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1) SHE HAS A CRUSH ON JOHN 
IN ACCOUNTS

2) SHE WAS A BACKING DANCER 
FOR ALL-GIRL RAP GROUP 
SALT ‘N’ PEPA

3) SHE’D REALLY LIKE 
CORPORATE EYECARE 
BENEFITS

Source: Research carried out among 270 companies Jan 2011. ©2013 Specsavers. All rights reserved.

eVouchers 

now available 

to order online

To find out more, call 0115 933 0800, email uk.corporateeyecare@specsavers.com 
or visit us at specsavers.co.uk/corporate

Corporate eyecare is an important employee benefit, as well as a legal responsibility. So it shouldn’t surprise you that in a recent 
survey, the majority of employees considered it a valuable addition to their benefits package.

With the brand new online vouchers from Specsavers, we believe the best value corporate eyecare scheme is now the easiest too. 
They still start from just £17 for a full eye test, a pair of VDU glasses (if required specifically and solely for VDU use) worth up to £45, 
and retinal screening for the over-40s or when recommended by your optometrist.

But now you can simply order and pay for eVouchers online and email them direct to your staff, saving you all time and paperwork. 
What’s more, you’ll automatically get detailed feedback on whoever’s redeemed an eVoucher, such as their retest dates and VDU 
requirements, at no extra charge.

Not only that but your staff can still save £20 on their own glasses purchases, too.
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Data will change the 
benefi ts landscape
For some time now, we have been aware that the delivery of employee 
benefi ts has been disrupted by technology. From the rise of benefi ts 
platforms and portals to communicating perks via mobile devices, the 

world of benefi ts as we knew it has been revolutionised. 
But there is still a way to go, with even bigger changes predicted by the industry’s forward-

thinkers. While researching our cover story this month (Riding the data wave, page 22), it became 
clear that it is not advances in the technology itself that is driving the change. Market forces are 
the bigger factor, with controlling costs topping the list.

Speaking to leading benefi ts directors at the Employee Benefi ts Summit last month, it was 
clear that most had not yet felt the impact of not being able to pay for pensions via commission 
in a post-Retail Distribution Review landscape. Nor had they been affected by the withdrawal of 
services that used to come ‘free’ with commission-based pensions, such as fi nancial education or 
fl exible benefi ts platforms.

However, market predictors cite this shift in how workplace 
fi nancial benefi ts are paid for as the key catalyst for a future change in 
the way in-house benefi ts managers will have to justify their spend.

And it is from here that the demand for more data will come. In 
some cases, the relevant data will be found within employers’ own 
organisations. But suppliers are also sitting on vast quantities of 
management information (MI) that benefi ts managers will need.

Feedback from our summit delegates indicates that provision of 
this data from suppliers is patchy. Some suppliers do not seem to be 
willing to provide it at all (insurers are particularly guilty here), and 
others want to charge for every supply. But there are a few that see supplying a client’s own MI as 
simply part of an added-value service.

I suspect we will see practices on supplier-provided data and MI undergo a revolution as their 
employer clients demand more.

This month sees Employee Benefi ts’ annual summer party networking lunch and awards. 
Whether you have entered the awards or not, this is a great opportunity to mingle with your 
peers in this unique community of benefi ts professionals.

I look forward to seeing many of you there.
Debi O’Donovan, Editor
Follow on Twitter @DebiODonovan

Suppliers are 
sitting on vast 
quantities of 
management 
information 
that benefi ts 
managers 
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23%
The percentage of pension 
scheme members at creative 
communications agency 
Imagination who have increased 
their contributions following 
the launch of a workplace 
savings platform. 
bit.ly/1lxMLRq

10
The number of Members of 
Parliament, out of a total of 650, 
who donate to charity directly 
from their pay. 
bit.ly/1sI7l4E

£50,000
The amount that technology 
organisation Polycom is aiming to 
save by adding a salary sacrifi ce 
arrangement to its new group 
personal pension (GPP) plan. 
bit.ly/1k1oBPG

48%
The percentage of respondents 
who would be interested in an 
emergency eldercare policy as 
an employee benefi t, according 
to research by Allianz Global 
Assistance. 
bit.ly/1jENAbc

£70 million
The maximum amount that Honda 
UK faces in additional pension 
liabilities, after the Court of Appeal 
upheld a High Court decision. 
bit.ly/1nEbM0H

67%
The percentage of respondents 
who have gone to work when they 
were sick, according to research 
by Axa PPP Healthcare. 
bit.ly/T2HyrP

61%
Global employee engagement levels, 
up from 60% in 2012, according to 
research by Aon Hewitt. 
bit.ly/1fVCTwb

Jennifer Paterson

There are clear business benefi ts for 
organisations that support staff 
health and wellbeing, including 
lower absence rates, higher 
productivity and better employee 
engagement, according to the 
Confederation of British Industry 
(CBI) in a report published in May.

Delegates at the Employee 
Benefi ts Summit, held on 14 and 15 
May in Alicante, Spain, agreed staff 

Employee wellbeing is rising 
up the corporate agenda

  HEALTH AND WELLBEING  

health and wellbeing is rising up the 
corporate agenda, with 26% of poll 
respondents citing a noticeable 
difference in senior management’s 
attitude to staff wellbeing 
compared with fi ve years ago.

Neil Carberry, director of 
employment and skills at the CBI, 
said in the report: “Having healthy 
staff is an essential part of running a 
healthy business. Many employers 
are introducing initiatives that focus 
as much on health management 
and building employee resilience, as 
they already do on absence or 
safety management.”

Many UK employers already 
provide workplace wellbeing 
initiatives that are considered more 
than just a ‘nice to have’.

Tui UK and Ireland launched a 
walking challenge to promote 
fi tness and wellbeing among its 
staff, coinciding with Walk to Work 
Week from 12 to 16 May.

Carolyn Parker, HR business 
partner at the travel organisation, 

said: “It’s important that we can 
demonstrate a return on investment 
and really sell the benefi t, so maybe 
next time around we can get more 
people taking part.” 

Other employers that focused on 
staff wellbeing in May included Bank 
of America Merrill Lynch, which 
concluded a weight management 
programme; Wates Group, which is 
currently rolling out on-site 
wellbeing kiosks; and the Miller 
Group, which enhanced a number of 
its health and wellbeing initiatives.

Business in the Community 
(BITC) published its second annual 
Workwell FTSE 100 benchmark in 
May, which aims to help employers 
create healthy, engaged workforces. 
BITC identifi ed Barclays, British Land 
Company, BT, GlaxoSmithKline and 
the Royal Bank of Scotland as FTSE 
100 employers that publicly report 
on staff wellbeing and engagement.

THE MONTH 
IN NUMBERS

Management views
Are senior managers more likely to 
recognise the business benefi ts 
associated with employee 
wellbeing compared with fi ve 
years ago?

57% Yes, but the difference in 
attitude is slight.

26% Yes, there is a noticeable 
difference compared with fi ve 
years ago.

14% No, because they do not 
recognise the benefi ts.

2% No, because they have 
recognised the benefi ts for a long 
time.

Source: Survey conducted among delegates 
at the Employee Benefi ts Summit on 14 
and 15 May.

Employer initiatives
� Tui UK and Ireland launched a 
walking challenge to promote 
employee fi tness.
� Bank of America Merrill Lynch 
reached the end of its weight 
management programme.
� Wates Group is rolling out 
on-site wellbeing kiosks.
� The Miller Group enhanced 
a number of its health and 
wellbeing initiatives.

Th
in

ks
to

ck

BRIEFING

4  I  June 2014  I  www.employeebenefi ts.co.uk

@ Read a longer verion of this story 
online at bit.ly/1oo3hES
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Jennifer Paterson

Several pieces of research 
published in April and May have 
drawn attention to the disparity 
between employees’ retirement 
expectations and the actual size of 
their pension pot.

More than half (53%) of the 
respondents to Aon Hewitt’s Global 
benefi ts attitudes survey admitted 
they needed to save more for their 
retirement, while 90% of UK staff 
who responded to the Aegon UK 
Readiness report said they are 
falling short of retirement targets.

Meanwhile, more than a quarter 
(28%) of respondents who save into 
a workplace defi ned contribution 
(DC) pension scheme have no idea 
how much is in their pension pot, 
according to research by Capita 
Employee Benefi ts.

Although auto-enrolment has 
paved the way towards greater 
personal responsibility around 
employees’ retirement outcomes, 
employers still have a lot to do.

Sue Pemberton, head of DC and 
wealth at Buck Consultants, said: 

Staff pension expectations unrealistic
  PENSIONS  

@ Read a longer version of this story 
online at bit.ly/1k1xAvE

Drewell joins Hermes
Hermes Europe has 

appointed Robert Drewell 

head of reward and 

benefi ts. He was 

previously an interim senior reward 

consultant at Brakes Group.

BDO appoints Thomson
BDO UK has appointed 

Debbie Thomson head of 

reward. She previously 

spent more than fi ve years 

at EY, most recently as head of 

reward for the UK and Ireland.

Her other previous roles include 

head of reward at Starbucks Coffee 

Company and head of reward and 

recognition and HR systems at 

Pret A Manger.

Sullivan motors into AA
The Automobile 

Association (AA) has 

appointed Mike Sullivan 

head of pensions. He 

was previously head of employee 

benefi ts and pensions at Veolia 

Environnement UK.

William Grant appointments
William Grant and Sons 

has made a number of 

appointments in its HR 

and reward teams.

The beverages manufacturer has 

appointed Laura Provan reward 

adviser. She previously held a range 

of roles at EDF Energy. It has also 

named Ashley Bamford HR policy 

and projects manager. She was 

previously an employment law 

associate at Pinsent Masons. Kellie 

Hick has been appointed HR 

business partner for marketing and 

global travel retail (GTR). Her previous 

roles include senior HR consultant at 

BSkyB. And Gary Brewer (pictured), 

global head of reward and 

organisational development, has also 

taken on the role of head of HR for 

marketing and GTR, as well as head 

of HR for the Asia region.

Fitch joins Wells Fargo
Wells Fargo has appointed 

Lisa Fitch Europe, Middle 

East and Africa (EMEA) 

benefi ts manager.

Her previous role was vice-president, 

EMEA benefi ts at Credit Suisse.

Croxford moves to DoH
The UK Department of 

Health has appointed 

Alan Croxford senior 

reward and employee 

relations manager. 

He has spent the past two years 

as interim reward manager at the 

government department.

PageGroup appoints Weston
PageGroup has appointed Michelle 

Weston global mobility manager.

Weston has previously held a 

range of roles at British American 

Tobacco, including global mobility 

manager, reward executive, 

international assignment manager, 

HR shared services co-ordinator 

and HR executive.

PEOPLE MOVES

“While auto-enrolment is a great 
idea, the level of contributions put in 
place are clearly inadequate.

“There is a massive job to try to 
help people understand that the 
contribution levels are not suffi cient 
to provide them with the sort of 
retirement they are expecting.”

Employers can help staff by 
giving them the option to sign up for 
automatic pension contribution 
rises or adding a salary sacrifi ce 
arrangement to their scheme.

Polycom added salary sacrifi ce to 
its group personal pension scheme 
to coincide with auto-enrolment on 
1 May. The technology organisation 

is using the tax and national 
insurance savings from salary 
sacrifi ce to help fund the cost of 
compliance with the legislation, but 
it also intends to give savings back 
to staff in pension contributions.

The pension reforms announced 
in the government’s 2014 Budget, 
which give employees more choice 
about how to take their retirement 
income, also give employers an 
opportunity to drive home the 
message of how important it is for 
staff to take responsibility for their 
own savings choices.

However, more than a third (35%) 
of respondents nearing retirement 

were not aware of, or were unsure 
about, the pension changes 
announced in the Budget, according 
to research by MetLife in May.

But it is not all bad news. 
Research by Aviva found that nearly 
two-thirds (62%) of respondents 
believe the Budget’s pension 
reforms are a good idea. And 
research published by the National 
Association of Pension Funds found 
that 28% of UK workers are more 
likely to save into a pension scheme 
because of the Budget reforms.

53% of respondents 

admitted they need to 

save more for retirement, according 

to research by Aon Hewitt.

28% of respondents who 

save into a workplace 

DC pension plan have no idea how 

much is in their pot, according to 

Capita Employee Benefi ts research.

90% of respondents are 

falling short of their 

retirement targets, according to 

research by Aegon UK.

28% of respondents are 

more likely to save 

into a pension scheme following the 

Budget’s pension reforms, according 

to research by the NAPF.

35% of respondents near 

retirement are not 

aware of the pension changes 

announced in the Budget, according 

to research by MetLife.

62% of respondents believe 

it is good to give staff 

more choice about their retirement 

income, according to Aviva research.
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New rules on staff fl exible working requests

Robert Crawford

HM Revenue and Customs (HMRC) has lost an 
appeal in the Upper Tribunal (Tax and Chancery 
Division) against an employer that leased cars to 
its employees and claimed the arrangement was 
exempt from tax.

The employer, Apollo Fuels, part of the Newell 
and Wright group, provided cars to its managers 
and salesmen under an ‘arm’s length’ rental 
arrangement. Staff were paid for business 
mileage at the same rate as colleagues who used 
their own cars for business purposes.

The organisation did not consider this to be a 
taxable benefi t, so did not deduct the tax that 
HMRC claims is due under pay-as-you-earn rules 
set out in the Income Tax (Earnings and Pensions) 
Act 2003. It also did not notify HMRC that cars 
were being provided to staff under the lease deal.

HMRC argued that the scheme should be 
subject to normal car benefi t rules, but the court 
ruled that the payment of lease rentals was 
covered by employees, and so was not subject to 
tax or national insurance contributions.

In 2012, the case went to the First Tier Tribunal, 
which ruled that cars provided under market value 

HMRC loses appeal over car 
scheme’s tax exemption

   TAX   

leases and mileage allowance were exempt from 
benefi t-in-kind (BIK) tax. HMRC appealed against 
this decision at the Upper Tribunal, but lost again 
on the grounds that staff gained no economic 
benefi t from the leasing arrangements.

However, the 2014 Budget confi rmed the 
ending of the type of scheme used by Apollo.

David Heaton, a partner at Baker Tilly, said: “The 
judge said you cannot have a taxable benefi t 
without an economic benefi t. She reasoned that if 
an employee buys a service from their employer 
at arm’s length, there can be no advantage to the 
employee, so there is nothing to tax.

“In theory, the employees were only leasing 
from the company what they could have leased 
from an independent car leasing business, so 
there was no value to them in the lease.”

The latest information on legislation and tax issues affecting employee benefi ts, including the tax treatment 
of car schemes, employees’ right to request fl exible working, and the effects of equal pay legislation

FLEXIBLE WORKING

The extension of employees’ right 
to request fl exible-working 
arrangements come into force on 
30 June 2014.

At the moment, employers 
must “consider seriously” 
requests to work fl exibly from 
employees who have a child aged 
16 or under, those with a child 
aged under 18 with disabilities, 
or staff who are caring for an 
adult dependant.

From 30 June, this right will be 
extended to all staff with at least 

26 weeks’ service, regardless of 
their caring responsibilities.

Under the new rules, 
employers must deal with 
applications in a “reasonable 
manner” and notify the employee 
of their decision within 14 days.

In January, the Advisory, 
Conciliation and Arbitration 
Service (Acas) published a fi nal 
draft of its Code of practice for 
handling requests to work fl exibly 
in a reasonable manner along 
with a good practice guide. 

Employers do have the right to 
reject requests to work fl exibly if 
there is a clear business case to 
do so, but employees may appeal 
against such decisions.

Steve Williams, head of 
equality at Acas, said: “Employers 
must ensure their managers are 
able to make the right decisions 
in handling requests from 
employees to work fl exibly.”

Matthew Kelly 
is a partner at law fi rm 
Thomas Eggar

Under the principle of equal pay, employers 
must pay men and women who perform 
substantially the same jobs equally. Pay 
refers to any contractual bonus, holiday 
and pension, not just basic salary.

The effects of equal pay legislation have 
recently hit the higher education sector, 
with 23 male caretakers and tradesmen at 
the University of Wales Trinity Saint David 
suing for sex discrimination, claiming they 
were paid less than female secretaries and 
offi ce workers on the same pay grade.

The university has conceded the claims, 
with the projected settlement set to total 
more than £500,000. This example 
highlights the potential fi nancial liability 
faced by employers that fail to level their 
employees’ contractual benefi ts.

The law operates by implying a ‘sex 
equality clause’ into a contract, so that less 
favourable terms are replaced by more 
favourable terms that exist in the contract 
of equivalent staff of the opposite sex.

Claimants who feel discriminated 
against on equal pay grounds are entitled 
to claim pay arrears going back six years, 
and damages for breach of a non-pay term. 

Since 2005, more than 200,000 equal 
pay claims have reached the tribunal stage, 
the vast majority being in the public sector, 
principally involving councils. Earlier this 
year, Birmingham City Council workers 
agreed settlements totalling over £1 billion.

To protect their position, employers 
should establish whether there are 
signifi cant pay gaps by undertaking equal 
pay reviews. This would show whether any 
exist, and the potential liability.

Employers must heed 
equal pay legislation

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

ADVICE FROM THE EXPERTS

@ www.employeebenefi ts.co.uk/compliance

@ Read a longer version of this story online at 
bit.ly/1gWs8zY

@ Read Flexible approach 
needed at bit.ly/SrNPN2
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Discounted Gym Membership 
for employees at 3,000 UK 

health clubs, leisure centres 
and independent gyms with 

Incorpore and GymFlex.

WARNING!
Exercise has been known to cause health 
and happiness among employees. 

For more information:
0845 300 6474

Sales@Incorpore.co.uk

National Gym Coverage for:
Salary Sacrifice

Flexible Benefits
Net Pay Deductions
Voluntary Benefits

www.incorpore.co.uk
www.gymflex.co.uk
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For more on how we deliver world class solutions 
Call 0845 603 8899 or visit metlife.co.uk/atwork

Serving 
90 million 
customers 
in over 45 
countries

Number 1 
life insurer in 

the US*

Operating 
for over 

145 years

Top 5 
employee 
benefi ts 
provider 

in over 20 
markets

Serving 91 of 
the top 100 

Fortune 500® 
companies 

Employee benefi ts.
We’re more than qualifi ed. 

Enjoy the reassurance of working with an 
experienced employee benefi ts provider – 
with award-winning service.**

As part of a leading international employee benefi ts provider, MetLife Inc.,
we combine global experience with local know-how. Our UK experts work 
closely with colleagues worldwide to ensure we always deliver the right 
solutions, service and support – all of which are refl ected in our 97%
customer satisfaction rating† across over 6,800 schemes. 

*The #1 claims based on Life Gross Written Premium at the end of the year, as per Axco reports. **Awarded Company of the Year at the Financial Adviser Service Awards 2012 & 2010. †Taken from MetLife internal portfolio data, as 
at December 2013. Products and services are offered by MetLife Europe Limited which is an affi liate of MetLife, Inc. and operates under the “MetLife” brand. MetLife Europe Limited (trading as MetLife) is authorised and regulated 
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. The Trustee of the MetLife 
Master Trust for the MetLife Registered Group Life Policy is Castlewood Trust Corporation Limited, a company incorporated in England with company number 4240495 whose registered offi ce is 9 Devonshire Square, London 
EC2M 4YF. www.metlife.co.uk © 2014 PNTS  1574/1 0214 EB
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Places at the Employee Benefi ts Awards 
2014 have almost sold out, so book your 
ticket today to ensure you don’t miss out 
on your chance to fi nd out who has won 
this year’s coveted trophies. 

Join us on 27 June at the Royal Artillery 
Garden at the HAC in London to network 
and celebrate with industry leaders at 
this high-calibre event, which comprises 
an awards ceremony and the summer 
party of the season, where you can 
reward yourself for all your hard work 
and achievements over the past year.

Also, a funfair provides the perfect 
opportunity for you to have fun with your 
team and industry peers. 
� See which organisations have been 
shortlisted for Employee Benefi ts Awards 

2014 at www.employeebenefi tsawards.
co.uk/shortlist
� See more information about the event 
and how to book your place at www.
employeebenefi tsawards.co.uk
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EVENTS

@www.employeebenefi ts.co.uk/events

The Employee Benefi ts Summit has reigned in Spain, so now get ready for two more big 
events: the Employee Benefi ts Awards in June and Employee Benefi ts Live in September

The evolution of reward and the impact of 
fi ve different generations in the workplace 
were among the key topics debated at the 
Employee Benefi ts Summit, which took 
place on 14-16 May in Alicante, Spain.

Speaking in a session entitled ‘The 
outlook for reward and benefi ts as the 
economy improves’, Sarah Purnell, head of 
UK reward and benefi ts at Tesco, said three 
key drivers are fundamentally changing the 
shape of reward and benefi ts: the impact of 
the recession, consumer trends and 
workforce demographics.

The changing nature of the workforce 
and what staff want from their employers 
was discussed by Bob Hughes, director of 
the Engage for Success Foundation, in a 
session entitled ‘The workplace of 
tomorrow’. Hughes highlighted how the 
psychological contract is changing.

Other speakers were Wendy Cartwright, 
former HR director at the Olympic Delivery 

Authority; Martin Flavell, vice-president 
human resources at Finmeccanica; Keith 
Baker, payroll and HRIS manager at CMC 
Markets and former compensation and 
benefi ts manager at Martindale Pharma; 
and Karen FitzGerald, head of global 

mobility at Royal Bank of Scotland.
Delegates at the two-day event also took 

part in small, interactive workshops run by 
industry experts from event sponsors Aon, 
Barclays, Capita Employee Benefi ts, Lorica 
Employee Benefi ts and Tusker.

Hot topics at Live conference Employee Benefi ts Awards offer big day out

Evolution of reward highlighted at Summit

Europe’s largest dedicated 
reward and benefi ts 
event, Employee Benefi ts 
Live, will return for its 
16th year on 24 and 25 
September 2014.

The event, which takes 
place at Olympia, London, 
offers an editorial-driven 
conference programme 

alongside an exhibition 
packed with leading 
industry suppliers, 
advisers and consultants.

Topics covered in this 
year’s conference will 
include total reward, 
benefi ts communication, 
pensions, healthcare and 
wellbeing, global benefi ts 
and fl exible benefi ts.

The event provides the 
perfect platform for 
compensation, benefi ts 
and HR professionals to 
network and learn.
For information, visit www.
employeebenefi tslive.co.uk

Pictured at the Summit (top, left to right): Wendy Cartwright, Keith Baker, Employee Benefi ts 
editor Debi O’Donovan, Martin Flavell, Sarah Purnell, Bob Hughes and Karen FitzGerald
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INTERACTIVE

TOP TWEETS FROM THE EMPLOYEE BENEFITS SUMMIT

@Miczar75 – Very interesting 
so far and a lot of 

opportunities for interaction 
with peers. 
#EBSummit

@janetyjanet – Are your 
employees both well AND 

engaged? It’s no good having 
one without the other. 
#EBSummit

@WendyHall2012 – Sarah 
Purnell [of Tesco] says we 

need to rethink reward offerings 
given shifting consumer 

expectations, workforce 
demographics and economy. 
#EBSummit

@bobnhughes – Interesting 
challenge highlighted at 

#EBSummit. There could now be 
fi ve generations in the workforce. 
Very different needs.

@gen2082 – 43% of 
employees rate fl exible hours 

as the most valuable health and 
wellness benefi t. Vodafone scoring 
highly there then! 
#EBSummit

A recent Aon Hewitt survey on 
drivers for employee 
engagement, 2014 Trends in 
Global Employee Engagement, 
published in May 2014, 
indicated that pay is one of 
the top four drivers of 
employee engagement.

In the past, pay and benefi ts 
have tended to be described as 
a ‘hygiene’ factor, with little 
impact on employee 
engagement. More emphasis 
was given to career 
development and employees’ 
relationship with their 
manager (leadership).

The employee’s perception 
of pay and benefi ts, and how 
fairly they are rewarded 
within the organisation, 
has also proved to have a 
positive impact.

In April, we heard about 
Next’s chief executive offi cer 
sharing his £4 million bonus 

with staff and, in May, the 
negative reaction reported in 
the press by Boots staff, whose 
performance-related bonuses 
will not be paid for the fi rst 
time in 10 years.

If an organisation’s annual 
bonus scheme is based on a 
balanced scorecard with both 
fi nancial measures and other 
key performance indicators, 
such as customer satisfaction, 
then it is an idea to produce 
a red/amber/green (RAG) 
chart at the end of each 
month to show how the 
business is performing against 
these measures.

In this way, employees will 
be focused on improving the 
business in the right areas and 
there will be no surprises at 
the end of the year.

Share ownership is another 
way to make employees feel 
engaged with the organisation. 

10  I  June 2014  I  www.employeebenefi ts.co.uk

Debbie Lovewell-Tuck
looks at the effects of 
an increasingly diverse 
UK workforce

A hot topic at last month’s Employee 
Benefi ts Summit was how to engage and 
reward employees from the fi ve different 
generations that, for the fi rst time, can be 
found in today’s workforce.

Differing life experiences, advances in 
technology, shifting consumer trends and 
a changing economic environment mean 
each of these generations will have very 
different expectations of their employer. 

Listening to employers’ experiences 
while at the Summit, it became clear 
that this is having a fundamental impact 
on reward. 

Expectations in benefi ts are 
increasingly being driven by factors such 
as employees’ desire to get the best deal 
and their expectation to have choice. As 
the economy continues to improve and 
the workforce becomes more transient, 
these attitudes will infl uence how 
employees select an employer.

And with websites such as employer 
comparison site Glassdoor.com gaining 
prominence, no organisation wants to be 
publicly identifi ed as lagging behind its 
competitors in terms of its pay and 
benefi ts packages, corporate culture, 
job satisfaction, and so on.

Tools such as total reward strategies 
and fl exible benefi ts schemes have often 
been used to cater for increasingly 
diverse workforces, but will these be 
suffi cient going forward?

As evolution in this space continues, it 
begs the question: what will reward 
packages of the future look like? 
Predictions on a postcard/email/
WhatsApp message, please.

Five generations drive 
the reward agenda

         Follow Debbie Lovewell on Twitter: 
@DebbieLovewell 
    

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

LOVEWELL'S LOGIC

Jenny Davidson looks at motivation factors

100 Club column

In association with

Consider making the best use 
of the increased employee tax 
limits in these areas, up to 
£500 per month in a sharesave 
scheme and a maximum of 
£1,800, or 10% of taxable 
income for the year, for a 
share incentive plan (Sip). 

Another driver for employee 
engagement is making the 
workplace and its benefi ts 
relevant to the workforce, so 
employees can manage their 
work-life balance seamlessly, 
including bring-your-own-
device (BYOD) policies and 
access to discounted Apple 
products, as well as the more 
traditional childcare vouchers 
and gym membership.

How can reward engage staff?

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

Jenny Davidson is interim head of 
reward at TalkTalk 
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Duncan Brown discusses the value of better staff training 

Treasury £800 per person per annum in higher 
tax receipts and lower benefi ts payments, and 
adding £500 to the pay of a single person on 
the national minimum wage.

But why don’t employers themselves see the 
benefi ts of training and enhanced rewards 
without the subsidy? Jobs economist John 
Philpott’s Rewarding Work for Low-Paid 
Workers, written for the Joseph Rowntree 
Foundation, looks at this question. With an 
expert summation of the research, Philpott 
concludes that HR, reward and development 
practices “offer a fi nancial return to employers 
through higher productivity, improved 

performance, reduced 
labour turnover costs 
and lower absenteeism”, 
as well as “boosting 
job satisfaction and 
employee wellbeing”.

But he warns this is no 
magic bullet and “the 

business case is not universal”. The realisation 
of these benefi ts depends on factors such as 
the availability of cheap labour, customers’ 
willingness to pay consequent higher prices, 
genuine employee involvement and, most 
critically, the effective application of these HR 
practices, for example providing training in 
appropriate and transferable skills.

In other words, it is all down to us reward and 
benefi ts professionals to be courageous enough 
to make the case and skilled enough to deliver 
the potential benefi ts into practice.

www.employeebenefi ts.co.uk  I  June 2014  I  11

“Every cap on training or pay and benefi ts costs 
is just as likely to destroy, as create, value.”

Last month I wrote about Professor Jules 
Goddard’s award-winning research calling for 
“bolder investments and higher costs” to 
provide a sustainable basis for our economic 
recovery. But, particularly in low-paying and 
labour-intensive industries, how can you 
possibly increase your pay and benefi ts costs 
and stay in business?

Two reports out last month help to provide 
some answers. The Social Market Foundation’s 
(SMF) Making Progress: Boosting the Skills and 
Wage Prospects of the Low Paid highlights the 
strong association between productivity, pay 
and skills, with the UK languishing down the 
Organisation for Economic Co-operation and 
Development’s (OECD) league tables on both 
the latter dimensions.

Half of the three million UK workers in 
low-paid jobs have no qualifi cations or only a 
few GCSEs, while more than half a million have 
insuffi cient skills even to carry out their current 
role. Yet those in low-paid work are least likely 
to be offered training by their employer and the 
least able to take it up when offered.

Career prospects are the main driver of staff 
engagement in the UK and training is the 
clearest route to career and pay progression. 
The SMF estimates that a level one qualifi cation 
adds 10% to an employee’s earnings and “would 
make these individuals more valuable to UK 
fi rms and the UK economy”.

So certain is the SMF of these benefi ts that it 
proposes that the government should provide a 
subsidy of up to £2,000 a head for organisations 
to train their low-paid workers, saving the 

The best benefi t is training and development

“Career 
prospects are 
the main 
driver of staff 
engagement”

Follow Duncan on Twitter: @duncanbhr

Follow us on Twitter: twitter.com/employeebenefi t 

LINKEDIN  DISCUSSION BOARD

In her monthly column for 
Employee Benefi ts, deputy editor 
Debbie Lovewell-Tuck asked: Can 
an organisation’s approach to 
executive pay impact its 
corporate reputation?

@ Yes, but not just executive pay. 
Any disputes over pay, 

whether shareholders voting down 
executive pay or bonuses, or strikes 
or prolonged pay negotiations, 
suggests management time, money 

and effort is diverted from strategic 
business objectives. That can be 
seen as detrimental to the growth 
prospects of the organisation.
Fiona Bell, chair, the Quoted 
Companies Alliance

From the frontline TOP 15 MOST VISITED 
STORIES ON THE WEB*

1 Asda staff launch equal pay case 
bit.ly/PsCPNl

2 BT and Unilever launch report on 
depression bit.ly/1lqjV41

3 Employers focus on improving 
staff engagement bit.ly/RCwXCn

4 Why benefi ts professionals need 
to consider corporate social 
responsibility bit.ly/1igJBRW

5 Barclays partners The Positive 
Ageing Company to support ageing 
workforce bit.ly/1kibhUB

6 How to win fi nance director buy-in 
for health and wellbeing strategies 
bit.ly/1nqTvB

7 What does the future hold for 
group risk benefi ts? bit.ly/1nS1Kcu

8 Transport for London staff 
strike over pay and pensions 
bit.ly/1n1mS0v

9 Fujitsu launches leave policy for 
carers bit.ly/1rraNy5P

10 Axa PPP Healthcare research: 67% 
go to work when ill bit.ly/T2HyrP

11 Wates Group to launch on-site 
wellbeing kiosks bit.ly/QQoP0x

12 Bank of America Merrill Lynch aids 
staff weight loss bit.ly/1jQiHBw

13 Kcom Group relaunches fl exible 
benefi ts platform bit.ly/1lEJl2I

14 Manchester City Football Club 
shortlisted for health benefi ts 
bit.ly/1j2DOz

15 Family-friendly benefi ts for 
the school summer holidays 
bit.ly/1mLLAAK

Ranked by number of page impressions 
from 12 April to 15 May
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At Alphabet we’re always developing new, more efficient ways of moving employees from  
A to B. It’s all part of our vision for the future of mobility.

Existing forms of fleet management underpin this vision. But there’s certainly more to come.

Take AlphaCity for example. As ingenious as it is simple, it’s a corporate CarSharing scheme  
set to change the way we finance, manage and use company vehicles.

It’s yet another step forward in clever fleet thinking from Alphabet.

Business Mobility on the Move.

Find out more:

Tel: 0870 50 50 100
Email: alphabet@alphabet.co.uk
www.alphabet.co.uk

WINNER
Leasing / Fleet Management 

Provider of the Year

WINNER
Service Supplier of the Year
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UP CLOSE AND PERSONAL

 Q&A
What has been the biggest 
focus in your role?
What I have found most 
satisfying was being able to 
agree a double-matching 
pension scheme for our 
employees and rolling it out 
across all sites within 18 
months, as well as delivering a 
smooth auto-enrolment process.

What single tip would you give 
someone looking to get into 
your current role?
Never say no and prepare for the 
unexpected. But also know what 
makes the difference between 
right and wrong. The key is not 
to be a specialist, but be a 
specialist in lots of areas.

What would you like your next 
career move to be?
Danone is a global organisation, 
so regardless of age and skills, 
there is always an opportunity 
to move, but I would like to 
stay in HR.

@  www.employeebenefi ts.co.uk/jobs

J
ohn Mayor, head of UK 
rewards and HR project 
management at Danone, has 
spent his entire 15-year 

career with the food products 
multinational organisation.

Mayor has always believed in 
developing specialisms in many 
different professional areas, and it 
was this that led him into HR and 
reward three years ago.

Since joining Danone in 1998, 
Mayor has held a variety of roles, 
including sales, customer service, 
supply and logistics. His managerial 
positions have included supply 
chain projects manager and 
physical logistics manager.

But it wasn’t until April 2011 
that he moved to HR, becoming HR 
project effi ciency manager. “The 
roles were all a bit project-based 
before,” he says. “I wanted to do 
something different, so I embarked 
on the wonderful world of payroll.”

One of the biggest HR projects 
he has handled was outsourcing 13 
different payrolls across the 
business to a single provider.

In September 2011, he also 
became head of UK rewards. “The 
reward role became vacant and I 
said to the HR stakeholders across 

Multiple specialist enjoys 
the taste of reward role
John Mayor, head of UK rewards and HR project management at Danone, 
has applied his ‘hygiene factor’ philosophy to align the benefi ts offering 
across the organisation’s various business units

the organisation that it sounded 
interesting, so I got the chance to 
take all this on,” he says.

In his current role, Mayor looks 
after all elements of reward and 
benefi ts as well as salary reviews 
for UK staff, plus HR for 100 
expatriate employees, as well as 
continuing to work with payroll.

“I enjoy the variety and 

“It was a big challenge because 
there was nothing concrete in 
terms of strategy,” he says. “They 
said to me ‘don’t feel constrained 
with what you can do in the 
benefi ts role’. It was up to me to 
build it, restructure it, take it to the 
business units and deploy the 
benefi ts equally.”

Pensions is just one area in 
which Mayor has achieved this 
aim. Danone implemented 
auto-enrolment in February 2014 
after postponing from its 
November 2013 staging date, and 
all staff now have access to the 
same group personal pension 
(GPP) scheme, provided by 
Scottish Widows. Previously, the 
organisation offered a GPP 
provided by Friends Life and a 
group fl exible retirement plan, 
provided by Standard Life, to 
different parts of the business.

“We had so many gaps where 
one business unit had different 
providers that the objective was to 
give the best of everything to each 
business unit and to every 
employee,” says Mayor.

For such projects, Mayor lives 
by his ‘hygiene factor’ motto, 
aiming to align benefi ts across the 
business. “If I get the hygiene 
factor right, someone we employ 
can start work without worrying 
that their pension is different from 
someone else’s,” he says.

Mayor says he and other 
reward and benefi ts managers are 
becoming specialists in various 
areas. “There are a number of 
benefi ts to tackle, but there are 
certain things we have to get to 

My current role is 
more rewarding than 
selling a million 
tonnes of yogurt”

said to the HR stakeholders across 

a
b
c

a
b
f
c
t
s

r
b

September 2011-present head of 
UK rewards, Danone
April 2011-present UK HR projects 
and effi ciency manager, Danone
September 2008-April 2011 sales 

capabilities manager, Danone
December 1998-2008 Various 
roles at Danone, including sales, 
supply chain project management 
and logistics

CURRICULUM VITAE

multiple-function activities,” he 
says. “I was close to becoming a 
specialist in an organisation, having 
worked here for a long time. But I 
love a challenge and coming to the 
HR function was just that.”

When he began his new role, 
Mayor was given the opportunity 
to change Danone’s benefi ts 
structure. Having done similar 
work with the payroll function, he 
was keen to centralise reward and 
benefi ts across the business units.

grips with, such as taxation,” he 
says. “We have to be detailed, 
accurate, but also gregarious. This 
job is about making decisions.

“My current role is more 
rewarding than selling a million 
tonnes of yogurt. The scope I have 
been given is very broad, and I 
love that.” Robert Crawford
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THE BIG QUESTION
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@ www.employeebenefi ts.co.uk/comments

No, we do not think 
employers should be 
encouraging their 
employees to consolidate 
small pension pots.

Pensions are long-term 
savings products. They 
have a long tail, which 
means employees could 

be sitting with old pension pots that have some 
useful or valuable features.

A general comment, even if it is related only 
to recent pension schemes, could lead people 
to assume that it applies to all their pensions.

Pension decisions are complicated and do 
not lend themselves to general comments, 
such as “consolidating your small pension pots 
may be in your best interest”.

An employer is not necessarily aware of the 
employee’s circumstances, yet any comments 
made to an employee could be read as 
applying to them.

The pension reforms need the individual 
employee to take ownership of their own 
retirement income position. The message of an 
employer giving advice, which is how it will be 
perceived, is confl icting.

Employers can play an important role in 
nudging their employees to think about their 
retirement position. Helpful comments such as 
”we know where you are, but does your old 
employer?” reminds employees not to lose 
track of their previous pensions.

Employees do need access to guidance and 
we support the government initiative to ensure 
everyone has access to such a service. We are 
currently providing this service.

As an independent organisation, we would 
encourage employers to refer staff to us for 
personalised guidance on their small pots.

I believe it is diffi cult for 
employers to ‘encourage’ 
any particular actions on 
pensions other than 
greater comprehension. 
From comprehension 
comes the understanding 
of what an individual can 
do with every part of their 

retirement savings responsibilities, not just the 
consolidation of small pots.

We all tread the line of advice carefully and 
encouragement can easily be misinterpreted to 
be the same, but focusing encouragement on 
better understanding, through targeted reading 
and seminars, is just a start and can be built on.

Employers can take a more subtle path, as 
GE has, to ‘sponsor’ consolidation, where the 
pots are held in old trust-based arrangements. 
We have a number of such plans in which, due 
to harmonisation of our benefi ts platform, we 
no longer have any active participants.

It is useful to review the population profi le of 
such plans, and identify the annual operating 
costs, to determine what the total operating 
cost of the plan’s remaining lifetime might be.

The wind-up or closure of such plans is often 
expensive, so it is hard to make a business case 
to spend when they are almost viewed as 
‘sleeping partners’. But the above approach 
often highlights the fact that lifetime spend is 
far greater, and usually underestimated, 
because of future compliance changes.

Compliance should receive attention at 
board level. No employer wants to be 
associated with a plan that is found to be in 
breach just because it is a forgotten obligation. 
It is important for employers to make strategic 
decisions on whether these plans are worth 
not only the cost, but the risk, of keeping them.

Auto-enrolment is proving 
tremendously successful. 
By the time of next year’s 
general election, 4.3 
million workers at more 
than 50,000 employers 
will be in a pension 
scheme, or saving more, 
as a result of these 

reforms, according to National Association of 
Pension Fund (NAPF) research, published in 
October 2013.

But many of these new pension savers 
might only contribute small amounts each 
month and change jobs often, which means 
they may shift between pension schemes and 
leave a trail of small pots behind them.

Consolidating small pots brings the benefi t 
of economies of scale and reduced costs. An 
equally important consideration is that these 
small pots can be diffi cult to keep track of and 
could get lost over the course of an individual’s 
working life, particularly if the employee does 
not keep some details on them.

Figures from the Pension Tracing Service 
show this is a growing issue. In 2013-2014, the 
service received 144,169 requests for traces, of 
which 17,265 were unsuccessful.

If we do nothing, there could be 50 million 
pension pots left dormant by 2050, according 
to fi gures issued by the Department for Work 
and Pensions in April 2013, and 12 million of 
these would have a value of less than £2,000.

A lost pension pot is lost retirement income 
and something to avoid where possible. The 
NAPF may disagree on the government’s 
preferred process for consolidation, but we 
support efforts to consolidate individuals’ small 
pots in one place so employees are left with a 
smaller number of large pots when they retire. 

Should employers help staff to 
consolidate small pension pots?

Helen Forrest is head of policy and advocacy at 

the National Association of Pension Funds

Kerrie Rowland is senior manager, European 

pensions and benefi ts, at GE

Michelle Cracknell is chief executive of The 

Pensions Advisory Service

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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Transforming a good fleet operation into a great fleet operation takes time, 

skill and patience. And that’s exactly what we help our customers achieve.

Fleet Operations works with organisations and fleet managers to maximise 

efficiency and cost reduction opportunities throughout the UK and Europe.  

Our customers experience a partnership delivering values including:-

 Removal of administration burden

 Managed multi-vendor lease cost model

 Consolidated data – legacy & new suppliers

 mi2 – powerful, intelligent reporting

 Cost tracking & savings reporting

 Class-leading employee experience

 Behavioural change management

 Single point of contact and control

0844 567 8000 
www.fleetoperations.co.uk
info@fleetoperations.co.uk Tr a n s f o r m i n g  f l e e t  o p e r a t i o n s
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with the industry’s brightest sparks

enquiries@zenith.co.uk www.zenith.co.uk 0844 243 4371

Zenith is the Fleet News ‘Leasing Company of the Year’ 
2012 and 2013! Our Salary Sacrifice and company car 
schemes won the Employee Benefits Awards 2012, car 
benefits category and our software has won awards too. 

Our customers include many household brands, some of 

Be a part of our bright future; where we can help you to 
deliver a vehicle based benefit to every employee group 
within your company. Our innovative car schemes include 
advanced, award winning online systems, our industry 
renowned expertise and a high quality service offering.  
We can help you reward what matters most; your people. 

Get even more drive 
from your employees

enquiries@zenith.co.uk www.zenith.co.uk 0844 848 9311

Your employees deserve the best; find out what we  
can do for your company today.

Award-winning expert providers of 
vehicle based benefits that reward both
you and your employees

Our salary sacrifice and company car schemes can offer 
the best of both worlds, helping you drive employees’ 
loyalty, motivation and satisfaction. Many major UK 
companies are already taking advantage of our flexible 
schemes and fleet management solutions. 

Be a part of our bright future; where we can build the 
perfect car scheme for you. It will include our advanced, 
online systems, our industry renowned expertise and a 
high quality service offering.  We can help you reward 
what matters most; your people. 
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FEATURECARS

Jennifer Paterson rounds up some facts and fi gures in company car schemes.

CARS IN NUMBERS

@ www.employeebenefi ts.co.uk/benefi ts/company-cars-and-fl eet
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22% of respondents intend to add 
salary sacrifi ce car schemes to their 
fl exible benefi ts scheme, and 10% 
plan to add low-emission cars.
Source: Employee Benefi ts/Towers Watson Flexible Benefi ts 
Research 2014, published in April 2014. bit.ly/OeUozD

Only 16% of respondents would 
consider an electric car as their 
next company car.
Source: Research published by Leasedrive Group 
in March 2014. bit.ly/1jd9aEc

39% of respondents cited benefi t-in-kind 
tax as the most infl uential factor when 
selecting a company car.
Source: Research conducted by ALD Automotive in February 
2014. bit.ly/1jzT4nK

39% of benefi ts professionals receive 
a company car or car allowance as part 
of their overall reward package.
Source: Employee Benefi ts Salary Survey 2014, published in 
January 2014. bit.ly/1jzT4n

COMPANY CARS IN THE BUDGET 2014
Company car tax rates will rise by two percentage points. The appropriate percentage 

of list price, subject to tax, will increase for cars emitting more than 75g of carbon 

dioxide per kilometre in both 2017-18 and 2018-19 to a maximum of 37%. bit.ly/1mhsW3i

Fuel duty will remain frozen until spring 2015. bit.ly/1lPmOMu

EMPLOYERS IN THE NEWS
Prudential launches salary sacrifi ce car scheme. 

bit.ly/1o5ZJsM

NHS trusts renew car schemes. bit.ly/1m6TxM2

RSA staff take up salary sacrifi ce car scheme. bit.ly/QdMhoe

16%

22%

39%

39%
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ELDERCARE

B
y 2017, the number of older people 
needing care will outstrip the 
number of adult offspring able to 
provide it, according to the Institute 
of Public Policy Research’s (IPPR) The 

generation strain: Collective solutions to care in 
an ageing society, published in April.

The UK’s ageing demographic means there 
will be an increasing number of users of health 
and social care services, and a growing 
‘sandwich generation’ (aged 30 to 60) who 
need to manage their work-life balance to cope 
with the care of children and elderly relatives.

The IPPR research points out: “By 2032, 1.1 
million older people in England will need care 
from their families (an increase of 60%), but 
the number of people able to care for older 
parents will have increased by only 20%, 
creating a shortfall in our collective capacity to 
care for older generations.”

Rise in demand
It is therefore not surprising to see a rise in 
demand for eldercare-related employee 
benefi ts. According to the Employee Benefi ts/
Towers Watson Flexible Benefi ts Research 
2014, published in April, emergency eldercare 
within fl ex plans is set to grow by 142%. 

But although eldercare is potentially one of 
the UK’s fastest-growing employee benefi ts, 
relatively few employers offer it. The Flexible 
Benefi ts Research 2014 showed that just 9% of 

Demand is rising for eldercare as an employee benefi t, says Robert Crawford
AGE-OLD QUESTION

organisations offer eldercare as a fl ex option, 
although 10% plan to add it to their scheme. 
More tellingly, Employee Benefi ts’ annual 
Benefi ts Research 2014, published in May, 
found that only 4% of respondents offer 
eldercare in any form as a core benefi t and 3% 
offer it as a voluntary benefi t.

Chris Minett, a director at The Positive 
Ageing Company, says: “This presents both a 
challenge and an opportunity for employers. A 
lot of organisations do not help or promote 
eldercare despite there being a business case 
for it around better productivity and retention.”

Research published in May by Allianz Global 
Assistance and Yecco found that 48% of 
people expressed an interest in having an 
elderly emergency care policy as an employee 
benefi t. Providing eldercare as a benefi t can 
help to improve employees’ fi nancial and 
psychological wellbeing, says Minett.

Carole Edmond, managing director at Bright 
Horizons, says: “Employees’ resilience and 
energy can be depleted by worry, particularly if 
they face confl icting demands.”

Imperial College London is one employer 
that has been proactive on eldercare. In 
January, it introduced an emergency child and 
eldercare service, through which staff can 
access emergency childcare, school holiday 
cover and back-up adult and eldercare, 
provided by My Family Care.

The most pressing need for employers is to 
adapt their eldercare benefi ts to help staff 

>  The number of people needing care will 
outstrip the number of family members 
able to provide it.

>  Eldercare is the fatest-growing perk in 
flexible benefits plans.

>  Demand is driven by the UK’s ageing 
population, rising use of health and social 
care, and the ‘sandwich generation’.

>  Not enough eldercare-related benefits are 
available to cope with demand.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

@ Read also EHRC urges employers to support 
carers at bit.ly/T1PBFb

throughout their caring duties, not just offering 
help when there is an emergency.

The rising demand for eldercare as a benefi t 
could result in new types of cover being 
available in the market. Ben Black, director at 
My Family Care, says: “Emergency eldercare is 
there to cover staff when something goes 
wrong, but employers could do more to provide 
information. It always helps to have employees 
that have been, or are, in the same situation 
who can talk about it. It is about raising 
awareness to avoid staff becoming stressed.”

The need for eldercare is clear. According to 
the 2011 Census of England and Wales, one in 
nine employees in any workforce will either be 
caring for someone who is ill, frail or has a 
disability, or will leave work to become a carer. 

Hidden carers
But The Positive Ageing Company’s Minett says 
there are many employees who are classed as 
hidden carers, and employers need to know 
how to recognise them. “Until now, employers 
have not had to have these conversations with 
staff,” he says. “They are okay with childcare 
issues now, but the issue of eldercare has not 
happened, but will need to.” 

Minett says that despite high demand for 
eldercare, not enough relevant benefi ts are 
available. “The ageing population and workforce 
will continue to threaten business performance 
if more benefi ts are not offered to help 
employees [with eldercare],” he says.

“It has to happen. There are simply not 
enough [eldercare benefi ts] available, despite 
employee assistance programmes now 
introducing services to support carers.”

Bright Horizons’ Edmond says eldercare 
benefi ts can help employers to retain staff, 
achieve work goals and improve employee 
wellbeing. “Providing eldercare enables 
employees to work when they otherwise 
wouldn’t have been able to,” she says. “This is a 
relatively new employee benefi t, but demand 
for it has grown.” 
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@ www.employeebenefi ts.co.uk/benefi ts/childcare-and-carers
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PENSIONS

F
urnishings retailer Dunelm hit the 
headlines in April as one of the fi rst 
employers to fail to comply with its 
auto-enrolment duties, after 
underpaying pension contributions by 

£143,000. Details of the case were published in 
The Pensions Regulator’s (TPR) section 89 
report, aimed at helping other employers avoid 
failing to comply with the legislation.

The number of employers struggling with 
auto-enrolment compliance is predicted to rise 
as smaller employers join the system, yet 
larger organisations may still fail to comply 
with their auto-enrolment duties.

If employers are struggling to implement 
auto-enrolment, they should seek help from 
organisations such as TPR.

Nicola Edwards, head of compliance and 
enforcement in TPR’s automatic-enrolment 
team, says: “It is about working with employers 
and giving them the option to use us. 

Employers can contact us so we can help get 
them up to speed with compliance.”

TPR analyses registration data to identify 
organisations that may be struggling to comply 
and the issues that are causing problems. For 
example, some employers and pension 
providers have reported problems with payroll 
not meeting the needs of auto-enrolment.

In Dunelm’s case, it attributed its failings to 
problems with its payroll, key members of staff 
involved with auto-enrolment leaving the 
organisation, and data quality issues when 
uploading information with its pension provider.

Payroll not ready
“Some employers’ best efforts are let down by 
something,” says Edwards. “We have seen quite 
a lot of large employers have problems with 
payroll systems that are not ready for auto-
enrolment on time and there have also been 
issues with governance. For those that are 
doing their best to intervene and get it right, 
we have been hands-on to help get employers 
back on track with compliance.”

Employers with problems should raise the 
alarm with TPR or their pension consultant 
sooner rather than later. Although consultants 
and advisers come at a cost, their expertise 
can be invaluable.

Anna Taylor, a pensions lawyer at Linklaters, 
says: “Consultants can help put appropriate 
procedures in place, help employers to select a 
provider, check payroll processes and see if 
employee communications are compliant. 
TPR’s section 89 report is helpful, because it 
shows the regulator’s approach to compliance. 
It is clear the regulator spent a lot of time 

> The number of employers struggling to 
comply with auto-enrolment is likely to rise 
as small employers join the system.

> The Pensions Regulator (TPR) issued its 
first section 89 report to highlight lessons 
to help employers avoid non-compliance.

> TPR runs webinars to offer advice.

> TPR and pension consultants can focus on 
problems and get employers back on track.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

@ Read also The problems payroll is causing for 
auto-enrolment at bit.ly/SmSb87

talking to the employer, fi nding out what went 
wrong and working to put things right.

“The regulator has said it wants to educate 
employers to help them comply if they are 
struggling. There is a lot of information and also 
tools on TPR’s website, and it has said 
organisations should get in touch with it if they 
are having diffi culties.”

Information available from TPR includes 
webinars, to which employers can sign up to 
obtain help and advice on compliance issues.

The Pensions Advisory Service is another 
useful source of help, offering employers free 
information and guidance on pension matters.

Once employers have taken advice, it is 
down to them to act on it.

But even if compliance continues to be a 
struggle for employers, all is not lost. TPR 
allows organisations the opportunity to put 
things right if they are found guilty of not 
complying. Dunelm, for example, was given the 
chance to complete registration and notify the 
regulator of any outstanding issues before 
being issued with a compliance notice by TPR 
under section 34 of the Pensions Act.

Compliance notices
Up to 23 April 2014, TPR had issued 15 
compliance notices. In April, research published 
by law fi rm Irwin Mitchell showed that 35% of 
respondents that had undergone auto-
enrolment would have prepared differently if 
they were to perform the task again.

However, Steve Herbert, head of benefi ts 
strategy at Jelf Employee Benefi ts, says there 
is a fear that the number of organisations 
struggling to meet their duties will rise as more 
employers reach their staging dates.

“It is likely there will be a marked increase in 
the numbers failing to adequately meet their 
new duties,” he says. “The savvy organisations 
will have appointed advisers, selected a 
suitable pension scheme and put in place a 
robust project plan to ensure compliance many 
months before their staging date.”

TPR’s message is clear: it wants to help, but it 
will use all its powers to enforce compliance. 
Ian Digby, industry liaison manager at TPR, says: 
“Our own rule is to educate and enable, so 
when employers ignore their duty, we will use 
our powers in legislation to ensure it is fi xed. 

“But we act proportionately. Employers 
should engage early and do the right thing by 
telling us. We will help where we can.” 
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@ www.employeebenefi ts.co.uk/benefi ts/pensions

Help is at hand 
for employers 
struggling with 
auto-enrolment, says 
Robert Crawford
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Gathering relevant data can help HR to justify 
benefi ts decisions and target perks to meet 
employees’ needs, says Debi O’ Donovan

RIDING THE DATA WAVE W

You will see a lot more 
sophisticated software 
coming in and HR will have 
to work harder to justify 
decisions with hard data”
Dr Eric Tyree, Capita Employee Benefi ts
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T 
he biggest fundamental change 

facing the benefi ts marketplace is the 

drive for data. This gear shift is driven 

by pressure on cost, and is being 

spurred on by the change to the way 

benefi ts advisers are remunerated following 

the Retail Distribution Review (RDR). 

Dr Eric Tyree, chief data scientist at Capita 

Employee Benefi ts, says: “The change in the 

commission rules [under RDR] means that the 

economic pressure to be able to demonstrate 

and deliver value is going to be enormous.”

Under the old rules, employers were able to 

buy administration systems and pensions 

without actually paying for them. “But 

suddenly, now that people have to pay for this 

stuff, the ball game has changed,” says Tyree. 

“So all this technology around data, around 

automation of business processes, is going to 

come fl ooding into the market. You will see a 

lot more sophisticated software coming in and 

HR will have to work harder to justify their 

decisions with hard data.”

To date, much of the benefi ts market has 

trailed miserably behind marketing, fi nance or 

even IT when it comes to using data as part of 

their daily business toolkit. These other 

professionals tend to start business 

conversations with hard fi nancial data, then 

move on to the softer practices. HR can be 

guilty of trying to do this in reverse.

 

More appropriate benefi ts
However, experts agree that, with the right 

data at their fi ngertips, benefi ts managers 

could develop more appropriate benefi ts 

programmes for their workforces, getting a 

clearer sight of workforce demographics, 

wellness issues and staff needs, as well as 

driving down benefi ts costs.

Premiums on risk insurances can also be 

driven down by delving into better data on 

ILL ENERGISE REWARD

>  Cost is driving HR to use data to justify 
benefi ts decisions.

>  In the future, readily accessible data 
will change the way benefi ts programmes 
are designed.

>  Data is everywhere, but a balance must 
be struck between drowning in data and 
not having enough and therefore making 
blind decisions.

>  Employees are a rich source of data.

IF YOU READ NOTHING ELSE, 
READ THIS. . . 

workforces, not least because pre-empting 

health problems is a lot cheaper than trying to 

remedy them. “If you can identify health risks 

early, you can intervene for free,” says Tyree.

A drop in annual premiums has proved the 

business case for employers using Punter 

Southall Health and Protection Consulting’s 

(PSHPC) platform for managing employee data 

and group protection insurances, Gladis. On 

average, these employers have reduced their 

premiums by up to 30% below market 

averages over the past year, according to a 

PSHPC report published in April.

John Dean, managing director at PSHPC, 

says: “This is very compelling evidence that 

employers which supply regular, accurate 

data… not only reduce the risk of claims being 

declined, but also obtain better premium rates. 

These lower rates are achievable because 

insurers are working with more accurate and 

timely data than they had in the past, enabling 

 @ www.employeebenefi ts.co.uk/benefi ts/total-reward
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them to price schemes more realistically, 
rather than making assumptions on data.”

Dean says the Financial Conduct Authority is 
keen to see this accurate data because it 
wants to know employers are paying for 
insurance based on accurately assessed risk.

Enhanced, up-to-date group risk data could 
be a rich vein to mine, says Dean. “You can get a 
lot more forensic data on staff in companies 
and in the economy as a whole,” he adds.

Robust information
That way, the data can yield robust information 
on the ageing population and the effects of 
people working longer. The development of 
apps and wellness wrist bracelets could also 
show how often people exercise, how they 
sleep, what engages them, what their working 
patterns are, how many emails they send, and 
what holidays they take.

This would enable 
providers and employers to 
build healthier, more 
constructive environments 
for staff. This would not be at 
an individual level (data 
protection and privacy are 
paramount), but by cohort. 
Employers could analyse 
which parts of the business 
are doing well, where things 
are not working, and what the 
turnover levels, stress levels and performance 
levels are. “If you know more about the people, 
you can get better at designing products that 
are good for them,” says Dean.

But all data is not always readily available, 
and there is a danger that benefi ts managers 
could expend all their energy trying to fi nd it, 
rather than putting their effort into using it. 
Nigel Bateman, director in the international 
consulting group at Towers Watson, says: “Most 
multinationals have made strides towards 
[getting more data]. But there is more work to 
do on precision. The risk is that data is so big, 
employers spend too much time obtaining it.”

One aspect of data that is captured by all 
organisations, yet is underused, concerns the 
amount spent on benefi ts and related 
functions. “The information on the cost of 
providing benefi ts is amazingly weak,” says 
Bateman. “If you can crack that, the return 
piece becomes not easy, but less diffi cult.”

The problem is that how the data is captured 
varies. Invariably, cost will not appear in HR 
systems, but sit in fi nance systems. Here again, 
a problem arises because the accounting lines 
into which different benefi ts and related 
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them to price schemes more realistically, 
rather than making assumptions on data.”

Dean says the Financial Conduct Authority is 
keen to see this accurate data because it 
wants to know employers are paying for 
insurance based on accurately assessed risk.

Enhanced, up-to-date group risk data could 
be a rich vein to mine, says Dean. “You can get a 
lot more forensic data on staff in companies 
and in the economy as a whole,” he adds.

Robust information

Ian McKenna 
is director of 
the Finance 
and Technology 
Research Centre

Organisations want to know as much as 
they can about customers, so they can 
design services to meet their needs. 
Shouldn’t the same apply to employees?

Big data is transforming the way 
many organisations work, enabling 
unprecedented insight into many areas. 
Employee benefi ts should not be 
exempt from this process because the 
advantages can be signifi cant for HR.

One practical application is fi nancial 
wellness services. Designed to help 
staff take control of their day-to-day 
fi nances, the best systems enable users 
to aggregate details of all their bank 
accounts, credit cards and other 
fi nancial arrangements into a single 
service. This helps staff to understand 
how they spend their money and, in turn, 
helps them learn to budget better.

Such data can also be aggregated to 
help an employer understand staff 
spending. For reasons of confi dentiality, 
this is typically only appropriate where 
more than 250 staff use such a service. 
However, having a clear picture of what 
overall employees spend most money on 
has obvious advantages for benefi ts.

It may also be worth considering 
services where wider information can 
be available in addition to the primary 
benefi t. This can be the case with some 
healthcare services, such as eyecare.

Analysis reported in February by US 
human capital risk management fi rm 
HCMS Group and eyecare provider VSP 
showed non-invasive eye examinations 
can identify the early onset of chronic 
conditions such as diabetes, high blood 
pressure and high cholesterol. 

Benefi ts that open the possibility of 
early action to address such conditions 
can help employers and employees alike.

How employers can make 
better use of data

expenditures are put varies, so it hard to know 
where to look.

Add to this the fact that HR and fi nance 
departments are known for not understanding 
each other because they think in different 
ways, and determination to mine this data can 
wilt. But if benefi ts managers persevere, they 
will fi nd more information than they expected. 
“Those organisations that have cracked this 
have found it invaluable,” says Bateman.

Using data to become more effective and 
effi cient sounds like a good idea, but benefi ts 
managers should bear in mind that they need 
to know what data will be useful to sift, rather 
than just having lots of information and not 
knowing what to do with it. “The risk is that the 
data is so big that you expend signifi cant 
amount of effort in trying to maintain it,” says 
Bateman. “That actually dilutes [people’s] 
energy to do anything with it.”

Employers do not need to 
build a huge data warehouse 
to have all data at their 
fi ngertips at once. Capita’s 
Tyree advises: “Pick one or 
two very specifi c things that 
give the highest ROI [return 
on investment] right away. 
Chalk up a success so the 
organisation can see you are 
doing it in a controlled way 
and getting some success. 

Then you can move on to the next thing. The 
worst thing to do is to try to solve everything all 
at once. Do a few applications at a time, then 
step back and consider building some 
integration around them. Or not, as needed.”

Portfolio optimisation
One of the techniques used by consultants is 
portfolio optimisation, in which employers 
trade risk and reward. But organisations can be 
reluctant to spend on this type of analysis. 
Towers Watson’s Bateman says: “At the 
moment, employers are spending all these 
hundreds of millions of pounds on benefi ts 
fairly blind. So it doesn’t feel like that much 
money to understand how to spend those 
hundreds of millions.”

Another rich source of data is employee 
perception. This can throw up a wealth of 
pointers on how to craft benefi ts programmes 
that will be better valued. Bateman thinks there 
has been much less diligence about gathering 
this data, and less consistency. “It always 
seems to be something that is regarded with 
signifi cant reluctance, which I fi nd amazing 
because it is like trying to design a car without 

If you know more 
about people, you get 
better at designing 
products that are 
good for them”
John Dean, PSHPC
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Unilever uses dynamic total 
reward statements (TRS) and a 
reward survey system to create a 
database that is used to develop 
its reward strategies.

Peter Newhouse, head of 
global reward at Unilever, says: “It 
is probably the biggest database 
of its kind anywhere. This is 
‘always-on’ feedback.”

It is now used in more than 
100 countries, covering 15,000 
management staff. Unilever is 
extending it to white-collar 
non-management staff, with 
44,000 people now included. “The 
ambition is to stretch it to 
everybody,” says Newhouse.

“What we have done [with the 
TRS] is create something that is 
more dynamic, so the rules of the 
calculation are held in our total 

reward system. We can therefore 
generate TRS dynamically at any 
time. And they are updated, so if 
someone moves position, gets a 
pay increase or changes job, the 
TRS updates all that kind of stuff.”

The TRS is linked with a survey 
system from Silverman Research, 
called Rate My Reward, which is 
confi gured to ask staff about all 
elements of their remuneration 
package, and pose questions 
around advocacy (for example, 
Would you speak highly about 
your reward at Unilever?).

“We can build up a picture of 
what people feel about their 
reward package,” says Newhouse. 
“Because it is fed off the TRS 
system, all the questions are 
relevant to their own package.”

Unilever spends more than €6 

billion a year on reward, its 
second largest expenditure. The 
system shows how much goes on 
fi xed pay, variable pay, benefi ts, 
cars, and so on. Categorisation is 
common across all countries. 

“We can analyse for every 
country, for every segment, how 
we spend our money on reward,” 
says Newhouse.

Unilever uses this to 
benchmark itself against the 
market. Is it high? Low? Where is 
it weak, or strong?

Newhouse says: “We say, just 
because a reward element might 
not be popular, it doesn’t mean 
we are not going to do it. It may 
mean we need to communicate 
more effectively; it does not 
mean we will necessarily abandon 
it. But is it useful to see what it 

looks like from the receiving end, 
not just from our point of view.

“For the fi rst time, we are 
trying to steer the entire reward 
proposition with employee 
feedback and insight as a real 
conscious driver.”

having any idea what the driver wants,” he says.
Bateman uses conjoint analysis, which asks, 

for example: if you have X to spend, would you 
spend it on this or that? “It then goes beyond 
that straightforward choice to make the 
trade-offs progressively more diffi cult, based 
on what the employee has told us so far,” he 
says. “The employer is seeking MI 
[management information] that doesn’t exist, 
but what it is doing is seeking information that 
is particularly useful to its purpose.”

Silverman Research works with the likes of 
Unilever (see case study below) using a 
crowd-sourcing and social techniques tool with 
free text to analyse how staff feel about a 
range of issues, including reward, as well as to 
analyse how they make benefi ts choices. 

Michael Silverman, managing director of 
Silverman Research, says: “A lot of employers 
do not know how to analyse staff surveys, so 

CASE STUDY  UNILEVER

Global reward database gives ‘always-on’ feedback

we help. We use the software to 
analyse comments and free text to 
create themes. It doesn’t just use 
key words; it processes grammar and 
syntax. It can read the sentiment and 
emotion and produce scores.”

Simple insights can change the way HR 
looks at planning. Capita’s Tyree says: “What 
drives employees’ views of their employers is 
socio-economics.”

For example, staff that are single parents or 
part of a dual-income couple with dependants 
are likely to be very loyal to their employer if 
they can trade holidays, work fl exibly and 
access benefi ts targeted to them. “They will 
not leave for slightly more money,” says Tyree. 
“You can fi nd this out by looking at who your 
employees are by applying simple consumer 
demographic analysis.”

Silverman also recommends that employers 
focus on staff internally, and not always look to 
benchmark externally  

Debi O’Donovan
is editor of
Employee Benefi ts

Where to fi nd benefi ts data
� HR systems, especially for staff 
demographics.
� Finance systems for spend and ROI.
� Employee surveys or feedback.
� Suppliers’ management information.
� Buy market benchmarking data.

@ Read also Employers must decide which metrics 
to use for health data at bit.ly/RUrPtD
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Practical, specialist training in the core skills of compensation and benefi ts 
Visit www.totalrewardgroup.com/academy/home or contact Nelia Freitas on 01732 780777
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•  Build knowledge, confi dence and 
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MOTIVATION

Employee recognition programmes are increasingly 
being operated online, says Jennifer Paterson

TREATS VIA 
TECHNOLOGY

T
he advances in technology of the past 
decade are now being translated into 
the recognition programmes that 
employers provide to employees.

Today, recognition is online, social 
and interactive, a far cry from the paper-based 
recognition once handed out by managers. 
BJ Shannon, head of customer happiness at 
employee recognition specialist TinyPulse, 
says: “The old avenue of recognition was from 
the top down. Technology now allows it to go 
from the top down, sideways and upwards. It is 
so much easier to share recognition.”

Employee Benefi ts has compiled a list of the 
top trends and developments in online 
recognition platforms.

1. Social recognition
Recognition has become much more social, 
allowing staff to not just nominate and praise 
each other, but follow others’ achievements in 
a format similar to social networking.

Derek Irvine, vice-president, client strategy 
and consulting at Globoforce, says: “Manager-
based recognition still has a role to play, but 
instead of having one set of eyes, we now 
potentially have hundreds of sets of eyes.

“Social recognition tools allow employees to 
go in and nominate colleagues for awards, to 
add their congratulations, a bit like a newsfeed 
on Facebook. It is a fundamental change to how 
organisations can communicate to staff about 
the strategies and values of the organisation.”

Colin Hodgson, sales director at Edenred, 
adds: “Every employee can search for their 
colleagues, make nominations, send thank-you 
cards and e-messages.”

2. Instant recognition
This trend is driven by the millennial generation, 
which has grown up with SMS texts and 
Instagram updates, both of which are 
immediate ways to interact with people. Adrian 
Duncan, motivation and engagement specialist 

at P&MM, says: “Recognition is more in the style 
of Facebook or LinkedIn, rather than a formal 
piece of recognition where someone submits 
something, it gets approved and that person 
gets recognised. It is now ‘quick messaging’, 
where an individual can select a person’s 
profi le, click a button and send a message.”

3. 24/7 recognition
Many employers stream their workplace 
recognition moments around the offi ce, 
whether through the organisation’s intranet 
site or on television screens in the lobby and 
breakout areas. Shannon says: “We have 
[employer] clients that are putting it on the 
screen in their lobby, which helps with 
recruiting efforts because interviewees come 
in and see a real recognition-based culture.”

4. Mobile recognition
The increased functionality of mobile phones is 
also driving developments in online recognition. 
Globoforce’s Irvine says: “Our social recognition 
programme, end to end, works on mobile 
phones. It allows staff to nominate colleagues 
and redeem the awards, and allows managers 
to approve awards and run reports. Employees 
can also add congratulations via their phones.”

P&MM’s Duncan adds: “There is traditional 
mobile, which is a text relay system, as well as 
fully enabled websites or applications (apps) 
within the smartphone. You can recognise 
someone by texting a certain line, then a relay 
text comes back to ask for certain information, 
and it is submitted via the online system and 
added to a profi le. A card is sent back to the 
recognised person, who receives a text.”

5. Innovation of awards
Mobile-enabled apps also allow employees to 
receive and redeem rewards via their 
smartphones. Irvine says: “Many of our reward 
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>  Technological advances are paving the 
way for the evolution of online recognition 
programmes and tools.

>  Peer-to-peer or social recognition can be 
accessed via web apps, smartphones and 
social networking sites.

>  This broader use of recognition also helps 
to gather data about employees and could 
be translated into other areas of HR and 
reward, such as performance reviews.

IF YOU READ NOTHING 
ELSE, READ THIS. . .
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CASE STUDY  TELEFONICA

Recognition app connects with social networking
Telefonica launched a new 
online recognition application  
(app) for its UK staff in 
October 2013. The plan, 
Recognise_D, is a web app 
accessible via smartphones, 
tablets and laptops.

The organisation 
previously had an online 
recognition website, but this 
was a static site and did not 
work across all devices. 
Natasha Rice, deputy global 
reward director at Telefonica, 
says: “You couldn’t use it 
easily on your phone, and it 
didn’t work on tablets. Now it 
works on every device and is 
more like a social network. 

“You can ‘like’ and 
comment on posts, like you 
can on Facebook and Twitter. 
The app is very interactive, 
fun and accessible.”

The recognition app works 

with the interactive chat 
platform Yammer, so 
employees can automatically 
search for, and recognise, 
colleagues in the global 
Telefonica network.

Rice adds: “Employees 
have their own page so they 
can see what recognition 
they have received, 
managers can see a page for 
their team and there is a 
general feed of all posts 
in real time.”

The scheme also builds on 
the organisation’s three Ds: 
Discover, Disrupt and Deliver. 
Employees can send out a D 
to their colleagues, tailoring 
the recognition to individuals 
or to groups. Staff have 
handed out nearly 7,000 Ds 
since the programme began.

“We are evolving into a 
digital services organisation,” 

says Rice. “We want all our 
employees to deliver great 
digital products to our 
customers, so it’s important 
that it feels like we are 
digital on the inside too.

“The more we can link our 
internal HR processes to 
technology, the better. It’s 
fun and it’s easy. Technology 
should not be something 
people are afraid of. If you’re 
trying to do something in a 
global way, you can’t do it 
without technology.”

Recognition strategy needs 
to create a positive feeling
Really forward-thinking employers 
understand where recognition sits in 
their overall people strategy. They think 
through the purpose of recognition and 
under what circumstances it will be 
most effective before determining the 
manner in which it will be delivered.

Understanding how employees turn 
their intentions into behaviour is 
essential to putting in place conditions 
for success. Firstly, employers should 
consider the employee’s attitude 
towards the recognition programme. 
What is in it for them? How the 
employer communicates the purpose, 
criteria and benefi ts is key to ensuring a 
positive attitude to the programme.

Secondly, consider the impact the 
work group has on infl uencing staff 
attitudes. Are values espoused at senior 
management level throughout the 
organisation? This will be a refl ection of 
organisational culture. If the recognition 
programme is seen as ‘just another 
management idea that will lead to 
nothing’, the chances are that 
employees will not take it seriously.

Lastly, consider how easy it is for 
staff to take part in the programme. Do 
they fully understand the system, how it 
works and what their part is in it?

Our research shows that employees 
who have been recognised are 2.29 
times more likely to recognise 
colleagues, so training and support is 
needed to encourage maximum take-up.

A recognition programme that 
employees feel positively about, believe 
will lead to outcomes that are of benefi t 
to them, is supported by the work group, 
refl ects organisational culture, and is 
easy to administer and participate in, 
will have the best chance of success.

Viewpoint

Ruth Patel 
is business psychologist 
at Unlocking People 
Potential

Jennifer Paterson is a
senior reporter at
Employee Benefi ts

@ Read also How to run a global recognition 
scheme at bit.ly/1pfyfyE

options allow the employee to go into 
their phone while they are shopping and 
instantly redeem the award.”

TinyPulse’s Shannon adds: “There are ways 
to send and receive recognition with virtual 
money. At the end of the month, staff can 
gather the virtual money they have received or 
exchange it for a gift card or a day off.”

6. Recognition via gamifi cation
Gamifi cation, which is the use of game-like 
features in non-gaming situations, also has a 
place in online recognition. Duncan says: “It 
could be an infographic that represents the 
values of the organisation, which then grows 
and shrinks based on the proportion of 
recognition an employee receives.”

7. Use of big data in recognition
As social recognition gains prominence, the 
nature of the information used means this can 
be a rich data source for employers to use in 
other areas of reward. Irvine says: “We have 
been innovating using those data points so that 
recognition data can contribute horizontally 
across all HR topics. For instance, we could 
cross-analyse who receives a lot of recognition 

versus traditional performance 
reviews. It can offer a new 

perspective for HR directors. We call it a 
crowd-sourced performance review.”

Edenred’s Hodgson is also seeing a 
change in how a recognition programme can 
contribute to an employee performance 
review. “We’ll start to see technology evolve to 
where performance management software is 
integrated with recognition software,” he says.

8. Globalisation of recognition
The growing ability to share recognition online, 
via a social network or via a mobile phone, is 
also expanding the geographical footprint of 
online recognition programmes. 

Hodgson says: “Multi-lingual capacity and 
capability is enabling recognition programmes 
to become global.” 
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Celebrate success with 
   a Sainsbury’s Gift Card

Call us
0870 0101351

Email us
info@sainsburysbusinessdirect.co.uk

Visit us
sainsburysbusinessdirect.co.uk

• Let your employees know that their  
 work is valued and appreciated

• Improve morale

• Enhance loyalty

• Strengthen employee motivation
• Increase staff retention

Redeemable at over 1,100 Sainsbury’s stores 
nationwide, against 1000s of products.
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W
orkplace health checks are of 
increasing interest to 
employers as they strive to 
optimise staff health and 
wellbeing, and there are 

options available to suit budgets of any size.
For example, benefi ts fairs, where an 

employer’s healthcare providers showcase 
their products and services, are a popular, 
low-cost way to give staff access to health and 
wellbeing information.

Workplace health checks benefi t staff, but a return 
on investment is important too, says Clare Bettelley

PROVE VALUE 
OF KEEPING FIT

Such fairs have evolved to offer staff basic 
health checks, such as blood pressure tests 
and body fat measurement.

Health screening has also become a popular 
workplace benefi t offered by employers that 
want a more proactive approach to employee 
health and take the view that the early 
detection of diseases, such as cancer, can help 
to reduce the treatment and time off work 
required by affected employees.

Professor Gordon Wishart, medical director 
at HealthscreenUK, says: “Cancer, for example, 
affects one in three people. If they are 
diagnosed during their working life, they often 
face signifi cant time off work and are obviously 
a cost to their business, so early detection 
services can be a signifi cant health benefi t.”

Health checks do not normally go as far as 
health screenings, but many organisations are 
seeing the value of offering these to their 
workforce. Employers such as Wates Group 
(see box, page 40) are giving staff access to a 
more interactive healthcare benefi t in the form 
of workplace kiosks. These electronic kiosks 

enable staff to self-test key indicators of their 
general health, such as weight, hydration and 
work-life balance.

Kirsten Samuel, founder and managing 
director of health and wellbeing adviser 
Camwell, says health checks that yield 
meaningful data with which organisations can 
build a profi le of their workforce’s long-term 
health have the dual advantage of enabling 
employers to track their return on investment 
(ROI) while supporting staff health.

Higher return
“ROI is really important to any employer looking 
to make an investment these days, whether in 
employee health, staff training or equipment,” 
she says. ”The objective is to achieve a higher 
return on its initial investment.”

Over the last fi ve years, employers have 
become accustomed to seeking tangible 
evidence of a benefi t’s value before they spend 
any money, as they come under pressure to 
provide a business justifi cation for it.

Samuel welcomes this trend. “For too long, G
ET
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>  Employers have a duty of care to optimise 
their employees’ health and wellbeing.

>  Basic workplace health checks can 
measure employees’ weight and 
blood pressure.

>  But employers need to consider how to 
get a return on investment.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

@ www.employeebenefi ts.co.uk/benefi ts/healthcare-and-wellbeing
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CASE STUDY  WATES GROUP

Health kiosks’ suitability for staff valued over ROI
Wates Group has yet to 
decide how to monitor the 
return on investment (ROI) of 
the workplace health kiosks 
it is introducing this year.

The programme began 
with a successful pilot of a 
kiosk at the construction 
group’s Leatherhead site in 
April 2013.

But Melisa Hanratty, HR 
programme manager at 
Wates, says ROI is not the 
focus. “It is less about money 
and more about getting 
something that is right for 
the business and tangible for 
employees,” she says.

Hanratty arranged a 
robust beauty parade before 
choosing The Wellbeing 
Group as kiosk provider. She 
ranked contenders on a 
range of criteria, including 
commitment, 
communication, cost, quality 
and assurance management, 
and business ethics.

“We went out to market 
and considered a number of 
different options and our 
view was that we wanted 
something that was 
cost-neutral and modern, 
while engaging fl or 
employees,” she says.

Wates Group is 
introducing two kiosks, 
which will be moved around 
its various sites between 
Glasgow and London.

The kiosks enable staff to 
track a range of health 
indicators, taking factors 
such as their weight, age and 
lifestyle into account.

employers’ approach to employee 
wellbeing has been very tactical, 
implementing ad-hoc wellbeing 
solutions without any business 
case or success criteria,” she says. 
“However, as they now look more 
strategically at employee 
wellbeing as a business 
imperative, things like having 
meaningful data about their 
workforce and building a strategy 
are gaining importance.”

Workplace kiosks have the extra appeal of 
being relatively low-cost for employers to 
implement. Chris Evans, senior consultant at 
Buck Consultants, says: “There is growing 
demand for lower-cost assessments that take 
into account some kind of blood biometrics, 
and cholesterol and glucose checks. We see 
employers that don’t have thousands of pounds 
to spend on full-blown health assessments 
being more receptive to something that costs 
substantially less.”

Camwell’s Samuel says that as well as 
seeking fi nancial ROI, employers will, in future, 
place greater importance on the softer, 
value-based benefi ts of workplace healthcare 
support, such as improved staff productivity, 
morale, resilience and engagement.

There are also gains for employers’ 
employee value propositions, which can help to 
attract and retain quality staff.

Kevin Thomson, head of employee wellbeing 

at Nuffi eld Health, says: “The war 
for talent means employers want 
to offer benefi ts that staff desire.”

HealthscreenUK’s Wishart adds: 
“There are many organisations 
where salaries have not gone up 
that much in the last few years, so 
employers are looking at other 
ways to retain staff, and health 
benefi ts are one of those ways.”

However, employers’ duty of 
care towards their employees, 

rather than ROI, should be the primary driver of 
any health benefi ts programme. 

Buck Consultants’ Evans says: “I wouldn’t 
think of driving my car for three or four years 
without getting it serviced, and checking the oil 
and the tyre pressures. If I had a problem, no 
matter how minor, I wouldn’t leave it to see 
what happened.

“Employers need to run their workforce at 
an optimum level, and have got to give 
employees every chance of doing that, which 
means making them aware of health needs 
and health risks.” 

Education, training and 
coaching are needed
Do workplace health kiosks really create 
change and improve staff wellbeing? Is 
health screening the best use of 
employers’ wellbeing budget? I think the 
answer is no to both these questions.

The top objective for any employee 
wellbeing activity is to improve the 
health and wellbeing of staff. So 
employers need to look at what they 
spend their budget on. They need to 
ensure the activities they choose really 
do have a positive impact on the health 
and wellbeing of staff, in the most 
cost-effective way.

By far the most effective way to 
improve employee wellbeing is through 
training and coaching. Inspiring staff to 
make simple, positive changes to their 
lifestyle and habits will enable them to 
improve their health and wellbeing and 
minimise their risk of illness. It will also 
help improve productivity. 

This can be done in various ways. 
Some more proactive employers include 
health-related information on their 
intranet, provide short workshops and/
or organise health and wellbeing days.

Workshops and wellbeing days give 
staff an opportunity to speak to experts 
on topics such as how they manage 
pressure, improving resilience, healthy 
eating, regular exercise, sleep, work-life 
balance and how to stop smoking.

When employers are looking at other 
workplace health checks, such as health 
screening, they need to ask: is this the 
best use of my budget and will it create 
change in the lifestyles of our staff?

A combination of education, training 
and coaching is needed to inspire staff 
to change their lifestyle, and this is 
rarely achieved simply by giving them 
health statistics.

Viewpoint

Oliver Gray 
is founder of 
energiseYou

There is 
growing 
demand for 
lower-cost 
assessments”
Chris Evans, Buck Consultants

Clare Bettelley is 
associate editor at
Employee Benefi ts

@ Read also Use employee data to target health 
strategy at bit.ly/1eRWp0t
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Over 40 years, we’ve fine-tuned the delivery of
our occupational health services across a range
of industries.

Accessing our services is easy. We own 16 clinics nationwide and have
200 partner clinics throughout the UK. Or, our fleet of mobile health
units can come direct to your door.

• Employee assistance programmes
• Absence management
• Health surveillance
• Health assessments
• Vaccinations and travel health
• Ill health retirement
• Legal and HR services
• Corporate wellbeing

To find out more call us on 0800 917 0470, email us at healthandwellbeing@capita.co.uk or
visit our website www.capita.co.uk/healthandwellbeing
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Give us a call now to find out more 0800 587 1019
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We believe that healthy employees are more confident 

and perform better within the workplace. As your most 

important assets it’s vital that you support their health 

and wellbeing. Our dental plans are designed to be 

used to support a preventive approach to oral 

healthcare, but it’s not just employees’ oral health that 

can be affected if neglected. Research shows that 

poor oral hygiene has been linked with a higher risk of 

developing other chronic illnesses*. 

Arranging a dental benefit for employees not only 

shows you care about their dental health but also their 

overall health and wellbeing. 

Denplan Limited, Denplan Court, Victoria Road, Winchester, SO23 7RG, UK.

Tel: +44 (0) 1962 828 000. Fax: +44 (0) 1962 840 846. Email: corporate@denplan.co.uk

Underwritten by Simplyhealth Access. Part of Simplyhealth, Denplan Ltd is an Appointed Representative of Simplyhealth Access. Simplyhealth Access is authorised by the Prudential 

Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority. Denplan Ltd is regulated by the Jersey Financial Services Commission. 

Premiums received by Denplan Ltd are held by us as an agent of the insurer. Terms and conditions apply.

That’s the world of Denplan for you.

83%** 
of employers with 
a dental plan agree 
that it helps to 
enhance employee 
wellbeing

* Source: British Medical Journal: BMJ 2010; 340:c2451

** Denplan decision-makers survey, January 2014. The survey was completed by 488 respondents.

Keep your team 
morale high.

Corporate dental 
plans from Denplan
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Employees under pressure may eventually suffer 
from burnout, but there is preventative action that 
employers can take, says Robert Crawford

COOLING APPROACH 
CAN AVOID BURNOUT

I
n November 2013, England cricketer 
Jonathan Trott left the 2013/14 Ashes tour in 
Australia, citing stress-related illness and 
mental health issues as the cause. On 17 April 
2014, the batsman extended his break from 

cricket after suffering a relapse.
High-profi le sports stars and celebrities 

openly admitting they are suffering from such 
issues can do a lot to raise awareness about 
what can be seen as a sensitive subject.

In the corporate world, one of the highest-
profi le examples of burnout in recent years was 
Lloyds Banking Group chief executive Antonio 
Horta-Osorio, who took a two-month leave of 
absence at the end of 2011 because of 
exhaustion. He was allowed to return to work 
only after a thorough medical investigation.

Extreme problem
According to a study conducted by Harvard 
Medical School in the US in May 2013, 96% of 
top managers said they felt burned out to 
some extent, and one-third of them said the 
problem was extreme.

Mental health issues cost the UK about £70 
billion a year, according to the Organisation for 
Economic Co-operation and Development’s 
(OECD) Mental Health and Work: United 
Kingdom report, which equated this fi gure to a 
53% loss in employment and productivity.

Such statistics highlight why organisations 
need to be aware of workplace burnout, and 
they must bear in mind that it can happen to 
staff at all levels of an organisation. During the 
tough economic times of recent years, 

>  Workplace burnout is often seen as 
carrying a stigma.

>  It exists at all levels of employment.

>  Employers can furnish staff with 
techniques to manage burnout.

>  Line managers should be trained to 
discuss burnout with staff.

IF YOU READ NOTHING 
ELSE, READ THIS. . .
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Let the UK’s most trusted healthcare
provider protect your staff
At benenden health, we believe a healthy and happy workforce is one of the most
important success factors for any organisation. We’ve made it easy for you to take care
of the health and wellbeing of your staff by making our business healthcare scheme
simple and surprisingly affordable at only £8.19 per employee, per month.

*Calls to 0800 numbers are free from BT landlines however charges may apply from other providers. Calls from mobile phones may also incur charges. Please note that your call may be
recorded for our mutual security and also for training and quality purposes. Lines are open 8am – 5pm, Monday to Friday (except Bank Holidays).

Membership is available to anyone over the age of 16 who is normally resident in the UK. Members can add family and friends to their membership regardless of their age. Some services have a
six month qualifying period. benenden health is a trading name of The Benenden Healthcare Society Limited which 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 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. No advice has been given. If in doubt as to the suitability of this product, you should seek independent advice.
Registered Office: The Benenden Healthcare Society Limited, Holgate Park Drive, York, YO26 4GG. AD/EBLIVE/SP7395/05.14

Find out more:

0800 414 8179*

www.benenden.co.uk/business
We're attending Employee Benefits Live. Visit us
at the event 24 - 25 September, Olympia, London

Only

£8.19
per employee,

per month

So, how does it work? 
benenden health is not a private medical insurer. As a mutual it offers
an affordable, discretionary healthcare service. Supported by the
contributions of around 900,000 people, your employees will be able to
request a full range of services to help them get back to work, including:

• 24/7 GP Advice Line
• 24/7 Stress Counselling Helpline
• Prompt diagnosis, treatment and surgery
• Prompt physiotherapy
• Health advice, counselling & psychology
• Treatment at a benenden health approved hospital nationwide
• Financial help for Cancer and TB

“With budgets being cut
and many organisations
downsizing, including our own,
this initiative definitely made
staff feel more valued. We feel
this was an extremely
worthwhile investment and can
see the benefits. We have no
hesitation in recommending it
to other businesses.”
Eddie Gaw, CEO, Police Rehabilitation
& Retraining Trust
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CASE STUDY  EY

Removing the stigma of burnout
Professional services organisation 
EY has taken a new approach 
to employee wellbeing by 
pledging to tackle burnout 
among its workforce.

Its latest initiative, Health EY, 
which was launched in February 
2014, has a strong focus on 
mental wellbeing, which it 
believes is the biggest cause for 
concern within the organisation.

Health EY includes the 
introduction of mental health 
fi rst-aiders across the 
organisation. These are 
employees that will be trained to 
act as a fi rst point of call for 
colleagues seeking help or advice.

EY trains its employees to spot 
the key signs of burnout, such as 
symptoms of stress. It has also 
created a mental health buddy 

scheme to provide an informal 
support network.

Susie Gray, employee relations 
manager at EY, says: “It is our way 
of getting employees to 
acknowledge that burnout and 
mental illness exist and to help 
staff understand the associated 
issues. We want to give 
employees confi dence to deal 
with these issues. We are not 
asking them to be counsellors.”

The organisation also runs 
monthly health education 
campaigns, including sessions 
around behaviour theory and 
healthy eating. EY has also 
established clinical care pathways 
for muscular, mental and physical 
health conditions.

“Anyone can access these,” 
says Gray. “We want to remove 

the stigma of burnout. These are 
tools that employees know are 
there and signpost them to 
clinical help.”

EY pledged to focus on 
employee healthcare and 
wellbeing after signing up to the 
Department of Health’s Public 
Health Responsibility Deal.

Gray adds: “The deal means we 
don’t lose focus and it is good for 

us. We don’t want our employees 
burning out, and that is why we 
feel our approach works.

“We have these great topics 
and acknowledge all quarters of 
health, but what’s next is reaching 
out to more people to get to 
those who have a fear of coming 
to the events we run. It’s all about 
removing the stigma associated 
with workplace burnout.”

employers may have 
unwittingly contributed to 
staff burnout by putting extra 
pressure on their workforce, 
for example by expecting 
them to do more with less. 

However, burnout is often 
still perceived as carrying a 
stigma, so staff may be 
reluctant to seek help at an 
early stage. Patrick Watt, 
corporate director at Bupa, says employers 
should work to reduce this stigma.

“Employers should acknowledge that it 
exists,” he says. “People ignore the impact 
mental ill-health and burnout could have in the 
workplace. There is a compelling body of 
evidence that highlights its prevalence.”

Feeling drained
Workplace burnout is characterised by 
symptoms such as exhaustion, lack of 
enthusiasm and motivation, and feeling 
drained. Sufferers may also exhibit frustration 
and/or negative emotions and cynical 
behaviour, reducing their professional effi cacy.

Philip Wood, executive director at Health 
Shield, says: “We should never underestimate 
the importance of our health and wellbeing. 
Leading healthier lifestyles can have a 

signifi cant knock-on effect, 
both at home and at work. 
More employers are 
recognising the part they 
can play in supporting staff.”

Professional services 
organisation EY is a good 
example of how employers 
can focus on employee 
wellbeing to tackle burnout 
(see box below). The 

employer launched a wellbeing programme, 
called Health EY, which focuses on mental 
health in the workplace.

Offering employees training to boost their 
mental resilience can help them manage 
potentially pressurised areas of their work and 
can be key to reducing the likelihood of 

burnout, particularly for roles that have been 
identifi ed as potentially stressful.

Employers should also be aware of 
employees’ legal rights. Under the Disability 
Discrimination Act 1995 and the Equality Act 
2010, employers must make “reasonable 
job-related adjustments”, which include giving 
or arranging for training or mentoring, to help 
staff on sick leave get back to work.

Useful tool
Employee assistance programmes (EAPs) are 
the most commonly used benefi t to support 
staff suffering from burnout. Stuart Shaw, 
principal consultant at Xafi nity, says: “An EAP is 
widely recognised as a useful tool, but the 
diffi culty in its use is the low take-up rates. In 
work environments with burnout, it is down to 
the organisation to promote these benefi ts.”

Other resources, such as fi tness 
programmes, can also help to combat 
workplace burnout by improving employees’ 
overall wellbeing, says Shaw.

Employers can look to provide a better 
working environment to improve employee 
wellbeing. Giving staff simple information on 
wellbeing issues, for example how to improve 
their sleep patterns, how to stop smoking and 
limit alcohol consumption.

Health Shield’s Wood says: “Employee 

People ignore the 
impact that mental 
ill-health and burnout 
could have in 
the workplace”
Patrick Watt, Bupa

@ www.employeebenefi ts.co.uk/benefi ts/healthcare-and-wellbeing
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Robert Crawford is 
a reporter at 
Employee Benefi ts

@ Read also How to recognise and manage 
workplace mental health issues at bit.ly/T1o8Dr

Viewpoint

Jill Flint-Taylor 
is an associate 
business 
psychologist at the 
Ashridge Business 
School

Building a resilient workforce is critical 
if organisations are to perform at their 
peak and meet the challenges of change. 
Unfortunately, much of working life 
undermines resilience. Staff are worn 
down by shifting goalposts, unrealistic 
targets and uncertainty about what is 
expected of them.

Managers that want to prevent 
burnout need to pay attention to these 
factors: work demands, sense of control, 
change, resources of information and 
work relationships.

In a diffi cult economic climate, we are 
all being asked to achieve more with 
less. It is important to recognise that 
pressure means different things to 
different people. The key is to 
communicate openly and regularly 
about what is expected and help staff 
prioritise so they can perform well and 
maintain a healthy work-life balance.

Keeping employees informed and 
giving them a voice will improve morale 
and reduce stress in the short term, and 
it will help staff to build resilience over 
the longer term by encouraging them to 
engage more actively with others.

Managers have a key role to play, not 
just in keeping the team informed, but in 
ensuring they are equipped to do the job 
asked of them. Investing in employee 
development is important too, so make 
performance conversations an integral 
part of management practice.

Those that want to enhance resilience 
in their teams at times of change need 
to fi nd ways to involve and engage 
employees in the process. Staff are 
more likely to feel positive about change 
and even be energised and excited 
about it, if they feel they are involved in 
creating the way forward.

Managing and preventing 
workplace burnout

support can include confi dential counselling 
and 24/7 GP helplines can help at the fi rst signs 
of burnout. Cognitive behavioural therapy can 
help employees deal with their emotional 
support needs. Also, any back and body strains 
resulting from stress can be treated sooner 
rather than causing increased levels of stress, 
which can affect sickness absence levels.”

Line managers have an important role to 
play in managing workplace burnout. If staff 
know they can approach their manager about 
any diffi culties, this can make a big difference.

Diffi cult conversations
Iain Laws, managing director of healthcare at 
Jelf Employee Benefi ts, says there is a wealth 
of resources and training available for 
managers to learn how to conduct diffi cult 
conversations and know how to address an 
employee’s problems. “Effective line 
management has a vital role in mitigating risk 
to the employees and the business of a poor 
approach to this issue,” he adds.

Cary Cooper, professor of 
organisational psychology and 
health at Lancaster University 
Management School, says trained 
managers will have better 
interpersonal skills to manage 
burnout. “They will not only recognise 
the symptoms of burnout, but can also 
manage them by praise and reward rather 
than fault-fi nding” he says. “However, there 
is a need to get rid of the long-hours culture 
and introduce fl exible working, where 
employees can have fl exi-time and fl exi-place, 
to decrease burnout.”

Taking a proactive approach to managing 
burnout can help to identify problems before 
they progress to further illnesses or result in 
lengthy absences. Xafi nity’s Shaw says: “It is a 
mental and physical balance that helps get 
people back to work. Employees need to be 
encouraged by employers.

“Burnout seems to be more widely accepted 
in other spheres of the world than in business. 
Sports stars go through dry patches and take a 
rest and come back, and it is the same in 
entertainment. But they come back stronger, 
and the workplace can learn lessons here.” 

EMPLOYER ACTIONS RECOMMENDED 
BY BUSINESS IN THE COMMUNITY’S 
WORKWELL MODEL

Organisations looking to improve transparency 
around employee wellbeing and mental health 
issues can use Business in the Community’s 
Workwell Model as a starting point.
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A
s one of the UK’s biggest home 
entertainment and communications 
providers, Sky aims to keep its 
customers connected, via television, 
broadband and telephone. Its 

products, such as Sky 3D and Sky Talk, help its 
staff to stay connected to the Sky experience, 
which is at the heart of its benefi ts package.

Tom Gardner, reward and employment tax 
manager at Sky, says: “It is imperative that our 
employees are totally up to speed with our 
content and product range, because we serve 
our customers with Sky people.

“Every employee has a full free Sky package, 
free Sky broadband package and discounted 
telephony. We always try to expand on that 
when the product mix and technology changes. 
We did a big push last year to launch a 3D TV 
channel, so we enabled employees to purchase 
a 3D TV as part of their benefi ts selection.”

John Whitaker, benefi ts consultant at Sky, 
adds: “A lot of what we do is to make our staff 
advocates for Sky brands and Sky content.”

In 2012, Sky refreshed its voluntary benefi ts 
with an iPad scheme, which gave staff the 
opportunity to buy an iPad through a salary 
sacrifi ce arrangement. The initiative helped Sky 
win the award for ‘Best voluntary benefi ts plan’ 
at the Employee Benefi ts Awards 2013.

The scheme was popular with Sky staff, with 
nearly 50% taking up the offer. Whitaker says: 

“In the feedback from that, employees said 
they wanted the scheme again and would like 
other products included. That led to us 
launching the 3D TV via salary sacrifi ce, as well 
as re-running the iPad scheme in 2013. We are 
doing it again this year, and it’s not just iPads 
but a wider range of tablet devices.”

Gardner adds: “We know we get a massive 
business benefi t from our employees really 
knowing and loving our products and content. 

That is probably the single most direct way we 
have connected benefi ts to the business.

“It works fantastically well for us, because 
when you look at the spend on employee 
benefi ts, actually providing free products 
doesn’t come at a huge cost in the round. It 
probably gets us the most engagement with 
the benefi ts package, but it also has the best 
link with business goals.”

Good news stories
As well as using staff to advocate its products, 
Sky also uses them to advocate its benefi ts 
programme. Whitaker says: “We capture good 
news stories and put them on our intranet, 
featuring employees who have good news 
stories to tell us because of the benefi ts we 
offer and the ways they engage with them, 
how the benefi ts help them in their daily lives.

“For instance, an employee had a son who 
was not very well, but because he had access 
to an iPad and the Sky Go service, he was able 
to entertain his son in hospital. People stories 
like this are really engaging for our employees.”

The organisation took the same approach for 
a campaign on total reward statements in 2013. 
Gardner says: “We led up to it, over 10 days, 
with stories of how employees had really 

Sky’s own products form an important part of its benefi ts package, which helps 
to ensure a high level of employee engagement, says Jennifer Paterson

CLOSE CONNECTIONS

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

Sky is one of the UK and 
Ireland’s leading home 
entertainment, broadband 
and telephony providers.

It was launched in 1989 as 
a direct-to-home satellite 
television service with four 
channels, including Sky 
News, Europe’s fi rst 24-hour 
news channel. 

In 1990, it merged with 
British Satellite Broadcasting 
(BSB) and became known as 
BSkyB, or just Sky.

Over the years, it has 
launched Sky Sports (1991), 
entered the FTSE 100 (1995), 
expanded into broadband 
with the acquisition of 
telecoms networking 
organisation Easynet (2005), 

and has acquired Virgin 
Media Television (2010) and 
The Cloud, the UK’s public 
Wi-Fi network (2011).

Today, Sky has 10.5 million 
TV customers, more than 
fi ve million broadband 
customers and an operating 
profi t, at 30 June 2013, of 
£595 million.

It has about 22,000 
full-time employees 
throughout the UK, and 900 
in Ireland.

SKY AT A GLANCE
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John Whitaker 
has been a 
benefi ts 
consultant at 
Sky since 
January 2013.

Before that, 
he was senior benefi ts consultant 
for Europe, the Middle East and 
Africa at global information 
company IHS, a role that included 
the management of benefi ts 
scheme design, supplier 
management and benefi ts 

harmonisation after acquisitions.
Before taking an in-house role 

at IHS in April 2012, Whitaker was 
US project manager at Asperity 
Employee Benefi ts, manager of 
reward at Equiniti, product 
manager at Lloyds TSB and 
business analyst at Knexus.

He says he is proud of Sky’s 
2013 relaunch of a salary sacrifi ce 
scheme for iPads, with the 
addition of televisions. “The 
amount of engagement we got 
from that, I’ve never seen across 

any other employee benefi ts 
scheme I’ve been involved in, 
either on the client side or the 
supplier side,” he says. “Just to see 
that energy from Sky employees 
was quite unique.”

Tom Gardner 
joined Sky fi ve 
years ago as an 
employment tax 
manager on the 
fi nance side of 
the business. In 

September 2011, he moved into 
HR as reward and employment 
tax manager.

Gardner previously worked at 
Deloitte UK, where he was a 
manager in global employer 
services. “I was involved in human 
capital consulting, tax consulting 
and employee benefi ts 
consulting,” he says.

At Sky, Gardner is proud of 
the Sky Choices iPad launch, 
which won an Employee Benefi ts 
Award in 2013.

www.employeebenefi ts.co.uk  I  June 2014  I  41

EMPLOYER PROFILE

benefi ted from the benefi ts 
package, such as a contact 
centre employee in Leeds 
who said the travel scheme 
saved her loads of money.”

When Sky relaunched its 
three- and fi ve-year 
sharesave schemes in 
September 2013, it included 
case studies from staff who 
were saving through the 
schemes. “We asked people 
to tell us what they have 
used their gains for,” says 
Gardner. “For example, 
there was one employee 
who paid for his daughter’s 
wedding. When you talk 
about benefi ts, you are basically talking about 
what Sky does to make people’s lives better or 
easier. Asking our employees to sell the story 
themselves is the most effective way.”

Engagement survey
Sky has very engaged employees who are 
encouraged to provide feedback in an annual 
engagement survey. It also puts an 
engagement survey at the heart of any 
benefi ts that it launches or relaunches.

Staff participation in benefi ts is very high. 
For instance, 94% of Sky’s workforce belong to 
its trust-based defi ned contribution (DC) 
pension scheme after it auto-enrolled about 
4,000 employees on 1 April 2013.

Whitaker says: “Most of our benefi ts see 
double-digit engagement in the workforce, 
which means there is a real reason for them. 
Employees are telling us they want these 
benefi ts, so we can ensure staff are engaged 
and understand the value of the benefi ts.”

Sky communicates 
benefi ts to staff through 
various channels, including 
employee case studies, 
which are featured on the 
intranet, benefi ts fairs, 
letters to employees’ home 
addresses, posters, emails 
and staff forums.

“It all starts with our 
benefi ts brand, My Sky 
Rewards,” says Gardner. “It 
cuts across the portal we 
run, where people can 
access their benefi ts. It also 
ties into all the other 
communications we do.”

Sky also uses social 
media tool Chatter, for which 1,500 employees 
have signed up. Whitaker says: “We put news 
about benefi ts up there and they provide 
feedback to us. They then start having a public 
conversation, saying ‘We would like TVs’ or 
‘Have you thought about non-iPad devices or 
dental insurance or X, Y and Z?’. They tell us 
what they want and we can see how we can 
put that in place.”

Sky has just come to the end of a three-year 
plan for its benefi ts and is preparing for its next 
three-year plan. “The challenge is to continue to 
raise the bar,” says Gardner. “With such great 
engagement come great expectations.” 

BUSINESS 
CHALLENGES

� Increasing competition, such 
as BT, across its core areas.
� A focus on consolidating 
growth and fi nding new ways to 
integrate the business. For 
example, there are big 
opportunities in its customer 
base in terms of people who do 
not take up broadband.
� Looking towards collateral 
businesses, such as business-to-
business and advertising.

Jennifer Paterson is 
senior reporter at 
Employee Benefi ts 

@ Access a library of case studies at 
bit.ly/SjgeVz

Pension
> Trust-based defi ned contribution 
scheme.
> Double-matched employer 
contributions to a maximum of 8%.
> About 4,000 employees were auto-
enrolled on 1 April 2013.

Healthcare
> A healthcare trust, available to all staff.
> Physiotherapy, which is in addition to 
the trust’s out-patient limit.
> On-site physiotherapy at some locations.
> An employee assistance programme.
> Health screening.

Group risk
> Group income protection (GIP) at 
two-times salary for all employees.
> Pension members receive GIP at 
four-times salary.

Sky products
> Sky World package, including access to 
free fi lms and sports.
> Free broadband.
> Discounted telephone services.
> Tablet and Sky TV purchase via a salary 
sacrifi ce arrangement.
> Free access to Wi-Fi through The Cloud.

Other benefi ts
> Retail vouchers.
> Bikes-for-work scheme.
> Childcare vouchers.
> Recognition programme.
> Sharesave scheme.

THE BENEFITS

CAREER PROFILES

.

e.
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C
ritical illness insurance will 
pay a lump sum to an 
employee who has been 
diagnosed with a serious 

illness or undergoes major surgery. 
The money could be used to fund 
treatment, make necessary 
changes to their lifestyle, or even 
pay off a mortgage.

The medical conditions covered 
are determined by the critical 
illness insurer, which usually offers 
two levels of cover. Base cover will 
include about a dozen of the most 
serious conditions, such as heart 
attack, kidney failure and cancer, 
and additional cover can add in a 
further 20 or more conditions, 
including heart valve repair, loss of 
speech and third-degree burns.

Common condition
Cancer accounts for 69% of 
claims, according to industry body 
Group Risk Development (Grid). 
The next most common condition 
is heart attack, which accounted 
for 10% of claims in 2012.

To qualify for a payment under a 
critical illness policy, an employee 
must survive for a set period of 
time, typically 14 to 30 days. The 
payment is tax-free. 

Cover is generally provided as a 
multiple of salary or as a fl at 
benefi t. Because it is not intended 
as a lottery-style benefi t, modest 
sums assured between £25,000 
and £50,000 are popular, 

especially where staff have the 
option to fl ex up the benefi t. The 
average claim size was £69,913 in 
2012, according to Grid.

Employees’ partners and 
children can also be covered, with 
child benefi t usually capped at 
£25,000. Most insurers will not 
require any medical underwriting 
as long as the sum assured does 
not exceed £500,000. However, 
any pre-existing or related 
conditions will not be covered.

Added extras are common in 
critical illness policies, including 
employee assistance programmes 
and access to the second-opinion 
service Best Doctors.

It is relatively easy to implement 
critical illness insurance, either on 
an employer-funded or voluntary 
basis or within fl exible benefi ts 
plans. Insurers will stipulate 
minimum scheme sizes, which 
depend on the way cover is 
funded, but they generally start 
with about fi ve employees.

As this is a group risk benefi t, it 
is exempt from default retirement 
age legislation, so employers do 
not have to offer it to staff of state 
pension age. Those that want to go 
beyond this will fi nd most insurers 
stop cover at age 70.

If an employer pays for cover, it 
will be liable for national insurance 
on the premiums, but will be able 
to claim corporation tax relief.

Whether critical illness 
insurance is implemented on an 
employer-paid or voluntary basis, 
employers should take care to 
explain the cover to employees, 
particularly insurers’ defi nitions of 
when they do and do not pay out. 
For example, although policies 
cover conditions such as cancer, 

this will not necessarily include 
minor forms of the disease that 
are not considered life-threatening.

Critical illness insurance is 
rapidly gaining popularity. This is 
partly driven by pensions auto-
enrolment, which is leading some 
organisations to conduct wholesale 
reviews of their benefi ts.

Figures from Swiss Re show 
that the number of critical illness 
schemes increased by 8.1% to a 
total of 2,655 in 2013. Premiums 
and sums assured also increased, 
by 12.7% and 6.1%, respectively.

CRITICAL ILLNESS INSURANCE

The facts

What is group critical illness 
insurance?
A policy pays a tax-free lump 
sum to an employee who is 
diagnosed with a serious 
condition or is undergoing a 
specifi ed surgical procedure. 
The benefi t is paid once the 
employee has survived for a set 
period, typically 14, 28 or 30 
days, and is payable whether or 
not they can return to work.  

Where can employers get more 
information?
Group Risk Development 
represents the group risk 
industry. Its website, www.
grouprisk.org.uk, includes 
information about critical illness 
insurance, and intermediary and 
insurance contacts.

Who are the main providers?
Aviva, Canada Life, Ellipse, 
Friends Life, Generali, Legal and 
General, MetLife and Unum.

Critical illness insurance is rapidly gaining popularity as a valuable employee benefi t, says Sam Barrett

12.8%
increase in the 
number of staff 
insured in 2013 
(Group Watch 2014, 
Swiss Re, published 
April 2014)

£41m
the value of group 
critical illness claims 
paid in 2012 
(Group risk industry claims 
statistics, Grid, published 
December 2013)

69%
percentage of group 
critical illness claims 
that were cancer-
related in 2012 
(Grid)

STATISTICS

@ Read more buyer’s guides at 
bit.ly/1k0Zqbv
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C
hildcare vouchers have 
been a popular benefi t 
with working parents for 
many years because they 

enable staff to choose their own 
childcare provider and reduce their 
childcare costs.

Vouchers have helped about 
700,000 families since 2005, 
providing savings worth around 
£1,800 a year for the average 
family. This goes towards the 
average childcare cost of £5,028 a 
year for 25 hours’ care a week, 
according to fi gures from the 
Childcare Voucher Providers 
Association (CVPA).

Most employers that offer 
childcare vouchers do so via a 
salary sacrifi ce arrangement, in 

which employees give up some of 
their gross salary in return for 
childcare vouchers provided by 
their employer. This brings 
signifi cant tax and national 
insurance (NI) savings for both 
employees and employers.

The amount an employee can 
receive in vouchers before tax or 
NI contributions become payable 
will depend on their pay level and 
when they joined the scheme.

Before 5 April 2011, employees 
could receive up to £55 worth of 
vouchers each week, or £243 a 
month, without having to pay NI or 
tax on that amount. Those joining a 
scheme on or after April 6 2011 are 
still entitled to vouchers worth £55 
a week free of tax and NI as long 

as their earnings do not exceed the 
higher tax rate threshold, which 
would cut the amount of vouchers 
they can receive free of tax and NI.

In the 2014 Budget, the upper 
threshold of the basic-rate tax 
allowance for childcare vouchers 
was increased from £41,450 to 
£41,865, which means parents 
whose earnings now fall into the 
basic-rate bracket could see their 
childcare voucher entitlement rise 
from £28 to £55 a week.

However, the market is to 
undergo signifi cant change. Last 
year, the government announced it 
would introduce a new tax-free 
childcare scheme for working 
families that will ultimately replace 
the childcare voucher system.

When the scheme was fi rst 
announced in the 2013 Budget, 
Chancellor George Osborne said it 
would be worth up to £1,200 per 
child per year. But after a public 
consultation, the government 
increased the limit to £2,000 per 
child per year.

Childcare costs
Starting in autumn 2015, the 
scheme will be available for up to 
£10,000 of childcare costs per 
child per year, with no limit on the 
number of children for whom a 
parent can claim. So a parent 
claiming the full £10,000 will pay 
£8,000, with the government 
paying a subsidy of £2,000.

New online tax-free childcare 
accounts will be run by HM 
Revenue and Customs in 
partnership with National Savings 
and Investments (NS&I). Vouchers 
will be available to be bought 
online, and can only be used to pay 
for Ofsted-regulated childcare.

From 2015, employers will no 
longer be responsible for providing 
staff with childcare vouchers, but 

CHILDCARE VOUCHERS

The facts

What are childcare vouchers?
This government-backed scheme 
helps working parents afford 
quality childcare. Depending on 
their income, parents can 
receive vouchers worth up to 
£243 a month, free of tax and 
national insurance contributions. 
Vouchers can be used for a range 
of regulated providers, and are 
valid up to the September after a 
child’s 15th birthday or, if the 
child is disabled, their 16th 
birthday. From autumn 2015, 
vouchers will be replaced by a 
new tax-free childcare scheme.

What are the origins of 
childcare vouchers?
Childcare vouchers were fi rst 
provided in the late 1980s by 
large employers to help staff 
meet childcare costs. The tax 
exemption in its current guise 
began in April 2005.

Where can employers get more 
information?
From the Childcare Voucher 
Providers Association (www.
cvpa.org.uk) and the Daycare 
Trust (www.daycaretrust.org.uk). 
Information about the 
government’s new scheme can 
be found at bit.ly/1m0yD1U.

What are the legal 
implications?
All childcare providers and 
facilities must be government-
approved and HM Revenue and 
Customs must be notifi ed of 
schemes. If vouchers are offered 
via salary sacrifi ce, employees’ 
contracts must be amended. 
Employers must continue to 
provide vouchers to staff on 
maternity or adoption leave.

Childcare vouchers have always been a popular benefi t, but a new system is on the way, says Alison Coleman

Three-quarters of employers would consider retaining their existing 
childcare voucher scheme after 2015 
(Jelf Employee Benefi ts, December 2013). 

Over the last fi ve years, childcare costs have risen 27%, with parents 
paying £1,214 more in 2014 than they did in 2009 
(Childcare Costs Survey, Family and Childcare Trust, 2014)

STATISTICS
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the tax exemption for workplace 
nurseries will remain. Existing 
scheme members will be able to 
continue using their employer’s 
voucher scheme as long as they 
remain with the same employer, 
until their child reaches 15.

The new tax-free childcare 
scheme is designed to support 

childcare for under-12s, with 
eligibility ending in the fi rst week 
of September following the child’s 
11th birthday, unless the child is 
disabled, in which case they will 
qualify up to the age of 16. This age 
limit will be phased in over the fi rst 
year. When the scheme is 
launched, only under-fi ves will 

qualify, but by the end of the year 
it will apply to all under-12s.

The scheme will also be 
available to parents on paid sick 
leave, on paid or unpaid statutory 
maternity leave, and on paternity 
or adoption leave.

The scheme is designed to be 
fl exible for parents if, for example, 
they want to return to work after 
the birth of a child or to work 
part-time. They will be able to build 
up a balance and withdraw money 
from their childcare accounts. 
Multiple people or parties will be 
able to pay into childcare accounts, 
enabling all parents, or their 
employers, to contribute.

When the new scheme was fi rst 
announced, with a £6,000 cap on 

    PRODUCT FILE    

The facts

What costs are involved?
Costs will vary depending on the 
size of the employer and the 
provider, which will normally 
charge a fee. Some providers 
have fi xed charges.

What are the tax issues?
Vouchers provided in accordance 
with HMRC guidelines are free of 
tax and NI up to the limit of £243 
a month for basic-rate 
taxpayers. Employers must do an 
earnings-based assessment to 
make sure the employee falls 
within that banding.

About a quarter of parents think having more affordable, fl exible or 
accessible childcare would make the biggest improvement to family life 
(Making Britain Great for Children and Families report, 4Children, 2013)

Childcare costs and cuts to benefi ts have led to more people being 
in pay-neutral work, where childcare and travel costs wipe out 
their earnings 
(Family Finances report, Aviva, December 2013)

STATISTICS
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costs, working couples with one 
child would have been worse off. 
But by raising the cap to £10,000, 
the government has ensured some 
parents can claim more.

Government fi gures show a 
working couple with one child will 
be £134 a year better off if they 
spend the maximum £10,000, and 
a working couple with three 

children will be £5,375 better off. A 
single parent with two children can 
claim £3,067 more a year.

However, a working couple with 
one child paying about £5,000 a 
year for childcare will be worse off 
under the new regime because 
they can only claim 20% of their 
costs, or £1,000 a year. Those with 
two children, spending £5,000 on 
each, will be better off.

One of the more controversial 
aspects of the scheme is that 
higher-rate taxpayers, including 
parents earning up to £150,000, 
when the 50% tax rate takes 
effect, will qualify for the same 
amount of government help as 
lower earners. This means 
government-subsidised childcare 

will be available for couples with a 
joint income of up to £299,999.98.

Employers’ workplace nurseries 
will not be affected by the 
introduction of tax-free childcare.

The new arrangement will not 
provide any NI savings, currently 
worth up to 12% for basic-rate 
taxpayers and up to 13.8% for 
employers. This will mean a 
signifi cant loss for some 
employers, which could affect the 
amount they spend on other staff 
benefi ts. Local authorities and NHS 
trusts are among the employers 
that could be worst hit.

    PRODUCT FILE    

@ Read more about childcare 
vouchers at bit.ly/1hfZrbG

The facts

What is the annual spend on 
childcare vouchers?
Exact statistics are not available, 
but employer-funded vouchers 
are estimated at £1 billion a year.

Who are the main providers?
Morte than 40 organisations 
provide childcare vouchers, 
including Allsave, Busy Bees 
Benefi ts, Computershare 
Voucher Services, Edenred, 
Faircare, Fideliti, Grass Roots, 
Kiddivouchers, Kids Unlimited, 
My Family Care, P&MM and 
Sodexo Motivation Solutions.

65% of employers 
want to be 

involved in the delivery of tax-
free childcare, even if the 
current NI saving is removed 
(Making Childcare Work report, Childcare 
Voucher Providers Association, 2013)

STATISTICS
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NEW TAX-FREE 
CHILDCARE INFO HUB
Confused about Tax-Free Childcare and what is best for 
your employees? The Info Hub is a brand new
wesbite with all the key information you need on the
proposed changes to childcare vouchers.

www.tax-free-childcare.info
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paid far too much, all just to 
complicate their life with multiple, 
unnecessary processes.

I go back to my US colleagues to 
try to understand the need for so 
many documents. It seems the 
managers over there complained 
that the handbook took too long to 
read, so they had to create a 
shorter guide for managers. And 
the rest of it? People kept asking 
for more information that wasn’t in 
the handbook. So wasn’t a shorter, 
more focused handbook an option? 
But it’s too late now: the tome is 
nearly published, but 
you might need a 
day off to read it.

Apparently, the US 
legal team has 
already reviewed this 
policy, but I am not 
impressed. 
Understandably, it 
focuses on the 
legislation it is 
familiar with, but it 
doesn’t even check 
whether there might 
be different international laws. It 
just needs a statement such as “or 
as determined by local legislation”, 
but it hasn’t even done that. I will 
need to send it to our European 
legal team, which at least 
recognises other countries exist.

The handbook tries to make out 
that the company is totally fl exible 
about part-time working, but I know 
that around here, being part-time 
carries status equivalent to being 
the weakest link in a quiz show. The 
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Big Bad Boss wants me to 
review and Europeanise the 
new work-life balance policy 

produced in the US.
In case you haven’t come across 

the word ‘Europeanise’ before, it 
means to make a ridiculous US 
policy into something sensible and 
workable over here. He probably 
should have asked my colleague 
Lazy Susan to look at it; she has 
taken work-life balance to a whole 
new level, so you can barely tell she 
is working at all.

I have to hand it to our HR team 
in the US: one thing it can be relied 
on to deliver is quantity. The 
work-life balance handbook is 40 
pages long, the manager’s ‘quick’ 
guide is 20 pages, and the training 
presentation has 35 slides. There is 
also a request form, a self-test 
questionnaire, and a frequently-
asked-questions document, all 
neatly laid out on a specially 
designed web page showing 
pictures of happy employees.

Unfortunately, it takes up nearly 
150 pages to say nothing. There is 
not one defi nite rule, not one 
defi nitive statement of practice. You 
could read the lot and still not have 
the answer you are looking for.

Usually, I like a loose kind of 
policy like that: one that leaves it 
wide open for you do something 
sensible and practical without too 
much bureaucratic process to 
follow. But this is the sort of thing 
that gives HR a bad name. It gives 
management the impression that 
there are far too many HR people, 

Balancing act
Candid has to ‘Europeanise’ a weighty work-life balance policy 
document from the US, but realises the balance is tipped one way

Around here, 
being part-time 
carries status 
equivalent 
to being the 
weakest link in a 
quiz show”

policy suggests working part-time 
is something staff might do only if 
they have a life-threatening illness 
or a short-term family emergency. 
At no point is it positioned as a 
viable ongoing work structure.

In the UK, as in most European 
countries, employers need to give 
serious consideration to requests to 
work part-time, but, as a rule, they 
don’t have to agree to them. Our 
company won’t agree to anything 
unless it is for the benefi t of the 
organisation. I know that those who 
try to agree shorter hours become 

part-time pariahs. In 
the eyes of 
management, they 
are slackers.

The work-life 
documentation also 
covers home 
working. Again, this is 
treated as a special 
dispensation to help 
staff get their work 
done around pesky 
family duties. I am 
reminded of a female 

executive who told us how she 
managed her work-life balance by 
making a point of being home for 
dinner with her family. She told us 
she was able to do this by working 
from home in the evenings to catch 
up on her emails. Lucky family.

I can understand why the policy 
hasn’t even touched on the problem 
of weekend and evening emails, 
which is endemic in our company 
culture. The French may have 
legislation to protect them if they 

fail to answer an email out of hours, 
but try that with our managers.

I support legislation to protect 
staff, but rarely does it serve the 
purpose intended. Anyone making a 
legal issue out of treatment at work 
here is not going to have a work 
issue to worry about for too long. 
They might get compensation, but 
they won’t get a career.

One Higher Being in the US even 
has a regular conference call with 
his direct reports on a Sunday 
evening, so as not to distract them 
from their work during the week. I 
haven’t heard anyone complain. I’m 
not sure any of them mind. Their 
wives are probably busy answering 
emails after dinner, anyway.

The only reason the work-life 
document has been sent to my 
department is that work-life 
balance is seen as a perk, rather 
than a practice. Also, it seems they 
didn’t really want my feedback on 
the whole policy, but just on the 
single sentence that refers to 
home-working expenses. There isn’t 
a lot I can say about that.

I’d love to put some edits into the 
policy to actually support true 
fl exible working, but it would be 
no more helpful than well-meaning 
but impotent legislation: you 
can’t infl uence work-life balance 
when the executive team think 
work is our life.
Next time... Candid gets on her bike.

@ Read more Confessions at: 
bit.ly/RKlOt2
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CONTACT
DIRECTORY

BENEFITS TECHNOLOGY
Refresh your benefits platform

We can help you deliver a fresh, cost effective 
and engaging benefits platform through our 
market leading software and services.

Our integrated Benefits Portal can help you 
communicate, manage and administer:

Flexible Benefits 

Contact us now at refresh@staffcare.net to see 
what we can do for you.

Staffcare

W: staffcare.net

Follow us:

Jelf Employee Benefits is one of the UK’s 
leading benefits consultancies, with a track record 
of innovation and commitment to clients. We 
construct tailored packages of support and advice 
to best suit you and your employees.  

Our comprehensive package of services is designed 
to help you improve the physical, emotional and 
financial wellbeing of your employees and includes:

Working with you, we recommend the most 
appropriate blend of products and services to 
provide the best fit for your objectives. We have 
been recognised by industry peers for our customer 
focused approach and have won awards across all 
areas of the business. 

Jelf Employee Benefits 

Tel:  
Email: benefits@jelfgroup.com

Web: www.jelfgroup.com

BENEFITS SOLUTIONSVOLUNTARY 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

To advertise your products 

and services in next months 

issue, please call 020 7970 4929.co.uk
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Best Big Companies to Work For for the fourth year running. We believe 
in working together to achieve benefits for all, to make our communities 
better places to live and work.
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