 
savings offers in ways that refl ect the unique 
obstacles and challenges faced by each 
generation of staff. Barclays’ Photiou says: 
“If tailored to the specifi c aspirations, priorities 
and objectives of each generation, workplace 
savings can be highly effective in enhancing 
employers’ engagement strategies.”

In order to segment the workforce and 
tailor the communication of workplace savings 
effectively, employers must fi nd out what 
motivates their employees, says Legal and 
General’s Buchanan.

Marianne Calnan 
is a reporter at 
Employee Benefi ts

@ Read also How to create a multi-generational 
fi nancial education strategy at bit.ly/1wfHtPS

Providers such as Friends Life offer tools 
to help employers tailor benefi ts to staff. For 
example, the pension provider’s tool, launched 
in 2013, identifi es a fi nancial profi le for 
employees by examining their attitudes to 
factors such as work, wealth and leisure. This 
provides an insight into which fi nancial services 
and benefi ts employees will value most and 
informs measures taken to engage them 
in perks such as pensions.

In addition, HR and payroll data can help 
to develop the best methods to engage staff 
with pensions and savings. 

Employee benefi t surveys
Employers can also glean information via 
employee benefi t surveys. This is true of 90% 
of those who responded to the Employee 
Benefi ts/Towers Watson Flexible benefi ts 
research 2014, published last April.

“Segmenting communications can be useful, 
and I do think [organisations] need to highlight 
to employees that there are different varieties 
of workplace savings,” says Buchanan.

Moreover, the message from employers 
must be relevant and conveyed through 
appropriate channels. These may include 
emails, face-to-face communications, 
texts, desk drops and social media sites.

Turney says: “[Employers] need to go 
down to quite an individual level, and the 
communication on offer needs to be personal. 
For this, online technology comes into its own.”

When it comes to promoting savings 
vehicles such as pensions, Isas and employee 
share schemes, 52% of the respondents to 
Employee Benefi ts/Aon 100 Club research 
2014, published last June, believe new 
technologies can be used to engage 
generations Y and Z with workplace savings. 
But when identifying employees’ preferred 
methods of communication, it would be 
a mistake to make assumptions based 
on an employee’s age or role.

As Richard Wilson, policy lead for defi ned 
contribution at the National Association of 
Pension Funds, says: “Segmentation is about 
communicating with people correctly and 
accurately; the most interest and the most 
benefi t for their pound spent.”
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When I fi rst set foot in the group risk market 
in 2008, it struck me how often I’d hear 
the phrase: “It’s a small world, group risk.”  

“Great!” I thought. “I’ll get to know 
everything and everyone in no time. Forget 
the 90-day plan – in fact, halve it.” 

As I write this, however, I have mixed 
feelings about the small world of group 
risk. Small can be good. It can be agile, 
entrepreneurial, responsive and visionary. 
It can also be overly niche, backward looking, 
inwardly focused; defensive in the face of 
competition and innovation. If I were to look 
at the characteristics of the UK’s group risk 
industry, I’d say that so far we’ve been ticking 
more of the latter boxes than the former.

MetLife published a report, Bridging the 
protection awareness gap, last autumn that 
took a fresh look at the protection gap. At 
around the same time, we sponsored a debate 
with Employee Benefi ts that discussed how 
the industry might address the challenges 
and respond to the opportunities around us 
in the workplaces of today and tomorrow.

We discussed the protection gap and how 
this challenge has been discussed and debated 
for many years. Millions of UK businesses 
and employees are facing risks that aren’t 
mitigated, as they do not have income 

The group risk market is looking more defensive than bold. Like a famous fi zzy 
drink, it needs to reinvent itself to meet new challenges, says Tom Gaynor 

Lucozade’s story may be
tonic the industry needs

Supplied by:

Tom Gaynor 
is employee benefi ts 

director at MetLife

protection in place. 
What is disappointing 
is that, despite much 
talk, campaigning and 
collective frustration, 
the gap remains. 

As an industry, we are 
very good at describing 
the risk side of group 
risk. I am sure most 
of us could recite the 
statistics in our sleep 
concerning the risk of 
injury during our working 
lives and the risk of 
death before normal 
retirement age (whatever 
that might be in 20 
years). But by focusing 
on the downsides, we are 
missing a signifi cant opportunity: fi nding 
ways to help employers help their employees 
to be healthier, stronger and more resilient. 

A colleague of mine is a big fan of Lucozade 
and the repositioning strategy it deployed 
in the 1980s. Any child of the 1970s will 
remember Lucozade as a rather nice-tasting 
drink that appeared on your bedside table 
when you were ill to help you feel better. It 
was even sold in chemists’ shops and, for good 
measure, came wrapped in orange cellophane.

Its origins were commendable and it was 
right for its time. But general health began to 
improve and the incidences of illness became 
less frequent. Flu epidemics declined. Sales fell.

What Lucozade did was reposition the 
product as something that could provide busy 
and successful people with the energy they 
needed to perform at their best. The slogan 
‘Aids recovery’ was removed from the bottle 

and was replaced with ‘Replaces lost energy’. 
The transformation began, and by 2004 it 
commanded 60% of the energy drink category.

What can we learn from this insight 
into another industry and a company that 
responded decisively to a sea change in its 
operating environment? 

My view is that we can learn a lot. 
Yes, the undisputed purpose of insurance 

in its pure form is to mitigate risk. That should 
not change. What needs to change is our 
perspective – from looking back to our origins 
to looking ahead to the broader challenges 
businesses face and fi nding ways to help 
them. The change needs to start now.

INDUSTRY INSIGHT  @ www.employeebenefi ts.co.uk/benefi ts/group-risk
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�What Lucozade did was 
reposition the product 
as something that could 
provide busy people with 
the energy they need
Tom Gaynor, MetLife
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Group income protection now focuses as much on mitigating risk and 
offering support as it does on paying claims, says Katharine Moxham

W
hether it is responding to 
the increased emphasis on 
someone’s capability for work, 
retuning the underwriting 
process or the ever-growing 

raft of associated product offerings, the group 
income protection market is always moving. 

When group income protection came about 
in the 1970s in the form of ‘permanent health 
insurance’, employers would dust off their 
policy when someone had been off sick for fi ve 
or six months. By then, entrenchment would 
have set in, there would be little expectation 
of a return to work and, if valid, a claim would 
often be paid until retirement. There was little 
focus on capability; little understanding 
of comorbidity and the effect of illness or 
disability on mental health; or widespread 
recognition that work is good for people. 

Over the years, the group risk industry 
has come to understand this. It pioneered 
vocational rehabilitation in the UK and was 
among the fi rst to understand the bio-psycho-
social model, which states psychological and 
social factors play a role in how someone 
functions with a health problem.

The industry recognised the need to focus 
on capability rather than inability long before 
the Employment and Support Allowance and 
the Work Capability Assessment refocused 
state provision in this way.

Attitude shift
Now we have a very different offering that 
focuses as much on mitigating risk and offering 
support as it does on paying claims. We have 

SHADES OF CHANGE

GROUP RISK@ www.employeebenefi ts.co.uk/benefi ts/group-risk

>  The group income protection market 
is always moving.

>  The industry now focuses on capability 
rather than inability.

>  Products now include a wide range of 
support to dovetail with employers’ needs.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

Katharine Moxham 
is spokesperson for Group Risk 
Development (Grid)

@ Read also What does group risk provision 
of the future look like? at: bit.ly/1vatydo

even refocused medical underwriting 
to consider an individual’s attitude towards 
managing their medical conditions rather than 
just their actual state of health, meaning more 
people with health conditions can be included.

Today, 17,193 schemes cover 2.04 million 
people for group income protection benefi ts 
of £59.9 billion (80% of all insured UK income 
protection cover), according to Swiss Re’s 
Group watch report, published in April 2014. 
And according to Group Risk Development’s 
(Grid) Claims survey, published in May 2014, the 
industry paid 14,501 income protection claims 
of £318.8 million (annual benefi t) in 2013. 

Under a current group income protection 
policy, employers and employees get access to  
extra support that can be used even if a claim is 
never made. This can be extremely effective in 
keeping people in the workplace, giving them 
the support they need to make their lives 
better and achieving a sustainable return to 
work for those who have had to take time off. 

Income protection providers ensure their 
support dovetails with employers’ needs. 
Support can include absence management, 
employee assistance programmes, HR advice, 
legal advice, GP helplines, online health 
assessments, second-medical-opinion 
services, fast-track access to cognitive 
behavioural therapy and physiotherapy, 
counselling, occupational health and early-

notifi cation bonuses. These services can 
drive engagement and release money so merit 
as much consideration as insurance pricing itself.

The government’s launch of the Fit for Work 
service, which provides occupational health 
assessment and advice to employees, 
employers and GPs marks a new era. 

Employers that have experience of the 
service will appreciate how group income 
protection can be used to implement back-to-
work programmes. 

The next phase
The next phase for group income protection 
is likely to encompass greater support for 
employers in managing the health and 
wellbeing of their workforce and encouraging 
better health behaviours.

Through 2015, employers with group income 
protection will not only have insured their 
liability for long-term sick pay but will be well 
placed to move towards supporting prevention 
as well as cure

ISTOCK
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TECHNOLOGY

C
onstant advances in technology 
enable providers of employee 
benefi ts portals to continue to adapt 
their products. But selecting the 
right one can be like trying to hit 

a moving target. Benefi ts professionals must 
choose a portal with the most appropriate 
design, feel and functionality for their 
organisation because these are the factors that 
will determine its ability to increase the take-up 
of benefi ts and engage staff with their package.

This is hard when faced with several portals 
designed to help employers manage fl exible 
benefi ts plans, voluntary benefi ts or a total 
reward package, which may include perks 
such as training or career development. 

Conduct a beauty parade
One way of researching the market is to 
conduct a beauty parade. This is when an 
employer invites several providers to pitch their 
offerings. Topics discussed in the presentations 
typically include: usability, design, cost and how 
the product would complement an employer’s 
benefi ts strategy and employer brand.  

It is important for employers to choose 
a provider they have a good rapport with, 
rather than basing their selection on cost alone.   

Henk Verhoek, head of reward at British 
Sugar, which uses provider Gee7, says: “Look at 
the market and look at a number of suppliers. 
Focus on those that can work with you.”

Even a supplier considered one of the best in 
the market might not offer a portal that meets 
the organisation’s needs, adds Verhoek. 

The pace of technology can make it hard to choose an employee benefi ts 
portal. Robert Crawford gives some tips on how to select the best provider

SPOILT FOR CHOICE

Exploit existing relationships 
Most organisations will have relationships 
with providers that already supply benefi ts 
and other services. This may mean they can 
negotiate more competitive deals on portals, 
which are often incorporated into a provider’s 
fl exible and voluntary benefi ts offering.

Employers can also obtain discounts 
by taking part in trials of newly developed 
products with groups of employees ahead 
of a full roll-out. For example, Nottingham City 
Transport trialled a new portal developed by 
its existing fl ex provider Personal Group. 

Mick Leafe, HR director at Nottingham City 
Transport (NCT), says: “We had that existing 
relationship with the provider so we did 
not need to go out to tender.”

What objectives does 
the portal need to achieve?  
Employers need to set out exactly what they 
want the portal to achieve. For example, it may 
form part of measures to increase benefi ts 
take-up and engagement, reduce administration 
or create an employee benefi ts brand.  

It is also important to get feedback from 
employees and providers ahead of the launch 
so tweaks can be made, says Amanda Bullough, 
reward consultant at Siemens.  

“In HR and reward, we always want to move 
fast to get the latest technology, but having 

>   Prior to selecting an online benefi ts 
portal, employers should look at the 
market options. 

>  They should also work to negotiate 
competitive deals with existing providers

>  Make a plan the portal should achieve 
before conducting a tender

IF YOU READ NOTHING ELSE, 
READ THIS. . . 

@ www.employeebenefi ts.co.uk/benefi ts/technology-and-administration
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TECHNOLOGY

@ Read also Latest developments in online 
recognition portals at: bit.ly/1lMHtD8

@ www.employeebenefi ts.co.uk/benefi ts/technology-and-administration

a clear logic as what to do with it is important,” 
she says.” Then you can judge it over a period 
of 12, 18 and 24 months to see if you have 
reached those targets and been successful.”

Employers should also think about how the 
portal will be used to communicate benefi ts. 
Will it feature online total reward statements? 
Does it need to be compatible with mobile 
phones and tablets? Should it have the 
functionality to send information out via text, 
email and social media sites?  

Portals should provide detailed information 
about the benefi ts employees receive, as well 
as those they have yet to take up. 

British Sugar’s Verhoek says: “Providers can 
help tailor the communications but it is about 
going above and beyond.”

Accessibility and design is crucial
Many providers offer bespoke tailoring 
so that the online portal is synonymous to an 
employer’s brand. Other design features could 
include modelling tools that enable employees 
to see the impact benefi ts such as pensions, 
individual savings accounts (Isas) and salary 
sacrifi ce arrangements could have on their 
fi nancial situation in the short and long term. 

It is also likely that employees will need 
to access the portal from a range of mobile 
devices, including smartphones and tablets. 
This can be a great way of boosting take-up. 

When NCT launched its new portal, 300 staff 
registered through their mobile.  

Leafe says: “Employees use smartphone 
or tablet devices to access the portal now. It is 
really encouraging because many of our staff 
do not have access to a computer at work.”

Simon Naylor, group reward manager 
at Travis Perkins, adds: “The design and 
accessibility is the most important aspect 
when choosing a benefi ts portal. From our 
point of view, we were looking for something 
that would be accessible to everyone because 
of our diverse workforce.” EB

CASE STUDY  WOLSELEY UK

Getting to know providers
Heating and plumbing organisation 
Wolseley UK, which launched an 
employee benefi ts portal for 
its fl exible benefi ts scheme in 
2013, went through an extensive 
selection process to ensure it 
chose the most appropriate 
product. 

Prior to launching its online 
portal, provided by Benefex, the 
organisation identifi ed up to 10 
providers it thought would be 
suitable to offer a fl ex platform 
for its 6,200-plus employees.

The chosen providers were 
given one hour to present their 
product. Neil McCawley, head 
of reward, benefi ts and policy 
at Wolseley UK, says: “We gave

them a limited amount of time 
to put a bit of pressure on them. 
It enabled them to cover off their 
platform specifi cs and allow us 
to ask questions.

“Doing this meant the session 
was focused on delivering the 
main key points that we would 
be interested in.”

The presentations focused 
on a number of issues including 
value for money, branding, 
usability and functionality. 

The benefi ts team at Wolseley 
narrowed down its choice to 
three providers. The employer 
then arranged on-site visits to 
each provider’s offi ce to allow 
Wolseley representatives to see 

how each worked and meet the 
people they would be working 
with. This also allowed the 
providers to present their 
offerings in more detail.

McCawley says: “We wanted 
a provider to start with the 
non-whizzy stuff. We wanted 

someone we could work with so 
that it was seamless to progress 
the portal and gradually [add] 
things to make it a one-stop shop.

“Relationships and visits give 
a real feel of how we could work 
with a provider. It is the greatest 
tip I could give.”

66%

66%

83%

22%

of employers use their technology 

provider to run their flexible benefits portal 
Employee Benefi ts/Towers Watson Flexible benefi ts 

research 2013, published in April 2013)

of employers consider cost a barrier 

to fl ex scheme implementation 
Employee Benefi ts/Towers Watson Flexible benefi ts 

research 2013, published in April 2013)

now use an online portal to 

communicate fl ex to their employees 
Employee Benefi ts/Towers Watson Flexible benefi ts 

research 2013, published in April 2014)

use online benefi ts portals to target 

communication to employees
Employee Benefi ts/Towers Watson Flexible benefi ts 

research 2013, published in April 2014)

KEY STATISTICS �We always want to get the 
latest technology, but having 
a clear logic as what to do 
with it is important”
Amanda Bullough, Siemans

Robert Crawford 
is a reporter at
Employee Benefi ts
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Employers should focus on 
reducing, rather than managing, 
risk when it comes to their grey 
fl eets, says Clare Bettelley

E
mployers need a robust strategy 
to manage employee-owned cars, 
known as grey fl eet, so here are some 
top tips to help.

1. Know the risks
John Yarroll, chief executive offi cer 
at FleetEurope, says: “A key consideration 
is for employers to actually think about the issue. 
They have started to do so because of the risks 
arising from corporate manslaughter, but as far 
as we are aware, many employers are not even 
conducting regular driving licence checks.”

organisation’s policy, as well 
as what is expected of staff drivers.

The policy should also require checks that 
assess, for example, whether employees are 
licensed to drive and whether their cars are 
fi t for purpose. But Andrew Leech, managing 
director at Fleet Evolution, says: “For a lot of 
employers, their starting point is how they can 
manage their risk, whereas we think it should 
be about how they can reduce their risk.”

3. Identify a tracking mechanism
Employers must identify a means by which they 
can track employees’ business miles, which will 
help them to assess potential company car risk.

Mike Palmer, operations director at Nexus, 
says: “The simplest way is for employers 
to record mileage through employees’ expense 
returns, which will help them analyse who is 
putting expense claims in for business mileage.” 

Employers should track employees’ business 
mileage irrespective of how labour intensive 
the duty may prove.

4. Remove driving incentives
One of the easiest ways for employers 
to reduce their grey fl eet risk is by removing 
incentives for employees to drive for business.

Leech says: “Most employees who own 
their own car will know that [the approved 
mileage allowance payment rate of] 45p per 
mile is a healthy reimbursement rate, so there 
are quite a lot of journeys that may be made just 
because staff see an incentive to make them, 
rather than considering alternative means.”

Staff should be encouraged to consider using 
alternatives, such as hire cars, public transport 
and car pooling schemes, which typically offer 
a smaller reimbursement mileage rate.

5. Communicate with employees
Employers should consider using intranet 
sites, email campaigns and training courses 
to explain grey fl eet to employees. But Yarroll 
says: “Grey fl eet is a grey area and there is 
often not a great deal employers can do to 
raise awareness about what a business mile is.”

Nevertheless, employers need to be able to 
show they have taken all sensible precautions 
to prevent anything going wrong  

SH
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Under the Corporate Manslaughter and 
Corporate Homicide Act 2007, employers can 
be found guilty of corporate manslaughter as 
a result of serious management failures that 
result in a gross breach of a duty of care, 
which can relate to company cars.

Yarroll attributes employers’ grey fl eet 
neglect to the fact there has not yet been a test 
case with claims arising for compensation as 
a result of a work-related driving accident.

John Pryor, chairman of the Association of 
Car Fleet Operators (ACFO) and group fl eet and 
travel manager at Arcadia, advises employers 
to consider which employees have permission 
to drive in a business capacity. “If an employee 
has an accident and somebody is killed, there 
could be questions asked about who has given 
the permission, what the employer’s policy is and 
what procedures are in place, as well as whether 
there is insurance on their car, whether the car 
is fi t for purpose and who owns the vehicle.”

2. Create a policy
Employers need to have in place a clear policy 
on grey fl eet. Pryor says: “It should fi t into HR 
as a policy because employees need to sign it 
and abide by it, but employers need to consider 
how it is policed.” 

Policies must clearly state who is responsible 
for checking that employees comply with the 

GREY 
MATTER

CARS@ www.employeebenefi ts.co.uk/benefi ts/company-cars-and-fl eets

>  Employers thinking about grey fleet need 
to consider the implications of breaching 
the Corporate Manslaughter and 
Corporate Homicide Act 2007.

>  All organisations running company car 
schemes require a clear grey fleet policy.

>  Employers can help to reduce their grey 
fleet risk by removing financial incentives, 
such as mileage reimbursement, which 
may incentivise employees to make 
unnecessary business trips by car. 

IF YOU READ NOTHING 
ELSE, READ THIS. . .

Clare Bettelley 
is associate editor 
at Employee Benefi ts

@ Read also What should a car risk management 
strategy cover? at bit.ly/1GgJG2Y
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P
enguin Random House was formed 
in July 2013 following the merger of 
Penguin Books and Random House 
and created one of the world’s largest 
trade publishers. But the merger 

presented a number of challenges and 
opportunities for the organisation, not least 
when it came to harmonising its employee 
benefi ts package. 

Alongside the harmonisation project, 
for example, the organisation identifi ed an 
opportunity to also review its health and 
wellbeing offering.

Neil Morrison, group HR director at Penguin 
Random House, says: “When we merged in July 
2013, we said we wanted to harmonise and 
re-launch in March [2014], as well as have 
a rethink of healthcare and wellbeing. People 
thought we were nuts. It gave us little under 
eight months to be prepared.

“What we chose to do was tackle the 
entirety of benefi ts for both sets of employees. 
Everything altered in some shape or form.”

The merger of Penguin Books and Random House has resulted in an ambitious 
revamp of the new organisation’s benefi ts offering, says Robert Crawford

REWRITING THE RULES

Penguin Random House is one of the 
world’s largest trade publishers, formed 
from the merger of Penguin Books and 
Random House in 2013. It employs more 
than 10,000 people globally across fi ve 
continents. The organisation comprises 
almost 250 editorially and creatively 
independent imprints and publishing 
houses that collectively publish more 
than 15,000 new titles annually.

Its headquarters are located in New 
York, but it has offi ces around the world 
including in London.

In the UK, Penguin Random House has 
60% female and 40% male employees 
with its largest age demographic being 
between the ages of 25 and 34 (33%). 
Employees have an average length 
of service of eight years.

PENGUIN RANDOM 
HOUSE AT A GLANCE

@ www.employeebenefi ts.co.uk/industry-sectors

The result was the launch of a fl exible 
benefi ts plan, provided by Thomsons Online 
Benefi ts, which is designed to offer all 
employees full fl exibility over their benefi ts. This 
also means that those who wish to replicate 
their pre-merger package are able to do so.

“While we created a harmonisation 
treatment of benefi ts, if an employee valued 
the benefi ts they had before it meant they 
could still have them, although the organisation 
may not be funding the benefi t like before,” 
says Morrison.

The harmonisation of benefi ts also meant 
that all employees were transferred onto the 
same holiday structure. In addition, employer-
funded cover of some benefi ts was extended, 
depending on employees’ grades.  

The fl exible benefi ts scheme was rolled out 
to the majority of employees in March 2014. 
It will be available to all employees in every 
business area by the end of March 2015. 
The last to move onto the system will be 
the organisation’s distribution workers.

Morrison says: “There were time constraints 
but we launched 95% on time. It was a massive 
amount of work to roll out of London and other 
areas, especially to our distribution centres. 
They do not have email access, as we have only 
just started to move to a centralised account, 
which meant we have had to do staff briefi ngs 
and tours to reduce the level of fear.

“There was a huge amount of work done 
to go live and of course we hit blockages, 
for example with our pension schemes 
and working with trustees, [which] can 
be time consuming.”

To keep things fresh in the future, the 
organisation will update its benefi ts technology 
in order to make its benefi ts portal more 
accessible for staff to use, as well as to add 
employer branding to the platform. It will also 
add new benefi ts in order to boost the offering 
for employees.

“For me, it is about putting control in 
employees’ hands,” says Morrison. “Technology 
allows us to do that, and we have been able to 
improve it a year on from when we fi rst started.

“Then we had no brand, but now we have. 
It is about giving employees everything they need 
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Neil Morrison was 
appointed group HR 
director for the combined 
businesses, having worked 
on the merger of Penguin 
and Random House, which 

took place on 1 July 2013.
Prior to that, he was HR manager at 

Home Retail Group, where he focused on 
a number of generalist and specialist 
areas that included employee relations, 
resourcing and learning and development. 

He says: “One of the things I love about 
HR is you can go and work in any sector 
and learn about what they do and not be 
stuck. You can fi nd out about the business 
and engage with it.” 

CAREER HISTORY

to know to let them interact when it suits 
them best. We now have the ability to use 
videos and images in an engaging way to help 
people make their selections. Technology 
is important and it helps build trust.”

During the benefi ts harmonisation process, 
a key focus for Penguin Random House was 
on combining health and wellbeing with 
its family-friendly policies. It reviewed its 
employee healthcare package at the time 
of harmonisation and has continued to 
make a strong link between health and 
family-friendly policies.

“If you look at our gender [demographics], 
some 60% of our workforce is female. What 
we do around family-friendly [benefi ts] has 
to be important and quite strong. The link 
of combining health and family friendly is all 
about treating employees as whole beings and 
understanding what they need, whether this is 
through running classes, yoga or our wellbeing 

Pension
> Two defi ned benefi t schemes closed 
to new members.
> Two defi ned contribution schemes. The 
Penguin scheme has contribution levels that 
are double matched by the employer and the 
Random House scheme matches employees’ 
contributions plus 2%.

Healthcare and wellbeing
> Private medical insurance. Employer paid, 
depending on grade. Available through fl ex.
> Health cash plan. Employer paid, depending 
on grade. Available through fl ex.
> Employer-funded health screening. 
Employees can upgrade the health screening 
or buy one for partners through fl ex.
> Employee assistance programme.
> Discounted dental insurance.
> Discounted gym membership.

Group risk
> Income protection. Employees can 
increase cover through fl ex. 
> Critical illness cover for employee and 
partner. Available through fl ex.
> Life assurance. Four-times salary as core. 
Staff can trade up to 10-times salary 
or down to two-times salary.

Voluntary benefi ts
> Retail discounts.
> Eyecare.

Travel
> Number of legacy schemes that have 
cash for car.
> Bikes-for-work scheme.
> Season ticket loan. 
> Travel insurance for employees and 
partner available through fl ex.

Holidays
> 25 days plus bank holidays as standard. 
Holiday increases one day per each 
completed calendar year of service, 
up to a maximum of 30. 

Other
> Long-service awards.
> Access to subsidised canteens depending 
on location.
> Summer working hours.
> Special leave if employees move house, 
get married and/or enter a civil partnership.
> Sabbaticals. 
> Staff volunteering.
> Charity matching. 
> 60% discount on company books. 
> Sports and social wellbeing societies, 
such as yoga and foreign language lessons.
> Give-as-you-earn scheme.

THE BENEFITS

BUSINESS OBJECTIVES 
AFFECTING BENEFITS

�  Creating a compelling offer through 
benefi ts that may not be employer funded.

�  Attracting employees that may not have 
considered a career in publishing.

 �  Rolling out benefi ts for all employees.

Robert Crawford 
is a reporter on 
Employee Benefi ts

@ Read also Penguin Random House boosts fl ex 
perks at http://bit.ly/1IQpDXw

EMPLOYER PROFILE

weeks, but we need it to cross over into 
childcare, fl exibility and so on. It has been 
ongoing for two to three years.”

The organisation also wants to ensure 
it caters for those that do not have families. 
To offer something for all staff, it also launched 
an employee discounts scheme and measures 
to allow employees to level down the amount 
of life assurance cover available to them.

Morrison adds: “You always get some level 
of friction. You need to look at age and the 
gender balance to play with an audience that 
appreciates interventions and benefi ts in 

different spaces. If we do what is right and 
they feel cared for, staff are more likely to 
do good work and will want to stay.”

But the organisation is far from resting on 
its laurels when it comes to benefi ts. Although 
it has a 95% engagement score based on the 
results of its internal employee engagement 
survey, Morrison explains that it is working 
towards ensuring an employee’s benefi ts 
package evolves in line with their life stages 
and employment journey with the organisation.  

“When we merged, we reduced the number 
of career opportunities,” he says. “We want 
things to change and adapt as employees go 
through their career, and it is good to recognise 
a change in their circumstances, too. People 
can suddenly move internally, and we want 
our benefi ts to help create that journey. 

“It is about being creative in the industry 
we are in; after all, we have creative employees. 
One thing we are interested in is learning how 
to adapt and allow people to purchase our 
foreign language classes or music lessons 
through fl ex. For example, they could sell 
holiday to pay for a new music lesson. 
That is our next move.” 
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40    GLOBAL BENEFITS  ALIGNMENT 

Eff ective alignment of global benefi ts with business strategy enables organisations to avoid 
a fragmented structure, as well as to reduce costs and administration, says Nic Paton

Keeping it together

E xpanding into foreign markets and 
carrying out cross-border mergers and 
acquisitions hold obvious appeal for 
ambitious business leaders wanting 

to take advantage of emerging economies and 
untapped markets.  International expansion, 
however, can create a range of challenges 
when it comes to benefi ts and reward. 

Organisations can end up with a piecemeal, 
inconsistent or fragmented benefi ts structure 
that fails to satisfy not just at a local level, 
but also in terms of the organisation’s global 
business objectives.

Chris Metz, client development director 
at employee benefi t brokerage and consulting 
fi rm Willis Employee Benefi ts, says: “What often 
happens is an organisation puts time and eff ort 
into acquiring a company, making it profi table 
and co-ordinating operations globally. But 
benefi ts get overlooked, despite the fact these 
can be really important in terms of keeping 
people on side locally.” 

CAMERON LAW

IF YOU READ NOTHING ELSE, 
READ THIS . . .

�  Aligning an international benefi ts strategy 
with global business objectives can 
improve effi  ciency and administration 
and bring economies of scale.

�  Carrying out regular country-by-country 
audits is a good idea, but many 
employers fail to do so.

�  It may be helpful to bring in a consultancy 
with international experience.
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James Spencer, international benefi ts 
manager at employee benefi ts consultancy 
Jelf Group, adds: “Doing [benefi ts] on 
a country-by-country basis is not only quite 
clunky, but it potentially leaves employees with 
the same job roles and packages on diff erent 
benefi ts just because of what that HR or 
country manager has decided.”

Eff ective alignment of benefi ts
These problems can be eased by the eff ective 
alignment of benefi ts, which in addition to 
streamlining reward and achieving greater 
consistency can also reduce costs and 
administration. “Rather than having, say, fi ve 
or six medical insurers in fi ve or six countries, 
[employers] might be able to reduce this to 
three covering multiple territories,” explains 
Spencer. “That is likely to give economies of 
scale, reduce invoicing and administration 
and mean less relationship management.” 

For organisations wanting to align 
international benefi ts, a country-by-country 
review or audit is a good place to start. 
However, according to research by Jelf, 
published in May 2014, 42% have either 

never reviewed benefi ts or had only done so 
more than a year previously. This was despite 
the fact that 93% felt it would be extremely 
useful to have access to regular country-by-
country or region-specifi c updates around 
benefi ts changes, risks or issues they needed 
to be responding to. 

According to Metz, a country-by-country 
audit seeks to establish: what benefi ts are in 
place; what the social security or administrative 
norms are; and what the state already 
provides. “Are there specifi c union or collective 
bargaining practices? How [is the organisation] 
benchmarking against [its] peers?” says Metz. 

“Then it’s a question of looking to see 
whether things can be done more effi  ciently; 
whether [the employer] is getting the 
economies of scale it could be; and whether 
there are gaps or overlaps in the sort of 
cover or benefi ts they’re off ering.”

Employers also need to consider to what 
extent their benefi ts package refl ects the 
needs of the business and the challenges it 
faces. Metz says: “[They] need to be thinking 
about what employee risks they’re facing as 
an employer – whether that’s, say, attracting 

Aker benchmarks benefi ts globally

CASE STUDY

With 17,000 employees across 
20 countries, aligning benefi ts 
globally to business objectives 
has long been a priority for 
Aker Solutions, a provider 
of products and services to 
the oil and gas industry.

The employer benchmarks 
its benefi ts on a global basis 
to better understand what the 
market norms are in each of the 
countries in which it operates.

Philip Hutchinson, head 
of reward, says it is all about 
combining a global philosophy 
with local principles; 
combining a strategic 
approach with pragmatic 
delivery on the ground.

“For example, we say each 
country should have some 
form of retirement provision, 
but we do not go down to say 
whether that needs to be 
a pension scheme or some other 
provision,” he explains. ”It is 
about making this global, but 
on the understanding it must 
have some fl exibility built in 
for local delivery.

“Each country has its own 
statutory requirements, tax 
laws and so on. So in the UK 
we provide a pension scheme, 
but in India, say, they provide 
what is called a provident 
fund, which is similar to 
a pension, but sponsored 

by the state and much wider 
than a pension scheme.”

One of the challenges the 
oil and gas industry faces from 
an employment perspective is 
that it has an ageing workforce. 
To that end, the employer 
recognises that benefi ts 
priorities for older workers 
are signifi cantly diff erent 
from younger graduates. 

For young graduates, the 
focus is around incentives such 
as help with fi nancial planning, 
lifestyle benefi ts and assistance 
with career development.

KEY STATISTICS

37% 
of employers offer benefi ts to 

employees based outside the UK.

Source: The Benefi ts Research 2014,  Employee Benefi ts, 

March 2014. 

13%
offer benefi ts to local employees 

only, but manage their benefi ts 

strategy centrally. 

Source: The Benefi ts Research 2014,  Employee Benefi ts, 

March 2014. 

Top 3
benefi ts offered to staff outside the 

UK are private medical insurance 

(83%), pension (76%) and life 

insurance (64%).

Source: The Benefi ts Research 2014, Employee Benefi ts, 

March 2014.

What often 
happens is an 
organisation puts 
time and eff ort 
into acquiring 
a company, but 
benefi ts get 
overlooked
Chris Metz, Willis Employee Benefi ts

�
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or retaining people, absence, wellbeing or 
presenteeism.” Other factors employers may 
have to consider are: the risk of losing key 
talent; working with an overseas subsidiary; 
or integrating an acquisition.

Jeremy Hill, director within the international 
consulting group at Towers Watson, says: “It is 
about retention and attraction, but also about 
aligning with thinking about what risks [the 
organisation] faces, whether reputational, 
governance or operational. Employers should 
think about benefi ts carefully within the total 
reward picture; [and not] think about them 
in isolation.”

It is often valuable for employers to start 
from the centre with an over-arching strategy 
and then look at how they can apply that at 
a local level. It is also important to recognise that 
alignment in this context does not necessarily 
mean off ering the same benefi ts in every 
country. “It is about ensuring they are managing 
their benefi ts more effi  ciently, auditing more 
frequently and having a long-term strategy 
that everyone agrees on,” says Spencer.

Captive companies
Metz points to a growing trend towards 
the use of captive insurance companies, 
or those owned by the company and often 
domiciled off shore. 

The advantages of such arrangements 
include cost savings, spreading risk, tax 
effi  ciencies and increased fl exibility. 
“[Employers] can have the captive insurance 
company eff ectively write the policy,” he says. 
”We are increasingly seeing this being used as 
another way globally to harmonise benefi ts.”

A clear understanding of the sort of 
governance and oversight processes that will be 
needed will also be valuable, as will be thinking 
about what technology and systems will help 
keep track of reward and benefi ts in each country. 

Jill Neilson, managing director, international 
consulting and strategy at Buck Consultants 
at Xerox, says: “It is not just understanding 
what the local issues are [such as] statutory 
requirements, local market practices, what’s 
going to make [organisations] competitive 
within that market and so on; it is how they 

maintain any type of record and how they 
renew and update programmes.”

International expansion can be hugely 
rewarding, especially for organisations that 
motivate diverse global workforces with 
benefi ts that are fair, country appropriate 
and linked to wider business objectives �

CAMERON LAW
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New technologies and increasing mobility 
are revolutionising the workplace, with huge 
implications for employers.

Not since the industrial revolution of the 
late 18th and early 19th century has there 
been such far-reaching change and now, just 
as then, there is tremendous opportunity 
mixed with unprecedented risk.

Smartphones and devices are the biggest 
driver of change in society and at work 
because of the way they connect employees 
in real time. The millennials, aged 18–29, have 
grown up with this technology and so it has 
become an integral part of their daily lives.

Older employees have also seen great 
change, as mobile devices connect them 
to the workplace at night, at weekends 
and while sitting by the pool on holiday.

The way in which the line between business 
and pleasure is blurring is advantageous 
for employers, because it serves to boost 
workplace engagement, but the quid pro quo 
for employees must surely be more fl exible 
working, including working from home.

Hidden risks
There are, however, hidden risks of real-time 
communication. At a recent event that we 
hosted on managing risk in the changing 
world, the audience was asked: ‘What is the 
most signifi cant implication for your business, 
over the next fi ve years, of the trend towards 
an ‘always-on’ mobile workforce?’ Half cited 
employee health, wellbeing and security.

A failure by staff to understand where to 
draw the line between their work and home 
lives could, for example, negatively affect their 
family life and increase stress levels, in turn 
leading to long-term illness and increased 
health insurance costs for employers.

Organisations that embrace new technologies and adopt new working practices will 
maximise their chances of success in the battle for talent, says Stewart Allanson

Employers must prepare 
for workforce revolution

Stewart Allanson
is international corporate 

distribution manager at Zurich 

Corporate Life and Pensions

But 35% of the audience 
said that managing and 
measuring employee 
productivity and engagement 
was the most signifi cant risk.

This is interesting in light of 
recent studies that have found 
that productivity is higher 
for employees who work 
from home. For example, one 
Chinese travel agency reported 
a 13% increase in productivity 
during a nine-month 
experiment with home-based 
working. The gains inspired the 
agency to let all employees 
choose whether to work from 
home, an option that was 
taken up by more than half 
of employees, resulting in 
productivity rising by 22%.

An increasing number of 
employers realise the benefi ts 
of fl exible working, such as talent attraction 
and retention, and are evolving their benefi ts 
packages to optimise its effectiveness. 
For example, many employers are adopting 
a bring-your-own-device policy to offer 
employees the opportunity to buy 
technological devices, such as laptops, 
through work.

This raises major security risks for 
employers’ business networks, not to mention 
potential legal wrangles over employee data 
management, both business and personal, 
that sits on employees’ devices.

But it is an issue that employers will need 
to address, possibly on a global scale where 
expatriate staff are involved, in light of the 
importance millennials place on technology.

Employers that take a holistic approach to 
this workforce revolution that considers key 
employee and business risks, such as global 
mobility, the challenges of keeping up with 
technology, cyber security and employee 
satisfaction, plus the interconnectivity of all 
of these issues, will maximise their chances 
of success in the battle for talent. This will 
be more so the case for employers that also 
embrace new technologies and adopt new 
working practices.

INDUSTRY INSIGHT @ www.employeebenefi ts.co.uk/benefi ts/international

SHUTTERSTOCK
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Introducing
our medical
claim
reports...
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To take the pulse of your company wellness

Local protection, global connection

Generali Employee Benefits is proud to announce its new Paid and Incurred Medical Claim Reports. These reports
provide multinational companies the tools they need to tackle skyrocketing medical premiums.

The most current dashboard overview of what company-
sponsored health plans have effectively paid during prior periods.
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broad scenarios in place that can be adapted 
to diff erent events.”

Location is an important consideration when 
building a crisis management strategy. Marco 
Bannerman, executive director, distribution 
for Europe, at health insurance provider Aetna 
International, says the organisation works with 
employers to identify specifi c challenges that 
result from employees’ locations. 

“Communications can be a challenge in 
some parts of the world such as West Africa so 
we’d look at ways we could maintain telephony 
in a crisis,” he says. “Similarly, think about 
transport. We have a mining client with 
a site 250 kilometres from a railway. Designing 
its plan included fi nding out how quickly fi xed- 
and rotary-wing planes could get to the site.”

Support benefi ts
Emergency response plans can call on a variety 
of benefi ts. In addition to providing evacuation 
and repatriation services in the event of 
a medical emergency, some international 
medical insurance plans will also provide 

Disaster support

iSTOCK

>  Location is important for emergency 
response plans. Fleeing a war-torn African 
republic is different to leaving Europe. 

>  An EAP needs global capabilities. 
A UK EAP may be able to help expatriates, 
but it needs to cover their local colleagues.

>  Make crisis management part of an 
organisation’s culture. 

Incidents such as the Charlie Hebdo 
shootings, the outbreak of Ebola and the 
MH17 Malaysian Airlines plane crash can 
have a devastating eff ect on an organisation.
As well as aff ecting employees who are 

directly involved, these events can distress 
colleagues and family members, and, where 
an employer is seen to have failed to respond 
quickly and eff ectively, they can also result 
in long-lasting reputational damage.

Developing a crisis management strategy 
is an eff ective way to support staff  that are 
aff ected by these types of incidents. James 
Spencer, international corporate benefi ts 
manager at consultancy Jelf International, says: 
“Employees can fi nd themselves caught up in 
all sorts of situations around the world. Being 
able to respond quickly and support staff  
aff ected can signifi cantly reduce the damage.”

Emergency response planning
But knowing what to prepare for is not 
easy. After all, potential crisis situations vary 
signifi cantly and can range from a natural 
disaster, such as a fl ood or an earthquake,
a terrorist attack or an outbreak of disease.  

Although these situations are very diff erent, 
the key emergency response procedures will 
be designed to achieve the same objectives. 
Mike Blake, compliance director at PMI Health 
Group, says: “The way [employers] would 
respond to many of the major crises will be 
the same: evacuate and support employees 
that are in potential danger. So put some 

Employers should make sure they have built 
an effective global crisis management strategy, 
says Sam Barrett
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TOP 10 HIGH-RISK 
COUNTRIES FOR 2015

Top fi ve EU countries with citizens fi ghting in, and returning from, Syria and Iraq

support in situations where employees’ security 
needs to be protected. 

Aetna has partnered with crisis response 
management specialist red24 to provide this 
on its Interglobal plan. “When some of our 
policyholders were caught up in the Arab 
Spring, red24 provided the co-ordination and 
security personnel to oversee transporting 
them to safety,” explains Bannerman.  

Where security services are not incorporated 
within medical insurance policies, they can be 
bought separately through organisations such 
as Control Risks and red24. The latter provides  

services including pre-travel advice and 
support, emergency helplines, close protection 
services and evacuation. red24’s online travel 
tracker service also enables an organisation 
to keep tabs on staff  in high-risk destinations. 
Individuals or groups can be searched for in 
real time according to a number of factors 
including name, location, carrier and hotel.   

While crisis management needs to consider 
the immediate risk to those caught up in an 
incident, it is also essential that it takes into 
account the emotional impact on employees, 
both those directly involved and their 
colleagues. Mike Lewars, commercial lead and 
head of international at Buck Consultants, says 
employee assistance programmes (EAPs) are 
a good way to provide emotional support: “An 
EAP can provide counselling support over the 
telephone but, where there’s been a critical 
incident such as a bomb or suicide that may 
aff ect many people, some will also be able to 
provide a debriefi ng and on-site counselling.”

Catering for diversity
As these events can happen anywhere, it is 
important to tackle them with benefi ts and 
services that are suitable for diverse global 
workforces. Kate Nowlan, chief executive of 
EAP provider CIC, says that if an organisation 
has a mix of expatriate and local employees 
in an offi  ce, an international EAP is essential. 

“If a critical incident occurs, [employers] 
need to be able to off er them all the same 
support, preferably in their own language. 
If [an employer] can only support UK 
employees, this could add to the trauma.”   

Not only do employers need to provide 
a range of services that kick in should the worst 
happen, they also need to ensure employees 

Sam Barrett 
is a freelance 
journalist

@ Read also Employers need plan to tackle Ebola 
outbreak at: bit.ly/13Da2NI

are aware they are there. Common ways to raise 
awareness include details about emergency 
helplines and EAPs on wallet cards and 
information distributed in staff  rooms.

Jill Miller, research adviser at the Chartered 
Institute of Personnel and Development, says 
staff  briefi ngs on how to respond to diff erent 
crises can also help. “Employees don’t need to 
know the ins and outs of how the organisation 
would respond to every event, but running 
through some of the procedures can make 
a big diff erence if something does happen.”  

Training can also be an invaluable way to 
help employees cope in a crisis situation. This 
can include resilience training to help staff  cope 
but also line manager training to enable them 
to identify when employees are struggling.

Taking this multi-pronged approach is vital. 
“It’s about letting employees know their safety 
is important to the organisation,” says Miller ■

A crisis can occur anywhere in the world but, 
according to red24’s annual risk calculation, 
published in December 2014, the following 
10 countries, listed in alphabetical order, 
were assessed as the most risky in terms 
of factors such as crime, terrorism, confl ict, 
political stability and kidnapping.

■    Afghanistan
■    Central African Republic
■    Iraq
■    Libya
■    Nigeria
■    Pakistan
■    Somalia
■    South Sudan
■    Syria
■    Yemen

Source: Threat Forecast 2015, red24 

�Communications can be 
a challenge in some parts 
of the world so we’d look 
at ways we could maintain 
telephony in a crisis
Marco Bannerman, Aetna International

France

Germany

United Kingdom

Belgium

Netherlands
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Total

Source: Threat Forecast 2015, red24, December 2014
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THE RISE OF HOME-GROWN EXTREMISTS IN THE UK
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BUYER’S GUIDE

more than 18,000 employees 
who use the scheme and 700 
employers that offer bikes for 
work, found that respondents 
noticed improvements in health, 
increased fi tness levels, increased 
lung capacity and reduced stress. 

Eco-friendly
Bikes-for-work schemes also 
promote greener transport options 
and are an eco-friendly commuting 
option for employees. In fact, 87% 
of employers say the schemes are 
important in reducing their carbon 
footprint and decrease the impact 
of commuting by reducing pressure 
on workplace parking and traffi c, 
according to Edenred UK’s guide.
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B
ikes-for-work schemes 
were introduced by the 
government under the 
Finance Act 1999 to 

promote healthier commutes 
and to reduce pollution. 

Employees see bikes for work 
as a valuable benefi t, and take-up 
continues to rise. The number of 
working UK residents who cycle to 
work increased by 90,000 between 
2001 and 2011, according to fi gures 
released in February 2013 by the 
Offi ce for National Statistics (ONS).

More than half (52%) of staff 
who take part in a scheme are new 
to commuting by bike, according 
to employee benefi ts provider 
Edenred UK’s white paper The 
Employer’s Guide to Cycle to 
Work, published in May 2014. 

Setting up a scheme
Introducing a bikes-for-work 
scheme to staff involves the 
employer signing up with a provider 
and purchasing or leasing bikes 
on behalf of their workforce.

The bicycles are lent to staff 
through a consumer credit 

agreement, and repayments 
to cover the cost of a bike can 
be made over 12 or 18 months.

Staff can choose to acquire 
safety equipment, such as 
a helmet, lights, refl ective clothing 
and locks, through the scheme.

Leasing equipment
The consumer credit agreement 
allows a member of staff to lease 
a bike and safety equipment up to 
the value of £1,000, including value-
added tax (VAT). Employers wishing 
to offer staff equipment above this 
limit must apply for a employer-
specifi c consumer credit licence.

Under the rules of the scheme, 
at least half of the bike’s usage 
must be for an employee’s 

commute to and from work, which 
can be all or part of their journey. 
The scheme’s allure could be down 
to the tax and national insurance 
(NI) breaks available to employees.

Staff can reduce their tax and 
NI liability when purchasing a bike 
for their commute through a salary 
sacrifi ce arrangement. Typically, 
a standard-rate taxpayer saves 
32% and a higher-rate taxpayer 
saves 42%. Employers can save, 
on average, 13.8% of the total 
value of the salary employees 
sacrifi ce because of the 
consequential reduction in their 
NI contributions.

Terminating a lease
At the end of the lease, employers 
can give staff the option to buy 
their equipment through a transfer 
of ownership, which uses a fair 
market value (FMV) payment set by 
HM Revenues and Customs (HMRC).

Changes to VAT in 2012 mean 
employers can no longer pass on 
VAT savings to their employees and 
VAT must be accounted for on the 
monthly amounts paid by staff, 
because the scheme is seen 
as supply of a service.

Bikes-for-work schemes 
can also improve the health and 
wellbeing of staff, making them 
more productive and effi cient 
during the working day. The Cycle 
to Work Alliance’s report The 
healthy commute, published in 
February 2014, which surveyed 

BIKES FOR WORK

The facts

What is the bikes-for-work 
scheme?
It is a tax-exempt scheme 
that encourages staff to cycle 
to work to promote healthier 
lifestyles and to reduce 
environmental pollution. 
It enables employers to fund 
bikes and safety equipment and 
loan them to workers tax free.

Where can employers 
fi nd more information?
Additional information can 
be found on the Cycle to Work 
Alliance’s website: www. 
cycletoworkalliance.org.uk

Who are the main providers?
Providers include: Cycle Plus, 
Cycle Scheme, Cycle Solutions, 
Cycle Surgery, Evans Cycles, 
Halfords, Hargreaves Cycles 
and LHE Professions. 

These schemes are seen as a valued employee benefi t, and take-up continues to rise, says Marianne Calnan

62% of UK employers offer cycling to work via a salary 
sacrifi ce arrangement to staff

(The benefi ts research, Employee Benefi ts, May 2014)

60% of employers offer staff a bikes-to-work scheme on 
a voluntary basis and 25% offer it on a fl exible basis 

(The benefi ts research, Employee Benefi ts, May 2014)  

STATISTICS

@ Read more buyer’s guides at: 
bit.ly/1k0Zqbv

ISTOCK
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CONFESSIONS OF A BENEFITS MANAGER

members, and even retirees, move 
on without telling us. Smarmy 
has a whole list of lost members, 
whose communications come back 
marked ‘not known at this address’.

It is tempting to leave them lost 
and thereby improve our funding 
position, but we are told that 
trustees need to make ‘reasonable’ 
attempts to fi nd their pension 
members. I ask what constitutes 
‘reasonable’? Do we need to 
advertise for them?’ That would 
be fi ne for one or two names, 
but we have, rather embarrassingly, 
lost about 200 
members.

Luckily, it seems 
help is at hand. There 
is a tracing fi rm that 
will perform our 
search for a few 
pounds per member. 
What does it do, 
I wonder? Does it 
have a dozen private investigators 
rushing round looking for missing 
people? Actually, I suspect it does a 
quick digital search, which will only 
result in them being found if we give 
them an accurate national insurance 
number and date of birth.

Scarily, some of our national 
insurance numbers are also missing 
and a chunk of our members seem 
to have been born in the year 9999. 
Still, if we pay the tracing company, 
we will have done our best and 
made a ‘reasonable attempt’. 
Better still, it seems the cost 
can be charged to the pension 
fund itself, so I don’t need to worry 

50  I  February 2015  I  www.employeebenefi ts.co.uk

Smarmy Consulting has 
suggested another purge on 
our pensions data. Again. Not 

a trustee meeting passes without it 
whinging on about the state of the 
data that it took over from Hugely 
Expensive Consulting, which used 
to administer our plan.

There isn’t a mail-out we send 
without Smarmy cautioning 
us that the addresses are 
incomplete, nor a valuation made 
without it saying the birth dates 
look to be inaccurate. Our old 
administrators, Hugely Expensive 
Consulting, washed their hands 
of the issue. It says the data was 
perfectly good when it handed it 
over and that Smarmy’s system is 
notoriously fl awed so it must be its 
fault. We, the client, are stuck in the 
middle paying for it either way. 

The fi rst quarter does seem like 
a good time to do a data detox. You 
may wonder why we haven’t sorted 
out our data before. Well, we have 
tried, but each little data clean-up 
exercise costs us thousands 
in additional fees to Smarmy 
Consulting. It is interesting to 
note that it is not really in its best 
interests to get to the bottom 
of our pension data issues, when 
a clean-up exercise every year 
or so is a nice little earner for it. 

It is also a handy excuse for any 
problems that arise in between.

One big area of concern is 
that many member addresses are 
missing. Obviously, we know where 
our current employees live (at 
least I hope we do), but deferred 

Time to clean up
Should Candid or the fi rm’s pensions consultancy 
take responsibility for a long-overdue data detox?

about fi nance telling me off about 
department budgets again. The 
tracing cost will affect our defi cit, 
but a few thousand is a mere speck 
compared with the gargantuan 
size of our under-funding.

We also agree to pay Smarmy 
to dig out the paper documentation 
to put right the worst data records. 
I resent this. Surely, this activity 
should have been part of the data 
integration process when it took 
over the administration. We paid it 
a fortune for that in the fi rst place, 
and I am sure we have paid for 

similar exercises 
in the meantime.

While we are 
spring cleaning, 
we agree to let 
Smarmy send out 
another bunch of 
‘expression of wish’ 
forms. Smarmy 

tells me we are still missing forms 
for a big proportion of members, 
and this is critical given recent tax 
changes.

I don’t really get that logic; 
it is important to the benefi ciary 
whether or not they will pay tax on it. 
It can get quite complicated for the 
trustees to sort out when one of 
our members dies, especially when 
there are dependent children. 
We’ve had cases where the form 
nominated a family that the current 
wife and offi cial next of kin had 
never even heard of. Awkward.

Trustees have to take the form 
into account, but they may take 
other action if it seems appropriate. 

We’ve had lots of forms where the 
apportioned funds add up to more 
than 100%. Is it that our staff are 
particularly bad at adding up, or do 
they think we will actually shell out 
more than the pot without noticing?

I am disappointed that Smarmy 
didn’t catch that sort of thing when 
it came in. Or maybe that was when 
the forms used to be sent to me. 
Hmm. Perhaps I’ll keep quiet on that.

The other big data clean-up is 
checking for dead people. Yes, really. 
Periodically, we need to write to our 
pensioners and check they are still 
alive, although it is written rather 
more diplomatically.

If they don’t respond, there is 
a strong chance they have died, 
but we keep writing for a while 
to make sure before we stop their 
payments. Last time, we found 
about six people who had been 
in receipt of pensions long after 
they passed away. Sometimes, 
family have a vested interest in 
letting us think the retiree is still 
alive, especially if there is a fat 
payment being made into their 
account each month.

It has to be done, but I hate 
to think of our retirees sitting 
quietly at home minding their 
own business, when a letter from 
Smarmy Consulting arrives asking 
them to confi rm they are still 
alive. Working in benefi ts can be 
quite depressing sometimes.
Next time… Candid looks at next of kin. 

@ Read more Confessions at: 
bit.ly/RKlOt2
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Independent assurance by 
PricewaterhouseCoopers LLP UK

Website 
audience

51,597
 

Print 
audience

18,870

 The fi rst 
quarter seems 
like a good time 
to do a data detox
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CONTACT DIRECTORY
Part of the Generali Group, Generali Employee 

Benefits (GEB) is the leading specialized unit 

solely dedicated to providing solutions in the 

field of Employee Benefits for multinational 

corporations. With a Network presence in more 

than 100 countries, GEB offers the entire range 

of services and products multinational employers 

may need for their workforce, from locally 

admitted policies to cross border arrangements 

for mobile employees and expatriates, as well 

as the most sophisticated Employee Benefits 

solutions at a local level including Multinational 

Pooling and Reinsurance to a Captive.

Generali Employee Benefits 
Network
Avenue Louise 149 – box 17
1050 Brussels, Belgium

T: +32 2 537 27 60
F: +32 2 537 52 66
W: www.geb.com

GLOBAL BENEFITS

.co.uk

Mattioli Woods understand that 
businesses are increasingly seeking new 
ways to recruit, motivate, engage and 
retain the best talent with innovative 
employee benefit solutions.   Working 
with employers locally, nationally and 
internationally Mattioli Woods design, 
implement and administer new and 
existing schemes, providing advice 
and guidance on life cover, retirement, 
health and wellbeing, salary protection, 
rewards and lifestyle related benefits.  Our 
employee benefits solutions will support 
your business now and in the future.

Mattioli Woods plc
T: 01224 652 100
Email: info@mattioliwoods.com
Web: www.mattioliwoods.com

NEWENTRY

VOLUNTARY BENEFITS

Delivering engaging and cost effective 
benefits solutions. Through our fully 
integrated platform, we offer:
�  Discounts – From over 3000 vendors, which 

can be tailored to include both regional and 
company requirements.

�  Concierge – Assistance to organise that 
dream holiday, sourcing hard-to-get concert 
tickets or finding you a plumber.

�  Reward & Recognition – Helping you to 
recognise employees in meaningful ways 
beyond pure salary and bonus.

�  Retail Vouchers – Providing vouchers for 
high street brands & supermarkets, online and 
via salary sacrifice.

Xexec
T: 0208 201 6483
Email: EBM@xexec.com
Web: www.xexec.com

BENEFITS SOLUTIONS

NEWENTRY

FINANCIAL EDUCATION

put your company ahead 
using financial education.

WEALTH at work
5 Temple Square
Temple Street
Liverpool L2 5RH
0800 234 6880
info@wealthatwork.co.uk
www.wealthatwork.co.uk

WEALTH at work is a leading provider of financial  
education in the workplace. It provides a service 
which helps employees to understand how to 
maximise the value of their benefits by delivering 
financial education tailored to the needs of individual 
companies and of different employee groups within 
those companies.

This can then be supported by online guidance  
and an advice service which allows, for example,  
the linking of company share schemes to pensions 
and ISAs, retirement income planning for retirees and 
specialist support and guidance for senior executives.

WEALTH at work and my wealth are trading names of Wealth at Work Limited which is authorised and regulated by the Financial Conduct Authority

NEW

EN
TR

Y

www.employeebenefitsconnect.co.uk

Save 
the

date

CONNECTLEARNSHAREMEET
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GLOBAL SOLUTIONS 
TAILORED TO YOUR 

EMPLOYEES

OUR DEDICATED 
TEAM HAS SPECIFIC 
EXPERTISE IN 
ADVISING CLIENTS 
ON INTERNATIONAL 
AND MULTINATIONAL 
BENEFITS

Authorised and regulated by the Financial Conduct Authority

Mattioli Woods plc is a member of the Worldwide Broker 
Network (WBN), the world’s largest fully-integrated network 

of independent insurance and employee benefit brokers.

01224 652 100   
Aberdeen 

0141 375 7120  
Glasgow

0116 240 8700 
Leicester

020 7269 4729 
London

01638 564 230 
Newmarket

www.mattioliwoods.com
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