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Any employer 
embarking on 
an employee 
engagement 
strategy should 
fi rst question the 
extent to which 
it can consider 

itself engaging. 
Does it offer staff a working 

environment that supports and 
promotes employees in their job roles?

Does it have a corporate culture 
with suffi ciently trained line managers 
who understand how best to support, 
motivate and empower their staff, 
or a blame culture that prevents them 
from ever feeling fulfi lled in their work?

Does it offer a pay and benefi ts 
package that appropriately rewards 
staff, alongside learning and 
development opportunities that 
form part of a comprehensive career 
progression strategy?

Does it recognise staff for 
going that extra mile, as well as 
for outstanding achievements?

Does it support working parents, 
particularly on their return to the 
workplace after maternity, paternity or 
shared parental leave, and does it offer 
fl exible-working practices as part of this 
support, as well as do the same for staff 
with caring responsibilities?

But ultimately, does the employer 
recognise that genuine employee 

engagement depends on a mutually 
supportive culture based on trust, 
respect and give and take, in which 
staff truly believe?

Any employer can devise an 
employee engagement stategy, 
but even the greatest engagement 
campaign in the world will fall at 
the fi rst hurdle if an organisation has 
not considered its own role in the 
psychological contract on which genuine 
employee engagement depends.

While some employers have hit on 
the magic formula, it is time for others to 
stop expecting something for nothing, 
which means that they can no longer 
expect their staff to keep increasing 
their output without any offer of support 
from their organisation in return. 

This exclusive supplement is 
designed to provide employers 
with ideas to provide just that.

Read on to learn how to engage 
staff with workplace healthcare initiatives 
and apprenticeship schemes, and the 
benefi ts of doing so. And fi nd out why 
the concept of employee engagement 
is so complex and, therefore, open 
to interpretation.

Never has there been a better 
time for employers to review their 
engagement strategies and take 
a fresh look at their approach.

  
Clare Bettelley, associate editor, 
Employee Benefi ts

LEADERCONTENTS
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go the extra mile in their 
work and to give it their best.”

However, Holbeche 
believes that employee 
engagement is a temporary 
psychological state of being, 
which employers consequently 
need to continuously review 
and develop.

Defi nitions of the concept 
of employee engagement 
vary so widely because it 
has been commoditised 
by consultancies, to enable 
them to sell their services 
to employers that claim to 
track and boost employee 
engagement levels, as well 
as benchmark their scores 
with their industry peers.

This has resulted in the 
creation of myriad measures by 
which employee engagement 
levels can be assessed.

Different measures
Dr Stephen Gourlay, an 
associate professor at the 
faculty of business and law at 
Kingston Business School, says: 
“The measures that consultants 
use are all different, which 
causes [benefi ts professionals] 
a huge amount of problems.

“One is that headline 
fi gures about whether 
employee engagement has 

T
rying to defi ne 
employee engagement 
is about as easy for an 
employer as trying to 

achieve a 100% take-up for its 
entire benefi ts package.

Defi nitions vary considerably 
between benefi ts professionals, 
industry bodies, benefi ts 
consultants and academics. 
Kate Nowicki, East Midlands 
area director for trade union 
the Advisory, Conciliation and 
Arbitration Service (Acas), 
attributes this to the concept 
being part of a magic formula.

“[The formula] is about what 
gets employees into work and 
getting stuck in, who are 
willing to put real effort in 
and who are not just compliant 
but committed,” she says. 

Dr Linda Holbeche, 
co-director of research-based 
development consultancy 
The Holbeche Partnership, and 
visiting professor at the Cass, 
Bedfordshire, Imperial College 
and London Metropolitan 
business schools, adds: “It is 
the energised state in which 
staff are willing and able to 

FORMULA
FOR SUCCESS
Defi nitions of the concept of employee engagement vary widely, which has led to 
the creation of myriad measures by which it can be assessed, says Clare Bettelley

March 2015  I  www.employeebenefi ts.co.uk 

IF YOU READ NOTHING 
ELSE, READ THIS. . .

■      A single defi nition of 
employee engagement 
does not exist.

■   But engaged employees 
are typically motivated to go 
the extra mile in their work 
for their employers. 

■   A balanced psychological 
contract between employers 
and employers helps to 
ensure that this is the case.

EBS_0315   4EBS_0315   4 13/02/2015   11:0913/02/2015   11:09



 www.employeebenefi ts.co.uk  I  March 2015

FEATURE / EMPLOYEE ENGAGEMENT / 05

WORKPLACE MEASURES
TO BOOST EMPLOYEE ENGAGEMENT 

CORE ELEMENTS OF EMPLOYEE ENGAGEMENT

�  Leadership: It is up to leaders to set out their stall for the future; 
a vision that is good for the organisation and that means something 
to staff. But the narrative must be ongoing and not just a one-off. 

  �  Line management: For organisations to thrive, they need managers 
who can relate to their staff. What weight does an organisation give 
to ‘soft management skills’ such as active listening and motivating?

 �  Voice: Employees know what works and what does not. Employers 
that can harness that knowledge productively will get better 
decision making and more innovation. 

 �  Trust: Effective managers and commitment from the top of the 
organisation are some of the key ingredients in the recipe. But 
integrity is about employers making good their promises. Policies 
on things such as quality and diversity have to be seen to work.

boards lead by example 
in championing workplace 
practices that they genuinely 
believe create a supportive 
and engaging environment 
in which staff can work and 
feel motivated. This could, 
for example, involve 
directors working fl exibly 
to demonstrate their belief 
in the importance of work-
life balance.

gone up or down are bonkers 
[and] ludicrous, because 
[employers] do not know which 
measures have been used.”

Gourlay advises employers 
with existing contracts with 
engagement consultants to 
review the measures that they 
use in their organisation, and 
to assess exactly what it is that 
they are measuring.

“I think employers need 
to make their consultants work 
a bit harder for their money,” 
he adds.

Employers must also 
defi ne their objectives when 
attempting to measure 
or evaluate employee 
engagement levels in their 
organisation. In which areas 
of their business do they want 
to assess engagement levels 
and why? For example, is 
it in their employee benefi ts 
package or in their corporate 
social responsibility agenda? 
Is it to track staff retention levels 
or to measure organisational 
commitment and brand loyalty?

But Mervyn Dinnen, a social 
media and engagement 
commentator, believes that 
a supportive and trust-based 
workplace can help to boost 
employee engagement far 
more than any set of objective-
based efforts or workplace 
tools, such as staff surveys, 
can ever hope to.

“Employee engagement is 
not an initiative, but something 
that is embedded into the 
behaviours and culture of 
a business,” he says. 

“It is about employers 
treating staff with respect 
and making them feel valued, 
as well as having values in the 
business that staff want to 
be aligned to.”

Employers can start by 
ensuring that their executive 

Source: Linda 
Holbeche and Geoffrey 

Matthews (2012)

Engagement 
is not an initiative, 
but something that 
is embedded into 
the behaviours and 
culture of a business
Mervyn Dinnen

CONNECTION
Sense of identifi cation 
Pride in the organisation
Common purpose
Shared values

SCOPE
Autonomy and mutual trust
Growth and accomplishment
Meaning and purpose

SUPPORT
Being treated as an individual
Feeling valued
Fair deal
Enabled to do the job
Wellbeing

INVOLVEMENT
Being informed
Being heard
Participation
Voice

ENGAGEMENT
Intellectual
Social
Emotional

Source: The Advisory, Conciliation and Arbitration Service
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This will help to ensure 
that the psychological contract 
that employers offer to staff 
is equally balanced, which 
is key because organisations 
that clearly demonstrate 
a commitment to staff 
wellbeing in return for the 
high levels of engagement 
that they expect from 
staff can help build the 
trust required to boost 
employee engagement.

But the post-recessionary 
climate does not necessarily 
allow for this balance, 
according to Holbeche.

“I am not saying it is 
a deep, dark, dastardly trick, 
but organisations want the 
holy grail; they want staff 
to be working hard, enjoying 
what they are doing, speaking 
well of the organisation and 
not planning to leave unless 
the organisation wants them 
to leave,” she says. ”But, 
underneath it all, organisations 
are not necessarily offering 
very much back in return.”

Holbeche believes that 
employers have a duty of 
care to improve the context 
in which they want their staff 

to be engaged: “Improving 
working life should be 
something a business takes 
seriously. The assumption 
that [employers] can continue 
to squeeze the lemon until 
the pips squeak is immoral.”

Blanket policy
But even in the most 
balanced of organisations, it 
is impossible for an employer 
to create a blanket policy that 
boosts the engagement levels 
of every single employee.

Dr Bruce Rayton, a senior 
lecturer in business economics 

at the University of Bath 
School of Management, says: 
“The problem comes where 
people are different and will 
extract meaning in different 
ways, because people value 
different things, so I think that 
[employers] thinking about 
[employee engagement] 
as a silver bullet where one 
policy will solve all of their 
problems is probably unlikely.”

Four pillars 
of engagement
Nevertheless, Acas’s Nowicki 
says that employers should at 
the very least implement the 
four ‘enablers’ of the Engage 
for Success movement 
to their business.

The voluntary movement 
was founded by David 
Macleod, a visiting professor 
at Cass Business School, and 
Nita Clarke, director of not-for-
profi t employee engagement 
consultancy Involvement and 
Participation Association. Both 
are co-authors of the Engaging 
for Success report, published in 
2009, which is a government-
commissioned report on 
engagement and its potential 
benefi ts for employers.

The four enablers include 
a strong, strategic narrative, 
so employees understand 
where their organisation 
has come from and where it 
is going; engaging managers 
who focus on their staff, give 
them scope, treat them as 
individuals and coach and 

There is a lot of job 
strain about, which 
arises when jobs 
place lots of demands 
on employees who 
have little control 
over their workload
Dr Linda Holbeche

Jonny Gifford is 
co-chair of the Engage 
for Success special 
interest group on the 
future of employee 
engagement

Over the last 10 years, employee 
engagement has become embedded as an 
area of management practice and research, 
but a number of challenges remain.

Employers need to be clearer what they 
mean by employee engagement, especially 
if they are measuring it in their organisations.

Multi-dimension measurements that bundle 
together distinct areas of engagement can be 
useful to track improvements or highlight 
hotspots in the organisation, so long as they 
are robustly constructed. But even 
then, they need unpacking if employers 
are to get clearer diagnostics and start 
fi nding solutions.

So an employer that has seen overall 
measurements of employee engagement 
rise in their organisation needs to consider 
whether that is explained by increased 
buy-in to the organisation’s business 
strategy, identifi cation with the organisation, 
job satisfaction or perhaps energy for work. 

Paul Sparrow, professor of international 
human resource management at Lancaster 
University, says that employees need to 
engage with different things in different 
strategic contexts. For example, the attitudes 
and behaviour required to support innovation 
are very different from those needed to drive 
lean management.

But organisational performance is not 
the only rationale for employee engagement, 
and it is important that this remains the case. 

The underlying philosophy is to develop 
win-win people management that seeks 
the good of the employee in tandem 
with the good of the business. 

Enriching working lives is a worthy 
aim in its own right, and skewing the balance 
towards fi nancial return may alienate 
employees, leading to mistrust and 
dissatisfaction.

This is worth particular attention 
by employers in a post-recessionary world, 
where work intensifi cation is clearly apparent. 

The danger is that employee engagement 
strategies amount to little more than 
a management ruse to perpetuate this. 
This needs to be kept in check and 
employers need to ensure that they 
promote better working lives as well 
more productive organisations.

VIEWPOINT THE FUTURE OF EMPLOYEE ENGAGEMENT 
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Source: The Chartered 
Institute of Personnel 
and Development

stretch them; an employee 
voice throughout the 
organisation for reinforcing 
and challenging views between 
functions and externally; and 
organisational integrity, which 
relates to the values refl ected 
in day-to-day behaviours.

“It’s absolutely critical 
to have engaged managers, 
because [an employee] could 

work for the most wonderful 
organisation in the whole of 
the UK, but if [they] work for 
a bad manager it wouldn’t 
matter,” says Nowicki. 

Good managers
“Conversely, a bad organisation 
can be redeemed where there 
are good managers, in spite 
of what goes on around them.”

But this relies on 
employees being in the 
right jobs, because no 
employee is going to be 
fully engaged in either their 
work or their organisation 
unless they are in a job that 
enables them to perform 
at their best and, therefore, 
that enables them to feel 
job satisfaction.

Holbeche says: “There 
is a lot of job strain about, 
which [arises when] jobs 
place lots of demands on 
employees who have relatively 
little control over their 
workload or the nature 
of what it is they are being 
asked to do.

“It is exciting for staff to be 
stretched, but they also need 
a high degree of control.”

Challenging tasks 
The University of Bath 
School of Management’s 
Rayton adds: “[It is about 
employers] giving employees 
challenging and rewarding 
tasks, without making these 
tasks too challenging, giving 
them possible objectives and 
allowing them to cultivate 
a sense in which work feels 
meaningful.”

With employees in the 
right jobs, employers can 
get on with focusing on 
embedding supportive 
practices throughout 
their business, rather than 
preoccupying themselves with 
tools with which to measure 
their engagement levels.

“Employers invest 
a lot of time into measuring 
engagement, but perhaps 
if they put a bit more effort 
into encouraging the good 
practices that lead to 
engagement, they might 
get their knickers in slightly 
less of a twist about it all,” 
adds Holbeche 

Clare Bettelley 
is associate editor 
at Employee 
Benefi ts

@ Read also Redesigning an EVP 
 at bit.ly/ZnFLjh

ENGAGEMENT AND WELLBEING TOGETHER CREATE SUSTAINABILITY

High productivity 
but high burnout and 
more likely to leave

Most productive 
and happy employees

Least contribution 
from employees

Wellbeing

En
g

ag
em

en
t

More likely to stay, 
less committed to 
organisational goals
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GET HEALTHY
It has never been more important for organisations to invest in 
a long-term healthcare strategy for employees, says Kirsty Jagielko

T
he business benefi ts of 

a healthy and engaged 

workforce are about 

more than low sickness 

absence fi gures.

Employees who feel that their 

employer cares for their health and 

wellbeing are more likely to be 

motivated and engaged and less 

likely to leave the organisation.

Deciding to invest in 

a long-term healthcare strategy 

can seem like a giant leap for 

some organisations. After all, 

we are still in the aftermath of an 

economic recession and regulatory 

change. But NHS waiting times 

are on the rise, resulting in 

unnecessarily high employee 

absence while staff with a health 

complaint wait for treatment, 

so now is the perfect time for 

employers to act and create 

a new healthcare strategy.

Constant innovation
Navigating through the 

complexities of the healthcare 

market can be tough. The 

good news is that the market is 

constantly innovating to support 

employers and uncover workable, 

evidence-based and cost-effective 

health solutions. This may come 

in the form of delivering better 

insights to drive employers’ 

business health priorities, or 

ensuring that their employees 

are supported at every step 

of their health journey. 

The right health plan is an 

integral part of an employer’s 

health and wellbeing strategy. 

It helps employers to attract and 

retain key talent, manage absence 

and productivity and promote 

a healthy, engaged workforce. This 

is why designing a health plan that 

meets an organisation’s needs has 

never been more important, and 

why it is key that employees make 

the best use of their plan.

Online support tools, such 

as our Health Navigator, enable 

employees to make the most 

of their medical plan while 

accessing resources to support 

their wellbeing. Employees are 

supported at every stage of their 

health journey, not only when they 

come to make a claim.

This may help employers 

to address health plan issues, 

such as low engagement. In our 

experience, only around 25% 

of health plan members make 

a claim each year, so providers 

and employers need to fi nd ways 

to better engage the 75% who 

do not, particularly the proportion 

with the greatest healthcare needs. 

If we engage all plan members 

with their health, they will make 

better choices. Better choices lead 

to better health and healthier 

people drive a healthier business.

This could include practices 

seen in the US, such as the active 

engagement of employees with 

the costs of their treatment. This 

works by employers giving staff 

responsibility for their health 

plan funding and rewarding them 

for the right health behaviours, 

which helps organisations to drive 

down longer-term plan costs.

By working with their health 

plan provider, employers can 

provide staff with access to 

a range of information to help 

them maintain a healthy lifestyle.

Health engagement
But engaging employees with 

their health requires support, 

advice and motivation.

There is a growing range 

of tools available with which 

employers can encourage their 

staff to make appropriate lifestyle 

choices. Health and wellbeing 

portals, for example, are a great 

tool for engaging with employees 

and sharing information.

Through a portal, employers 

can share top tips for healthy 

living, as well as information on 

how to manage living with various 

health complaints and, perhaps, 

providing access to websites that 

can offer additional support.

These tools are perfect for 

employers looking to manage 

employee health in a cost-effi cient 

way, and are a better alternative 

to restricting benefi ts choice.

Ultimately, the only way for 

employers to manage long-term 

costs is to help staff become fi tter 

and healthier. By helping them 

Kirsty Jagielko 
is head of insight 
and product 
at Cigna
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make the right lifestyle choices, they 

will ultimately improve their health 

risk profi le and maintain a healthy 

workforce in a cost-effi cient way.

Investing in a health plan is 

part and parcel of this long-term 

approach, and focusing on health 

engagement will drive down 

usage costs and help employers 

to retain a healthy, motivated and 

engaged workforce.

This article is supplied by Cigna

 www.employeebenefi ts.co.uk  I  March 2015

EBS_0315   9EBS_0315   9 13/02/2015   11:1013/02/2015   11:10



Get fresh insights to help boost staff 
loyalty and drive performance

Want the facts about  
employee engagement?

*Research conducted from a sample of 300 employers and 301 employees in the UK, 2014. Products and services are offered by MetLife Europe Limited which is an affiliate of MetLife, Inc. and operates under the “MetLife” 
brand. MetLife Europe Limited is authorised by the Central Bank of Ireland and subject to limited regulation by the Financial Conduct Authority. Details about the extent of our regulation by the Financial Conduct Authority 
are available from us on request. Registered address: 20 on Hatch, Lower Hatch Street, Dublin 2, Ireland. Registration number 415123. UK branch address: One Canada Square, Canary Wharf, London E14 5AA. Branch 
registration number BR008866. www.metlife.co.uk © 2015 PNTS COMP 1755.1.JAN2015

For your exclusive copy of these invaluable insights,  
contact your Business Development Manager,  
email ebmarketing@metlife.com or call 0845 603 8899

metlife.co.uk        Follow us @UK_MetLife

More than one in three employers are worried about talent 
shortages in the next 12 months. That makes employee 
engagement more important than ever to your business. 

Our new “Employee Benefit Trends Study” highlights ways  
you can tackle the engagement challenge. Now’s the  
time to take action.

Only 31% of 
employees 
are satisfied 
at work*

And 55%  
of employees 
are worried 
about job 
security*

Just 22% of 
employees  
think their 
employer is  
loyal to them*

Metlife_FP_EE_EB_0315.ps   1 10/02/2015   14:56EBS_0315_010_Metlife_FP.ps   10EBS_0315_010_Metlife_FP.ps   10 10/02/2015   14:5810/02/2015   14:58



    

 www.employeebenefi ts.co.uk  I  March 2015

INDUSTRY INSIGHT / EMPLOYEE ENGAGEMENT/ 11

CLOSE RELATIONS
There are many elements that need to work together in an organisation to create 
and sustain a culture of trust, commitment and connectedness, says Tom Gaynor

T
he relationship 

between employers 

and their employees 

is similar to 

a marriage, in that it needs 

to be a two-way partnership. 

For the relationship to work, 

both parties need to know what 

they are committing to, and both 

the employer and the employee 

need to be honest about what 

is important to them: their plans, 

their idiosyncrasies, their likes and 

dislikes and their ambitions for 

the future. Then, if everything fi ts 

perfectly (or thereabouts), day one 

will mark the fi rst step in a happy 

and mutually benefi cial relationship.

We have been studying 

the multi-faceted relationships 

between employers and 

employees, and in particular what 

they mean for the holy grail of 

engagement, for 13 years, since 

we published our fi rst Employee 

benefi t trends study in 2002. 

Trust culture
In the search for engagement, 

we have found that there is not 

one silver bullet, but a number 

of elements that need to work 

together in an organisation 

to create and sustain a culture 

of trust, commitment and 

connectedness. This then 

creates a foundation for 

strong organisations that are 

resilient in the face of challenge 

and change.

It would be wrong, therefore, 

to assert that employee benefi ts 

can drive employee engagement. 

Rather, employers need to 

make clear commitments to 

the other elements that form the 

cornerstone of an engagement 

culture to reap results. 

Key drivers
An online quantitative study that 

we conducted between June and 

July 2014, among 300 employers 

and 301 employees about their 

attitudes, options and current 

practices, concluded that there 

is not one, but a number of key 

drivers of engagement. 

In the UK, the three powerful 

infl uences were: how in control 

employees feel about their 

fi nances; how caring and 

supportive line managers are; 

and, fi nally, the value an employee 

places on their benefi ts. 

These drivers refl ect the major 

concerns employees have today. 

The fi rst is about how they are 

going to afford to live comfortably 

in retirement, and whether or not 

retiring at 65 is an attainable goal 

or a pipe dream, and the second 

is about how they cope with 

everything else that faces them: 

work-life balance, stress, caring for 

ageing relatives and fi nancial 

security if the main earner could 

not work due to illness or injury.

These themes point clearly 

to a signifi cant opportunity for 

employers to help address 

employees’ concerns, and to 

ensure that they look after their 

wellbeing and resilience. 

This approach should not be 

seen as purely paternalistic, but 

as having real commercial value. 

Employees that feel cared for 

exhibit stronger allegiance to 

their employers, which, in turn, 

translates to engagement. 

Widespread lack of 

engagement manifests itself 

in lower productivity and higher 

absence rates. It goes without 

saying, therefore, that 

engagement counts.

Positive infl uence
But just how much can an 

employee benefi ts programme 

do to positively infl uence 

engagement? When we examined 

the data from our study, we found 

remarkably different rankings 

on key engagement indicators 

among two polemic categories: 

employees that place a high value 

on benefi ts and those that do not.

The differences are stark. 

For example, when it comes to 

agreement with the statement 

‘my organisation is a great place 

to work’, 43% of those that value 

benefi ts highly agreed compared 

with 20% of those that did not. 

‘I feel loyal to my employer’ 

scored 48% and 19% respectively.

It is clear, therefore, that 

benefi ts count. And it is here 

This article is supplied by 
Metlife

Tom Gaynor 
is employee 
benefi ts director 
at MetLife
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that employers’ opportunity 

lies. It is not enough for them to 

simply have benefi ts in place. For 

employees to value them, benefi ts 

must be communicated effectively, 

and employers must listen to 

employees’ views about how they 

want to be communicated to, how 

often and at what level.
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HIRED HELP
Apprenticeships have been proven to help employers boost engagement, 
leading to enhanced productivity and competitiveness, says Sue Husband

A
pprenticeships 

are becoming an 

increasingly popular 

option for businesses, 

and it is easy to see why. They 

enable organisations to grow 

their workforce, providing highly 

qualifi ed and motivated employees.

A primary reason for employers 

employing an apprentice is a need 

to improve their skills base and 

boost their long-term business 

development potential. 

Apprenticeships deliver real 

returns for businesses and the 

economy by boosting employee 

engagement and, consequently, 

productivity and competitiveness.

The majority (96%) of employers 

that take on an apprentice report 

benefi ts to their business, 

according to the Department 

for Business, Innovation and 

Skills’ report, Evaluation of 

apprenticeships for employers 

research, published in 2012. 

 The research found that 

almost three-quarters (72%) of 

employers experienced improved 

productivity as a result of 

employing an apprentice, with 

the average apprentice increasing 

business productivity substantially 

per week, resulting in increased 

profi ts, lower prices and better 

products for their organisation. 

There are three levels of 

apprenticeships: intermediate, 

which is equivalent to fi ve A*–C 

GCSEs; advanced, which is 

equivalent to two A-Levels; 

and higher, which is equivalent to 

a foundation degree or a bachelor’s 

degree, and soon a master’s

 degree level in some sectors.

Higher apprenticeships 

enable apprentices to develop 

the knowledge and competence 

required to perform effectively 

in a specifi c management 

or professional role.

Traineeships
Employers could also consider 

offering traineeships, which give 

young people aged 16 to 24 

the essential work preparation 

training, maths and English skills 

and work experience needed 

to get an apprenticeship or other 

job. Developed in response 

to business needs, traineeships 

give employers an opportunity to 

help build a pool of high-quality, 

engaged recruits for their sector 

for the future.

Some employers may 

be eligible for a £1,500 

apprenticeship grant to help 

smaller businesses recruit a 

new apprentice aged 16 to 24. 

Organisations working with an 

approved government-funded 

training organisation can receive 

up to fi ve grants in total for 

apprenticeship starts (up to 

December 2015). The grants 

do not have to be repaid. 

More than 100,000 

employers in England currently offer 

apprenticeships in 200,000 

locations, covering more than 170 

industries and 1,500 different job 

roles, but many employers have 

yet to take advantage of what is 

essentially a highly cost-effective 

tool with which to attract, retain 

and engage employees. 

Any employer thinking 

of taking on an apprentice or 

expanding its current programme 

can be assured that help is at hand 

during the process of employing 

an apprentice. We offer all 

employers dedicated support 

and funding and co-ordinate the 

delivery of apprenticeships 

throughout England.

Impartial advice
We offer free, impartial advice and 

support to employers looking to 

recruit an apprentice for the fi rst 

time, as well as to organisations 

that wish to expand their current 

apprenticeship programme.

And Find an Apprenticeship, 

the apprenticeship vacancies 

job site, enables employers to 

advertise their apprenticeships 

free to a large number of potential 

candidates. This not only saves 

money, but is also a convenient 

way to manage the recruitment 

process in one place.

Training organisations work 

with employers to place vacancies, 

manage the process and help 

select candidates. The site, 

which has more than 500,000 

This article is supplied by 
Skills Funding Agency

Sue Husband 
is director 
of the National 
Apprenticeship 
Service
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users, enables employers to 

fi nd the perfect match for their 

vacancies. At any one time, there 

are up to 25,000 apprenticeships 

available on the site. 

Apprentice employers report 

real business benefi ts, which is 

why employers should consider 

how employing an apprentice 

can help them grow.

EBS_0315   13EBS_0315   13 13/02/2015   11:1113/02/2015   11:11



At Cigna, we know you’re looking for solutions that do more than return your

employees to health when they’re sick. You’re also looking to drive engagement –

with health improvement and with your business. But it can be complex trying to fi nd

the right path to reach your healthy business goals.

Cigna will help you navigate the complexities by:

• designing a health plan that meets your business needs

• delivering better insights to drive your business health priorities

• ensuring your people are supported every step of the way

We do this through choice, experience and health engagement.

We proactively manage employee health benefi ts and employee health risks by

providing leading edge managed medical plans and dental benefi t solutions.

Cigna
1 Knowe Road
Greenock, Scotland
PA15 4RJ

T: 0800 169 58 59
E:  cbc@cigna.com
W:  www.cigna.co.uk
 Cigna UK HealthCare Benefi ts
 CignaUK
 @CignaUKHB

MetLife employee benefi ts is building on its strong base among small and medium sized 

enterprises (SMEs), leveraging its global expertise to provide solutions for multi-nationals. 

We are committed to:

  Delivering on our insurance promise

  Providing excellent service

  Listening to our customers

  Making a positive difference in our communities

Partnering with advisers and employee benefi ts consultants, we provide solutions to companies 

that help them manage the risks of illness, injury and death during the working lives of their 

employees. Our parent company MetLife, Inc. is the number one employee benefi ts provider 

in America covering nearly 40 million employees and their dependants. 

Metlife
Invicta House
Trafalgar Place
Brighton
BN1 4FR

T:  0845 603 8899
E:  ebnewbusiness@metlife.uk.com
W:  www.metlife.co.uk/atwork

The National Apprenticeship Service supports the delivery of apprenticeships and 

traineeships in England. It offers free impartial advice and support to employers looking to 

recruit for the fi rst time or expand their programme.  This includes simplifying the process 

of recruiting an apprentice or trainee through the support of employer focused teams 

and Find an apprenticeship and Find a traineeship recruitment sites on GOV.UK where 

employers can advertise their vacancies and potential apprentices or trainees can apply.

Call 08000 150 600 or search for apprenticeships on www.gov.uk to fi nd out more.

T: 08000 150 600
W: www.greatbusiness.gov.uk/apprenticeships

14 / EMPLOYEE ENGAGEMENT / SPONSOR PROFILES

March 2015  I  www.employeebenefi ts.co.uk 

EBS_0315   14EBS_0315   14 13/02/2015   11:1213/02/2015   11:12



WITH THANKS TO OUR SPONSORS
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