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LEADERIN THIS ISSUE

Sharpen your skills for 
an exciting future
September is a month that often causes me to look back and take stock 
of how the benefi ts profession has evolved. 

There are two reasons for this. Firstly, it is the month I joined the 
wonderful world of employee benefi ts back in 1998, so it is a personal fl ag in the ground from 
which to measure all the changes. Secondly, and no doubt far more importantly, it is the month of 
the biggest employee benefi ts event in the UK (and beyond): Employee Benefi ts Live.

This must-attend industry get-together allows us all to get a measure of where the profession 
and industry are at and how we are all evolving.

So it seemed an opportune month to delve into exactly what makes a good benefi ts manager, 
or director, both now and in the years to come. See our cover story (Cutting edge skills, page 16).

I am sure we have all noticed for some time the reduction in niche specialism job roles, such as 
fl eet manager and pensions manager. Responsibilities such as these have increasingly been rolled 
into broader benefi ts roles.

And benefi ts roles themselves are often labelled ‘reward’ to refl ect 
the pay aspect of the job. But it doesn’t stop there.

As more of the routine admin is picked up by benefi ts providers and 
advisers, our profession has been able to raise its eyes from the 
spreadsheets (at least a little) to also take responsibility for driving the 
business and enhancing workforce planning and talent management.

This is an exciting time to be in benefi ts (even if we have to remind 
ourselves of it as we drown in tax changes and legislation). In 
particular, all the changes in pensions and retirement savings will alter 
British society’s attitude to saving and working longer. We in benefi ts are key drivers of this 
positive change, from which future generations will benefi t.

I am looking forward to meeting or catching up with many of you on 24 and 25 September at 
Employee Benefi ts Live at Olympia, London. With 2,000 people due to arrive over two days, there 
will be a huge amount of networking, learning and catching up to do.

And if you want to get into knowledge-gathering mode early, check out the Employee Benefi ts 
Summer School video tutorials that we ran online during August. I leant many new facts during 
the recording of these videos and I am sure you will, too. They are free to access; you simply need 
to register online: http://www.employeebenefi ts.co.uk/employee-benefi ts-summer-school
Debi O’Donovan, Editor
Follow on Twitter @DebiODonovan
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Jennifer Paterson

When the government announced 
at the end of July that its guaranteed 
guidance would be provided by 
independent organisations rather 
than pension providers, it settled 
most of the questions circling the 
industry since the initiative was 
introduced in Chancellor George 
Osborne’s March Budget.

Before the announcement, 33% 
of employers that responded to 
research published by Jelf Employee 
Benefi ts in July expected they would 
have to fund fi nancial guidance for 
their entire workforce when the 
legislation took effect in April 2015.

Fortunately, they were wrong, 
but 87% of respondents agreed 

Pension guidance gets personal
  FINANCIAL EDUCATION  

staff. The programmes, provided by 
Nudge Global, use HR and benefi ts 
data to profi le employees and 
pre-empt their fi nancial needs.

Tim Perkins, director of Nudge, 
said: “Employers are in a unique 
position to engage with staff on 
money matters. After auto-
enrolment, they know who their 
staff are, where they live, how much 
they earn and how old they are.

“Some employers also know an 
employee’s dependant status and, 
where they have a fl exible benefi ts 
scheme, their interests from their 
benefi t selections. 

“Some employers are even 
assessing staff attitudes to risk 
from how they manage their 
pension and factoring this into 
personalised fi nancial education.” 

The government’s guidance 
guarantee, which will bring together 
a range of delivery partners, 
including The Pensions Advisory 
Service (TPAS) and the Money 
Advice Service, will be offered via a 
range of channels, including online, 
phone-based and face-to-face.
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@ Read a longer version of this story 
at bit.ly/1h9eJQt

It is now more important 
than ever to ensure 
employees are engaged 
with pensions. Although 
the government has 
now confi rmed how its 
guaranteed pensions 
guidance will be 
provided to all defi ned 
contribution (DC) plan 

members, there are 
questions over whether 
this will be suffi cient to 
help staff make 
appropriate decisions.

Last month, research 
by consultancy Mercer 
found that 62% of the 
300 employers and 
trustees that took part 
in its survey do not think 
the guidance guarantee 
will provide enough 
support for DC scheme 
members. Yet, just 37% 
said they will offer staff 
additional workplace 
savings plans in the next 

three to fi ve years.
How the reforms will 

change workplace 
pensions will be the 
subject of a conference 
session at Employee 
Benefi ts Live 2014 on 24 
September at Olympia 
National, London. Mike 
Acred, pensions 
manager of LV=, and Ian 
Digby, industry liaison 
manager at The 
Pensions Regulator, will 
discuss what employers 
need to know to ensure 
their scheme is ready.

On the same day, 

Pete Harris, director of 
pensions at Telent and 
Nita Tinn, director of 
Independent Trustee 
Services, will reveal how 
to get the best pensions 
outcome for staff.

And on 25 September, 
Mark Cliff, reward 
director at Manchester 
Airport Group and 
Michelle Cracknell, chief 
executive of The 
Pensions Advisory 
Service, will share their 
views on an employer’s 
role in helping staff to 
save for the future.

LOVEWELL’S LOGIC Follow Debbie Lovewell-Tuck on Twitter: @DebbieLovewell

Debbie Lovewell-Tuck

TOP 15 MOST VISITED 
STORIES ON THE WEB*

Ranked by number of page impressions 
from 14 June to 8 August

that the government’s pension 
reforms will create a need for more 
fi nancial education in the workplace.

Some employers are getting 
ahead by personalising fi nancial 
education schemes and pension 
communications to engage staff.

For example, Telegraph Media 
Group increased the number of staff 
who make additional voluntary 
contributions into its trust-based 
defi ned contribution pension by 
sending personalised newsletters.

Another media organisation, IMG, 
and law fi rm DAC Beachcroft have 
launched personalised fi nancial 
education programmes for their 

Employers 
must ensure 
staff get the 
message on 
pensions

1 HMRC loses Rangers 
employee benefi t trust 
appeal bit.ly/1n5Toh7

2 DHL Express launches 
online benefi ts portal 
bit.ly/1q8TBQp

3 KFC launches salary 
sacrifi ce car scheme 
bit.ly/1nMnqVh

4 Government sets 
out plans for guidance 
guarantee bit.ly/1u7nncA

5 Latest developments 
in online recognition 
platforms bit.ly/1lMHtD8

6 NS&I and HMRC to 
administer tax-free 
childcare scheme 
bit.ly/1u2RgHd

7 EAT to hear three 
cases on holiday pay 
bit.ly/1pZ8dhK

8 Employers focus on 
employees’ mental 
wellbeing bit.ly/1jfWZbP

9 Gamifi cation in 
pensions communication 
bit.ly/1pLcLgu

10 Death of an employee 
does not end right to 
holiday pay bit.ly/1jyeFtB

11 How to manage 
workplace burnout 
bit.ly/1yRoTzp

12 Barclays and IBM 
awarded for work-life 
balance bit.ly/1B0qqEo

13 What is driving demand 
for eldercare as a 
workplace benefi t? 
bit.ly/1pgHAbM

14 London Underground 
pay and pensions strike 
extended bit.ly/1qJyg09

15 Heinz launches online 
benefi ts portal 
bit.ly/1B0qL9S

Are you looking to learn more about 
the government’s pension changes 
and the guidance guarantee?
Visit the Workplace Pensions stream, 
on 24 September, and the Financial 
Wellbeing stream, on 25 September, at 
Employee Benefi ts Live.
Employee Benefi ts Live will take 
place at Olympia National in London 
on 24 and 25 September 2014.
bit.ly/1jaGa1J
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Round-up of the latest legislative changes

Jennifer Paterson

Employers could face signifi cant extra costs after 
a series of tribunal cases that challenged the 
standard calculation of holiday pay under the 
Working Time Regulations.

In July, the Confederation of British Industry 
(CBI) said these costs could run into billions of 
pounds and could bankrupt some organisations. 
Katja Hall, deputy director-general at the CBI, said: 
“Moving the legal goalposts in this way is 
unacceptable. We need the UK government to 
take a stand and do all it can to remove this threat.”

The issue fi rst arose in May 2014, in the case 
Lock v British Gas Trading and others, when the 
Court of Justice of the EU (ECJ) ruled that the 
Working Holiday Directive should require 
commission to be taken into account when 
calculating holiday pay.

British Gas said it is examining the issue raised 
by the case, and is working with trade unions to 
design future staff incentive schemes.

Adam Lambert, employment partner at Clyde 
and Co, said: “The cost for employers could be 

   REMUNERATION   

high, but employers may take some comfort from 
the fact that the ECJ leaves it open as to precisely 
how commission is taken into account.”

In June 2014, another case, Bollacke v K+K Klass 
and Kock, complicated matters when the ECJ 
ruled that an employee who dies with outstanding 
holiday pay should be paid this after their death.

In July 2014, the Employment Appeal Tribunal 
heard three more cases. One, Bear Scotland v 
Fulton and Baxter, looked at whether holiday pay 
should include overtime pay or shift allowances.

Louise Mason, senior associate at Hogan Lovells, 
said: “Not only are employers likely to face higher 
holiday pay bills in future, but they could face 
claims for underpaid holiday going back years.”

LEGISLATION

Legislative and tax changes 
announced this summer:

 The government published its 
draft Taxation of Pensions Bill, 
which provides further details 
about how people can access DC 
pension savings fl exibly from April 
2015. bit.ly/1lDlb3C

 The government confi rmed 
National Savings and Investments 
and HM Revenue and Customs 
will work together to provide the 

new tax-free childcare scheme. 
bit.ly/1u2RgHd

 Health Management was 
appointed to deliver the 
government’s new Health and 
Work Service after a fi ve-month 
tendering exercise. bit.ly/1rKDPxD

 The government launched the 
fi rst stage of its review into the 
taxation of travel and subsistence 
expenses. bit.ly/1nRAyd4

 HMRC published a consultation 

on one of the Offi ce of Tax 
Simplifi cation’s share scheme 
recommendations. bit.ly/1rF7Vm7

 The Prudential Regulation 
Authority and Financial Conduct 
Authority published two papers 
aimed at improving individual 
responsibility and accountability 
in the banking sector. bit.ly/1trVj2l

 Government proposed halving 
deferred state pension rise rates 
from 6 April 2016. bit.ly/1rAu2tW

Jillian Naylor
is employment and 
incentives partner at 
Linklaters

A recent preliminary EU decision found that 
severe, extreme or morbid obesity could 
amount to a disability if it hinders a worker 
from full and effective participation in 
professional life on an equal basis with 
other workers.

If, as is likely, the decision is endorsed by 
the European Court of Justice, UK 
employers will have to comply with various 
disability discrimination duties in relation 
to morbidly obese employees and job 
applicants whose obesity affects 
participation in working life.

Employers will not be allowed to 
exclude employee participation in benefi ts 
such as private medical insurance, group 
income protection or group life assurance 
because it is more costly or complex to 
insure an obese individual.

Employers will have to make, and pay 
for, reasonable adjustments to the 
workplace, and may be expected to provide 
‘lifestyle’ benefi ts, which might include 
specifi c work equipment, access to private 
counselling or reasonable time off work to 
support weight-management practices.

Flexible benefi ts may have to be 
adjusted to include offerings that support 
obese workers, such as reduced-cost gym 
memberships or health screenings.

But employers’ duties are not limitless. 
They are unlikely to have to provide a 
paid-for carer at work, or ameliorate 
disabled employees’ sickness absence and 
pay rights. And if, after reasonable 
adjustments are made, the employee is still 
unable to perform his or her job 
satisfactorily, an employer will be allowed 
to lawfully manage an exit strategy. 

Severe obesity and 
benefi ts offerings

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

ADVICE FROM THE EXPERTS

@ www.employeebenefi ts.co.uk/compliance

WHAT IS THE WORKING 
TIME DIRECTIVE?
The Working Time Directive 
provides that every employee has 
the right to paid annual leave. It is 
implemented into UK law by the 
Working Time Regulations 1998, which provide that an 
employee is entitled to be paid during statutory annual 
leave at a rate of a week’s pay for each week of leave.

SH
U
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Holiday pay dilemma

The latest information on legislation and tax issues affecting employee benefi ts, including holiday pay 
entitlement, making provision for obese employees, and a round-up of this summer’s legislation

THE CASES
May 2014: In Lock v British Gas Trading 
and others, the Court of Justice of 
the EU held that the Working Holiday 
Directive should require commission 
to be taken into account when 
calculating holiday pay. bit.ly/RWIvk6

June 2014: In Bollacke v K+K Klass and 
Kock, the European Court of Justice 
ruled that an employee who dies with 
outstanding holiday pay should be 
paid this after their death. 
bit.ly/1jyeFtB

July 2014: The Employment Appeal 
Tribunal heard three more cases on 
holiday pay, one of which focused 
on whether overtime pay or shift 
allowances should be in holiday pay 
calculations. bit.ly/1pZ8dhK
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For more on how we deliver world-class solutions 
Call 0845 603 8899 or visit metlife.co.uk/atwork
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in over 45 
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Employee benefits.
We’re more than qualified. 

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

As part of a leading international employee benefits 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 reflected in our 97%
customer satisfaction rating† across over 6,800 schemes. 

*The number one claim is 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 affiliate 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 office is 9 Devonshire Square, London EC2M 4YF. www.metlife.co.uk © 2014 PNTS  1664/1/AUG14
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EVERYONE
BENEFITS

Attract, motivate and retain the best employees with a Salary Sacrifi ce
Car Scheme from the UK’s leading fl eet services company. 

 For more information, please contact us today.
Call 0845 769 7381

Email marketing@lexautolease.co.uk
Visit lexautolease.co.uk
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EVENTS

www.employeebenefi tslive.co.uk

Delegates at Employee 
Benefi ts Live 2014 will have 
plenty of opportunity to 
meet, network and interact 
with a range of reward and 
benefi ts providers, advisers 
and consultants at the annual 
event’s lively exhibition.

The headline sponsor of 
the event is Benefex, while 
the two opening keynote 
sessions will be sponsored 
by KPMG. 

The other sponsors 
include Aon, Barclays, Buck 
Consultants at Xerox, Equiniti, 
IBM, Leasedrive, Shilling 
and Zurich.

Redesigning the employee value 
proposition, social media’s role in 
engaging talent, the datafi cation of 
HR and all benefi ts professional 
need to know about the latest 
benefi ts tax changes will be 
covered by four keynote sessions 
at Employee Benefi ts Live 2014 

The fi rst day of the conference, 
24 September, will begin with a 

presentation by Fredrik Tukk, head 
of communication, marketing and 
branding at Maersk, on redesigning 
the employee value proposition.

Later that day, John Whiting, tax 
director at the Offi ce of Tax 
Simplifi cation, will lead a must-
attend closing keynote session on 
benefi ts tax changes, including 
what the government is currently 

working on and what consultations 
are about to begin.

He said: “It will be a mix of 
alerting [delegates] to changes 
that are happening, but I’d also like 
them to give us more evidence on 
a new report on employment 
status that we’ll be running for the 
rest of the year.”

The opening keynote session on 
25 September, entitled ‘Social 
media to engage top talent’, will be 
led by Mervyn Dinnen, a blogger 
and content and social 
engagement strategist. 

“I want to provide an overview 
of social media: how it has grown, 
and how it fi ts in with talent 
attraction and retention,” he said.

The fi nal day will conclude with a 
session on the datafi cation of HR 
by Jon Ingham, author of Strategic 
Human Capital Management – 
Creating Value Through People.

Employer case studies at 
Employee Benefi ts Live 
2014 will include:
� Joanna Bean, head of 
reward, UK and Ireland at 
Samsung, will share a 
case study on using 
benefi ts and technology 
to boost employee 
engagement.
� John Chilman, group 
reward and pensions 
director at FirstGroup, will 
ask whether pensions are 
the only solution for 
long-term saving.
� Claire Eckett, HR 

manager, rewards and 
benefi ts at the University 
of Reading, will discuss 
launching new benefi ts 
on a limited budget.
� Henk Vorhoek, head of 
reward at British Sugar, 
will discuss how to use 
total reward to attract 
and retain talent.
� Robert Cross, head of 
reward, UK and Ireland at 
Tui Travel, will focus on 
engaging staff with 
non-monetary reward.
� Susan Gee, employee 
health and wellbeing 

manager at Yorkshire 
Water, will speak about 
putting prevention at the 
heart of an employee 
wellbeing strategy.
� Jane Richards, 
remuneration specialist 

at Investec, will set the 
record straight on 
banking regulation and its 
impact on reward 
professionals in the 
fi nancial services sector.
� Daryl Maitland, head 
of HR strategy at 
Cafcass, will share his 
experience in a case 
study about tackling 
sickness absence.
� Jane Earnshaw, senior 
director of reward at 
Asda, will speak about 
the importance of 
recognition schemes.

Hotbed of 
networking 

Keynote sessions will cover wide range of vital topics 

Employer case studies will share key experiences

John Chilman of FirstGroup

Employee Benefi ts Live 2014 is getting ready to go at 
Olympia National in London on 24 and 25 September

TOP TWEETS 

@Benefex_UK – Have you 
booked your ticket to 

#EBLive yet? We’ll be there

@HealthMattersUK – Just 
starting marketing work for 

@EB_Live #EBLive2014. Let 
the fun begin and hope to see 
some familiar faces and new 
ones too!

@MattioliWoods – We’re 
exhibiting @EB_Live on 

24-25 Sept in #London. Book 
your free tickets today and 
make sure to say hi to our 
team!

@MarcusUnderhill – Likely to 
be in Asia, but if I was in 

the UK, wouldn’t miss it. Hope 
event goes well #EBLive2014

@ChorusHR – Top UK fi rms 
to speak @

EmployeeBenefi t Live 2014 
http://ow.ly/ziH3E
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For four years, I have worked for Serco, 
an international services organisation, 
looking after its long-term absent 
employees. Serco has a group income 
protection (GIP) policy, which protects 
staff through illness and injury.

In the world we live in today, with 
amazing medicines and cures for some awful conditions, it seems sad 
that when employees’ sickness entitlement ceases, most employers 
are forced to terminate their contract through their capability policy.

This is where GIP saves the day. Imagine you are a manager: a 
member of staff tells you they have cancer and need time off, not only 
to recover, but possibility to work part-time while receiving treatment.

A GIP policy would prevent the termination of an employee’s 
contract, and protect the employee through their absence and/or 
part-time working. This is true care and compassion.

With government health and wellbeing reforms set to come in by 
May 2015, a GIP policy would be a good place for organisations to start 
to really protect their staff. This attracts employees and retains loyal 
workers who help grow the business.

If you would like to talk to me about GIP (I am not a broker or a 
seller), contact me at ashleigh.witcher@serco.com. I would be more 
than happy to share my experiences and case studies with you.

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

Follow us on Twitter: twitter.com/employeebenefi t 

Ashleigh Witcher looks at group risk

100 Club column

In association with

GIP offers essential 
protection for staff

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

Ashleigh Witcher is senior benefi ts and pensions administrator at Serco. 
She will speak about the role of prevention in health and wellbeing benefi ts 
at Employee Benefi ts Live 2014, at Olympia National on 24 September.

Ashle

Wimshurst moves up at RICS

 
The Royal Institution of 

Chartered Surveyors (RICS) 

has promoted Ben 

Wimshurst to international head of 

reward. He had been international 

HR business partner at the 

organisation since June 2012. Before 

that, he was HR business partner at 

QBE; HR manager, Europe, Middle 

East and Africa at Mitsui and Co; and 

HR generalist practitioner at Reed. 

Buckley calls in at Carphone

 
Carphone Warehouse Group 

has appointed Bernie Buckley 

head of reward, UK and 

Ireland. Since 2008, she had held a 

range of roles at Whitbread, including 

head of reward and analysis and 

reward manager. She has also been 

HR and payroll administration 

manager, UK and Ireland at 

Henderson Global Investors; HR 

information services and reward 

manager at Corus Hotels; and HR 

and payroll consultant at ADP.

Christie’s appoints Andrews

 
Christie’s has appointed Ian 

Andrews UK pensions and 

benefi ts manager. His 

previous roles include compensation 

and benefi ts analyst at ICAP, pension 

and benefi ts analyst at BNP Paribas 

and pensions administrator at the 

Church of England Pensions Board. 

Interim role for Willetts

 
Kodak Alaris has appointed 

Iain Willetts interim global 

compensation and benefi ts 

lead. His previous roles at Serco 

included reward director, group 

projects; director of reward and 

engagement, European division; and 

director of reward and engagement. 

His other roles in the industry have 

included head of reward at Atkins.  

Morley joins Howdens Joinery

 
Howdens Joinery has 

appointed Ian Morley reward 

consultant. Since March 

2013, he has held a range of reward 

consultant roles at the Royal 

Institution of Chartered Surveyors 

and Learndirect. Morley’s other roles 

in the industry have included interim 

head of reward at Geoban UK, 

reward consultant at the National 

Society for the Prevention of Cruelty 

to Children, director of reward at 

DTZ, and senior manager of reward 

at Royal Bank of Scotland Group. 

McCahill moves to Dentsu Aegis

 
Dentsu Aegis has appointed 

Toria McCahill head of 

reward. McCahill had been 

group reward manager at Dixons 

Retail since December 2013 and was 

involved in the organisation’s merger 

with Carphone Warehouse in August 

2014. Other roles include HR 

manager, projects and reward, at 

Samsung’s Cambridge Solution 

Centre, and talent and succession 

manager and global reward 

specialist at CSR. 

� McCahill will speak during a 

session called ‘Reviewing 

international benefi ts to meet 

business objectives’ at Employee 

Benefi ts Live on 24 September.

Court is manager at Carlsberg

 
Carlsberg has appointed Nick 

Court reward manager. He 

was previously reward and 

benefi ts manager at British Sugar. 

Before that, Court spent more than a 

decade at Tesco, where his roles 

included personnel manager, 

reward manager, UK payroll 

operations manager and employee 

relations manager.

Hutchison 3G recruits Bissell

 
Hutchison 3G has appointed 

Paul Bissell head of reward. 

He was previously head of 

reward (fi xed line) at Vodafone UK 

and head of reward at Cable and 

Wireless Worldwide, before it was 

bought by Vodafone. Before that, 

Bissell held a range of roles at 

Nationwide Building Society, 

including retail training manager, HR 

consultant, reward consultant and 

head of reward. Bissell was 

shortlisted as ‘Employee Benefi ts 

Professional of the Year’ at the 

Employee Benefi ts Awards 2014.

PEOPLE MOVES TOP TWEETS VIA @EMPLOYEEBENEFIT

@FerrierPearce – Interesting piece 
on @EmployeeBenefi t website. 

How can a reward #strategy drive 
engagement bit.ly/1sBPT5f #HR

@WorkFoundation – Gov to launch 
the Health  + Work Service, which 

aims to help employees on sick leave 
return to work @EmployeeBenefi t 
bit.ly/1qGYjYo

@NuttallReview – Read @
RCrawford_EB @QuintessaLtd 

launches #employeeownershiptrust 

‘we’ve secured the future’ 
@dannyalexander

@McDonaldsUKNews – Our 
reward manager, Neal Blackshire, 

talks to @EmployeeBenefi t about 
aligning recognition with business 
priorities bit.ly/WFC9c0

@Russell_DAM – Who has 
responsibility for a default 

#pension fund? An interesting 
question which @JennPaterson02 
answers bit.ly/WIepUi
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Flexible working practices should be viewed as an integral part of a progressive workplace culture to 

the benefi t of both employers and employees, says Paul Williams

Dealing with fl exible 
working requests

Supplied by:

A 2011 Journal of Child and Family Studies 
report by Sanders MR, Haslam DM, Calam R, 
Southwell C and Stallman H, ’Designing 
effective interventions for working parents: a 
web-based survey of parents in the UK 
workforce’ (Journal of Children’s Services, 6, 3, 
186-200), found 85% of working parents said 
parenting support via their workplace should 
be made available to those that request it. 

Subsequently, on 30 June 2014, employees 
with over six months’ service were granted the 
right to request fl exible working. A harmonious 
work-life balance is now within reach of the UK 
workforce and it is more important than ever 
for employers to consider its benefi ts. 

Most UK businesses claim to be family-
friendly and supportive of fl exible working, but 
many parents continue to struggle to reconcile 
work and family life. Currently, UK workplace 
culture remains fi xed on a 9am-5pm work 
model. Employers, perhaps cautiously, consider 
fl exible working on an ad-hoc basis rather than 
implementing a proactive approach to it. 

Where new parents are concerned, many 
employers may be unable to see past 
employee absence within a fi xed offi ce location 
and parents are perhaps reluctant to make 
reasonable requests to change working 
patterns or are simply reluctant to ask.

If fl exible-working policies are unclear, staff 
with wide-ranging family commitments may 
feel compelled to leave, taking skills and 
experience with them. So employers should 
consider making organisational change. 

Parenting programmes can assist 
employers and employees to share tips and 
techniques to tackle situations in a supportive 
environment, whether using the organisation’s 
own resources or by bringing in expertise from 

Paul Williams is programme 

lead at Canparent

a third party. Courses offer practical solutions 
to everyday challenges. Online parenting 
classes are also available and can be offered to 
staff to engage with at their own pace. 

Technology consultancy Amido will soon see 
three employees take paternity leave. Jo 
Simon, HR manager at Amido, says: “With 
employees simultaneously taking and then 
returning from paternity leave, fl exible working 
is essential to our business. The ability to 
access work emails on remote devices enables 
returning and remaining staff to work from any 
location and at any time. Flexible work options 
enable us to empower employees wishing to 
balance careers with home commitments.

“Flexible working is of particular importance 
to working parents, employees with kinship or 
other care obligations and is essential to retain 
employees following periods of parental leave.”

The practical objections often raised by 
managers are not insurmountable. Ways to 
tackle them could include fl exible working 
training for all line managers, which should look 
at the process of the statutory working request 
and analyse the sequence of events, from 
communication to implementation, 

 @ www.employeebenefi ts.co.uk/benefi ts/childcare-and-carers
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performance management and review. Job 
performance should take into account a line 
manager’s ability to manage workers remotely.  

Secondly, employers could invest in new 
technology, which is the enabler of remote and 
fl exible working, allowing employees to 
maintain work and family obligations. Mobile 
devices, remote network access and/or cloud 
services, desktop visualisation and video 
conferencing can allow staff to work in unison 
despite being physically separated.  

Explore employee objectives and 
deliverables and the critical factors affecting 
the job and project delivery. Are there things 
that need doing every day? Is the role 
customer-facing? Is it a task or project-based? 
Does it need to be carried out in the offi ce? Job 
designs should be reassessed periodically to 
judge compatibility with a fl exible working.

Communicate with the broader team, who 
may have a perspective on helping make a 
fl exible-working request work. Flexible working 
requests should be seen in the context of a 
broader team and the potential to work 
together in ways that make sense for all. 

Family-friendly policies facilitate choice, 
ensuring employers and employees have 
adequate time to manage parental and 
professional obligations, promote work 
wellbeing and create gender equality regarding 
employment opportunities. 

Flexible policies should be viewed as integral 
to a progressive workplace culture that 
supports high-quality, productive working. 
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THE BIG QUESTION
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@ www.employeebenefi ts.co.uk/comments

To create the ideal care 
voucher, fi rst determine 
what a carer is, and have 
this acknowledged across 
the board. Clearly, 
childcare is a key 
consideration, and such a 
voucher should include 
every working parent as 

standard. But it should also list every employee 
who has an elderly dependant to worry about. 

As fl exible working becomes more common, 
what about people who need to work fl exibly in 
order to perform other caring responsibilities? 
What about those who look after pets? Does 
that require a separate defi nition? Are they not 
carers? Or should we extend the defi nition of 
carer to include animals as well? 

To keep things simple, let’s assume that 
carer applies only to working parents and 
carers of adult dependants. I think the 
stressed-out working dog owner is a few years 
away from being given the same level of 
support in the UK (although they’re getting 
closer in the US).

The perfect care voucher would support all 
carers when they need it most. Of course, 
there is an easy way to make that happen. 
Draft the scope of carer widely, allow the care 
voucher to be used in a variety of 
circumstances, and make payroll departments 
responsible for policing it.

The ultimate care voucher needs to help 
employees fi nd the right care solution, which is 
often a bigger stress than the fi nancial 
challenge of actually paying for the care.

It would also fi nd and pay for emergency 
care when normal arrangements have broken 
down, which happens more often than people 
would like or are prepared to admit.

Interest in the 
government’s new 
tax-free childcare scheme 
is growing among 
employers and working 
parents ahead of its 
autumn 2015 launch. But 
the scheme deals only 
with childcare. What about 

carers of a disabled adult or elderly relative?
At present, there is no similar scheme to 

provide staff with other caring responsibilities 
with fi nancial support. These employees may 
have had to reduce working hours or even 
leave a job to meet their caring responsibilities.

The interests of most employers and staff 
are likely to be unifi ed when it comes to 
support for caring. If the fi nancial burden for 
caring can be reduced, employers could avoid 
losing staff and employees could keep working.

So, what would the ultimate care voucher 
look like? At the top of the list is a scheme that 
is transparent, with clear eligibility criteria, ease 
of use and with low administration involved.

Current childcare voucher schemes are 
offered by employers, but not all employers 
participate, so take-up has been restricted. The 
ultimate care voucher would be administered 
by HM Revenue and Customs so all eligible 
employees can access it and the administrative 
burden on employers would be reduced.

Individual care accounts, which permit 
employees and others to pay money into them, 
would be attractive and this could be modelled 
on the new childcare voucher scheme, which 
enables staff to access accounts from 
smartphones and other digital devices and link 
the scheme to registered carers.

Perhaps the ultimate voucher scheme is one 
where choice is in the hands of the employee.

The ultimate care voucher 
would be a dozen different 
things. It would be 
accessible, affordable and 
appropriate for working 
parents and carers.

It would apply to 
childcare and care for a 
dependent adult, such as a 

partner, elderly parent, relative or close friend.
It would be simple and fl exible to use for 

emergency or back-up care, care search, 
information and advice services, and the 
sourcing, arrangement and delivery of 
care services.

It would cover care and support services 
anywhere across the country for workers who 
are caring at a distance.

It would cover care provided at home, 
hospital or in other settings.

It would cover technology-enabled care, 
such as telecare and other equipment which 
can help people to live independently and help 
their family members to stay in work.

It would be affordable and exempt from tax.
It would be available in two ways: either 

through the workplace as a tax-exempt 
employee benefi t or, if the employer does not 
provide vouchers, through a central provider, 
also on a tax-exempt basis.

The prime place to let people know about, 
and access, the voucher, is via their workplace. 
However, because not all employers are likely 
to choose to offer a voucher, it is important 
that individuals with caring responsibilities can 
access them outside the workplace as well.

It would be accessible to people with caring 
responsibilities who are gradually moving into 
work; for example, following a period of caring 
or the birth of a child.

What would the ultimate care 
voucher for employees look like?

Andy Major is director of the GoodCareGuide.

co.uk

Suzanne Tyrrell is an employment lawyer at 

Taylor Wessing

Katherine Wilson is a strategic manager at 

Employers for Carers, part of Carers UK.

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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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

• Advance your career

•  Learn from respected reward 

professionals

•  Build knowledge, confi dence and 

expertise in reward and benefi ts

UPCOMING 
COURSES

15th – 19th September 2014

Compensation Management

20th – 24th October 2014

Benefi ts Management

book now
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SHARES

Jennifer Paterson rounds up the latest facts and fi gures around all-employee 
share schemes, including research fi ndings, case studies and legislative changes

 SHARES IN NUMBERS

@ www.employeebenefi ts.co.uk/benefi ts/share-schemes
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EMPLOYER 
CASE STUDIES
Nearly 23,000 BT 

employees will share a 

payout of £1.1 billion after 

the organisation’s 

fi ve-year sharesave plan 

matured on 1 August. 

bit.ly/1qx6529

Ocado employees have 

received an average 

payout of £7,900 after its 

fi rst three-year sharesave 

scheme matured. 

bit.ly/1oPz1oh

Tesco was the winner of 

the ‘Best employee share 

schemes’ award at the 

Employee Benefi ts 

Awards 2014. 

bit.ly/1nNzGan

Arrowfi eld Veterinary 

Practice launched an 

employee ownership 

trust in March 2014. 

bit.ly/1sqwAvv

More than 1,000 

Whitbread employees 

shared £6 million 

following the maturity of 

the organisation’s three- 

and fi ve-year sharesave 

schemes in February 

2014. bit.ly/1bEpwUG

Merlin Entertainments 

launched an international 

sharesave scheme for 

9,500 eligible employees 

in January 2014. 

bit.ly/1pM8vgP

1,500 Sky employees 

shared a payout after the 

organisation’s three- and 

fi ve-year sharesave 

schemes matured in 

January 2014. bit.ly/1oTkV1c

LEGISLATIVE CHANGES
From 6 April 2014, the savings limit for 

sharesave schemes doubled, from £250 

to £500 a month. bit.ly/1plX2CN

From 6 April 2014, the maximum value of 

shares an employee can acquire with tax 

advantages through share incentive plans 

increased by £300 a year to £1,800 for 

partnership shares, and to £3,600 a year 

for free shares. bit.ly/1plX2CN

From 6 July 2015, all employers need to 

submit their fi rst annual share plan return 

for 2014/15 online through HM Revenue 

and Customs’ pay-as-you-earn online 

services. bit.ly/1nm5YoJ

of respondents that have launched an 
initial public offering in the past four years 
operated share plans that allowed for 
awards of free shares to all employees
Source: Research published by Deloitte in April 2014. bit.ly/1ync5Ak

Only

7% higher than in 2011-12   Source: Employee share schemes statistics for 2012-13 report, 
published by HM Revenue and Customs in July 2014. bit.ly/1iQASsd

The total value of shares and options awarded 
through employee share plans in 2012-13 was

Just over a 
quarter (27%) of 

respondents are members 
of a share scheme provided 
by their employer; 46% are 
members of an all-employee 

sharesave plan, and 29% 
are members of a share 

incentive plan
Source: The Employee Benefi ts salary survey 

2014, published in January. bit.ly/1ediHEr 

Only 9% of respondents 
offer sharesave plans to 
staff as a core benefi t

6% offer access 
to other share 
or option plans.

25% of respondents offer 
share schemes to employees 
based outside the UK

Source: The benefi ts research 2014, published in May. bit.ly/UfWBP2
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HR and benefi ts professionals 
of the future will need a wide 
ariety of new expertise to help 
drive business growth, says 
Clare Bettelley

CUTTING
EDGE 
SKILLS
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>  The role of HR and benefi ts professionals 
has evolved from administrator to 
business growth driver.

>  Employee engagement is at the heart 
of the HR and benefi ts professional of 
the future.

>  Professionals that develop a neurological 
approach to employee engagement will 
have a more competitive edge. 

IF YOU READ NOTHING ELSE, 
READ THIS. . . 
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L
ong gone are the days when HR and 
benefi ts professionals were merely 
administrators responsible for 
processing staff pay and tracking their 
organisation’s sickness absence rates.

HR and benefi ts professionals are 
increasingly expected to know about every 
aspect of employee benefi ts, from pensions 
and share schemes to critical illness and bikes 
for work, and to understand their 
interconnectivity. For example, they need to 
understand the importance of, say, providing 
share scheme members with access to 
workplace individual savings accounts (Isas) to 
optimise their tax effi ciencies by transferring 
any share scheme proceeds into an Isa to 
mitigate capital gains tax. 

Small team
This is particularly the case for HR and benefi ts 
professionals working with a small team. Neal 
Blackshire, reward manager at McDonald’s 
Restaurants and winner of ‘Employee Benefi ts 
Professional of the Year’ at the Employee 
Benefi ts Awards 2014, says: “Because of the 
relatively small size of our team, we need staff 
with a broad understanding of a number of 
things. We wouldn’t hire someone just to do 
benefi ts or just to do payroll or pensions; it 
would a case of hiring across 
a multiple set of 
responsibilities.”

And as the breadth of 
benefi ts that professionals 
are expected to be able to 
cover widens, they must take 
a more strategic approach to 
their role, which includes a 
more commercial focus. 
Martin Freeman, director at 
JLT Employee Benefi ts, says: 
“It’s about [them] 
understanding their organisation’s business 
goals and how benefi ts play a part.” 

Benefi ts professionals need to understand 
how best to optimise employee wellbeing. This 
may involve them learning how best to 
optimise employee wellbeing in terms of health 
or fi nance, or to boost staff productivity or 
reduce their organisation’s sickness absence 
rates. They may also have a role in 
understanding which benefi ts can help their 
organisation to recruit, retain, motivate and 
reward staff so that it can compete in the war 
for talent and become, or maintain its position 
as, an employer of choice. 

Charles Cotton, performance and reward 
adviser at the Chartered Institute of Personnel 

and Development, says that part and parcel of 
this commercial approach is an ability to keep 
track of, and forecast, new market trends. “It’s 
about [professionals] looking for new trends 
and developments in the marketplace and 
trying to show a relevance to their 
organisation,” he says. 

“They’re not just a transactional admin 
department, but able to offer insight and help 
their organisation either do what it wants to 
achieve or be able to, from a position of 
credibility, maybe challenge this.”

For example, benefi ts professionals may 
challenge their employer’s policy on workforce 

planning, or be called upon to 
devise a policy to help 
manage its workforce. 
“Employers have now got to 
think about what 
responsibility they feel they 
have for staff that are 
retiring,” says Freeman. “Do 
they feel that they have a 
duty to provide guidance, 
even access to advice, in 
terms of workforce 
management?”

Cotton says HR and benefi ts professionals 
should revisit which benefi ts they offer their 
employees, and why, as part of their 
commercial agenda. “They need to see if the 
benefi ts are actually delivering value for their 
organisation and employees,” he adds.

Finance background
Jamie Jenkins, head of workplace strategy at 
Standard Life, believes HR and benefi ts 
professionals with a fi nance career background 
are often well placed to take a more 
commercial approach to their role. 

He says: “They can look at something and 
question how they can make it work 
commercially and fi nancially for their JA

CK
O

It’s about them 
understanding their 
organisation’s 
business goals and 
how benefi ts play 
a part”
Martin Freeman, JLT Employee Benefi ts

COVER STORY
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organisation, and how they can turn a cost into 
an opportunity.”

But Jenkins says that understanding how to 
engage employees in their organisation’s 
benefi ts is probably the most important skill 
the benefi ts professional of the future will 
possess. “The main thing is staff who have a 
track record of, or experience in, engaging staff 
in benefi ts more widely,” he says.

For example, with retirement planning, 
benefi ts professionals of the future will 
understand the value of engaging staff in 
pensions rather than becoming preoccupied 
with how the scheme works and the 
surrounding compliance.

Using neuroscience 
Jan Hills, author of Brain-savvy HR: A 
neuroscience evidence base and partner at 
Head Heart + Brain, a consultancy designed to 
improve leadership through fi ndings from 
neuroscience, believes this will be a core 
discipline that HR and benefi ts professionals of 
the future will draw on to perform their role 
and engage employees.

“Neuroscience is the scientifi c study of the 

nervous system and will be used by HR and 
benefi ts professionals of the future to help 
shape their benefi ts propositions,” says Hills. 

In short, it can be used to help professionals 

EMPLOYEE BENEFITS ACADEMYEMPLOYEE BENEFITS ACADEMY

KEY TRAITS FOR FUTURE BENEFITS MANAGERSKEY TRAITS FOR FUTURE BENEFITS MANAGERS

Courses offer useful knowledge for professionals
Reward and benefi ts 
managers looking to develop 
their career or grow their 
compensation and benefi ts 
knowledge could gain from 
2014 courses from the 
Employee Benefi ts Academy.

A joint venture between 
Employee Benefi ts magazine 
and Total Reward Academy, 

the Employee Benefi ts 
Academy provides expert, 
practical training in benefi ts 
and compensation 
management.

The Academy’s 2014 
courses are still open 
for registration.

This year’s remaining 
benefi ts course will take 

place on 20-24 October.
It will cover: the design 

and fi nancing of benefi ts 
plans; pension plan design 
and fi nancing;  benefi ts 
communication and strategy; 
international benefi ts; and 
employee share plans.

Upcoming compensation 
courses will take place on 
15-19 September and 
24-28 November.

These will cover: using 
salary surveys; analysing, 
interpreting and presenting 
pay data; job analysis and 
progression systems; pay 
setting and progression 
systems; and planning 
and managing salary 
review budgets.

Employers can also 
choose to run in-house 
courses, which can be 
arranged for a minimum of 
six delegates.

understand which benefi ts create positive 
reactions in employees’ brains and, therefore, 
optimise the extent to which they engage 
with their organisation. Hills says: “In the 
area of reward, [neuroscience] is challenging 
the almost lopsided view that reward is 
really about money and bonuses, and is 
beginning to show that staff get a sense of 
reward as much from working together 
and helping others to achieve and be trained 
and developed.”

Training and development is important for 
HR and benefi ts professionals of the future. 
This is particularly the case in highly valued 
skills such as data mining, which will be a core 
competency in times to come, according to 
Emma Long, human resource outsourcing 
operations director at MidlandHR.

Historical data
“Historical data will be used to predict hiring 
needs, shift patterns and economic factors 
affecting the workforce, and the HR 
professional of the future will need to be able 
to take this data and apply it to their business,” 
she says. 

McDonald’s Blackshire agrees. “Increasingly, 
the principal skill that everyone in HR as a 
whole, but reward particularly, is going to need 
is the ability to disseminate important 
information from the vast raft of data that we 
get deluged with every day,” he says. 

“From email inboxes to Twitter and LinkedIn, 
we’ve got information coming at us all hours of 
the day and night, and it’s then easy not to see 
the wood for the trees. We need to be able to 
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Clare Bettelley is 
associate editor at
Employee Benefi ts

@ Read also Grow your career with the Employee 
Benefi ts Academy at bit.ly/1oQSrtd

Discover why 20,000 businesses choose 
us as their healthcare provider
Discover how we can help your business
www.simplyhealth.co.uk/eb

1406029-20,000-EB-SA-0614

Cover is provided by Simplyhealth, a trading name of Simplyhealth Access.  Authorised by the Prudential 
Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority. 
Calls may be recorded.

spend time on what is important and fi lter out 
what isn’t.”

Mercer’s Freeman believes that social media 
sites, such as LinkedIn, can provide a good 
source of free information with which 
professionals can develop their skillsets and 
keep track of industry trends, overcoming the 
challenging costs of formal qualifi cations. 

But Blackshire says the most valued 
attribute requires no training at all. “It’s a good 
sense of humour because it’s quite important, 
given the amount of time we spend at work, 
that we have fun while we’re doing it.”  

Viewpoint

Joe Gladstone 
is an academic 
researcher and 
consultant based at the 
University of Cambridge

Understanding what motivates employees 
is fundamental to what an HR professional 
does. Yet, for decades, they have used the 
same superfi cial frameworks to model 
ways that staff evaluate information and 
make decisions, ignoring decades of 
evolving scientifi c research.

The recent surge of interest in 
behavioural economics, which draws 
insights from psychology and economics 
to help explain how people make choices, 
means the old ways of doing HR are over.

Employers such as Google are gobbling 
up expertise in this area to apply to their 
HR department, or ‘people operations’, as it 
prefers to call it. This is because the fi eld 
has produced remarkable insights into 
how to design and communicate benefi ts 
plans and motivation schemes.

Examples include how to motivate and 
retain employees without raising costs. 
Economics tells us that staff put in more 
effort only if they are compensated with 
higher wages. But fi nancial incentives can 
actually undermine personal motivation. 
Rewards are powerful when they make 

employees feel valued and give them a 
sense of progression.

Another example is how to optimise the 
communication of employee benefi ts. 
Choice architecture (how various options 
are framed, ordered, and described) is an 
effective technique to engage employees. 
For example, having too many options can 
create decision-making paralysis.

Surveys and interviews are premised 
on staff being consciously aware of what 
they want. This is rarely the case. Only a 
controlled experiment can offer adequate 
answers to many of these questions.

As results from behavioural economics 
continue to spread into the public sphere, 
HR professionals need to be at the 
forefront of engaging this new science. 

First, they need to realise that they are 
not intuitive psychologists, and that years 
of experience rarely trump insight gained 
from thorough experimentation. Second, 
they should also read useful books. A 
particular favourite is Thinking Fast and 
Slow by Nobel Laureate Daniel Kahneman.

Third, they need to recognise when they 
need external help. A cost-effi cient 
method is to engage industry specialists 
or academics to offer training sessions 
and/or to consult on key questions.

Organisations have spent decades 
studying customer behaviour. It’s time 
they applied the same energy to 
understanding their staff. HR departments 
are just the beginning; the new race is to 
understand human behaviour. 

Why HR professionals need 
behavioural economics
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As well as making your HR team more appreciated internally; health screening 
benefi ts can also make a very measurable difference to the performance of your 
business. Your people will appreciate the Bluecrest difference:

Get your FREE guide to wellbeing – and information on better value, more convenient, high quality health checks

Please send me my FREE Employee Benefi ts guide and FREE health screening voucher:

Far more convenient than traditional hospital 
based screenings.  Bluecrest has the largest 
network of clinics in the UK (Visiting 1,760 
locations each year including many harder to reach 
areas in Scotland, Wales and Ireland.  Plus, for no 
extra cost, we can also deliver screenings at your 
premises for the ultimate convenience of your staff

More cost-effi cient.  With prices from as little 
as £129, your staff can get full health screenings.  
Our laboratory readings are comparable to those 
of leading hospitals (covering full blood samples 
rather than inferior “fi nger prick” testing).

High quality.  Our reporting is at the forefront 
of the sector (you’ll see an example when you get 
your free pack) – and your people can also now 
access ALL their results using our motivational 
online results service

Plus, now your people will also have the 
reassurance of 24/7 access to a private GP 
helpline 365 days a year at no extra cost.

What’s more, your health screening service can 
now move from being an expensive “executive 
perk” to a motivational driver for change in your 
business.  We can provide you with the metrics 
to highlight health concerns in your business and 
then work with you on tailored interventions to 
improve the health of your people.

It’s time to move from just giving 
your staff a great benefi t, to also 
giving your business a more cost-
effective, high quality service that 
can really show how much you are 
leading employee wellbeing in your 
organisation.

Freepost Plus RTEG-CJXH-KJSG Bluecrest Health Screening Ltd, Caravelle House, 
17-19 Goring Road, Goring-by-Sea, West Sussex BN12 4AP

Name: 
Company: 
Address: 

Postcode: 
Phone number: 

Alternatively, please call 0800 652 2107, email better@bluecrestwellness.com
or request a pack online at www.bluecrestwellness.com/EB

Complete the form below or call 
0800 652 2107 for your FREE guide 

better Employee Benefi ts

Are you the most 
popular Employee 
Benefi ts expert?

FREE guide to better 
Employee Benefi ts

FREE Health 
Screening
Voucher 
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D
ata is one of the buzzwords du jour, 
and the healthcare benefi ts market 
is no exception. But what data is 
available to employers and how can 
they put it to best use?

A good place to start is by asking healthcare 
benefi ts providers for claims data, particularly 
for benefi ts such as private medical insurance 
(PMI), group income protection (GIP), employee 
assistance programmes (EAPs), and health 
cash plans. This data typically details the 
number of claims made in a certain period, the 
cost of claims, and which medical conditions 
individuals are claiming for.

Patrick Watt, corporate director at Bupa UK, 
says: “If employers can really understand data, 
it will tell them why their costs are what they 
are and, more importantly, the health profi le of 
their organisation. [This will tell them] if the 
claims experience is driven by employees or 
their families, and where are people having 
treatment. Understanding the data can really 
help in terms of the future and how employers 
would want to design a healthcare plan.”

Key questions
Employers can then develop their health and 
wellbeing strategy. Key questions to consider 
include whether they have the most 
appropriate healthcare benefi ts in place to deal 
with prevalent health issues and whether those 
that they do offer are being fully utilised.

Wolfgang Seidl, head of health management 
consulting at Mercer, says: “With the data, they 
can create health pathways. For example, if 
mental health is the biggest issue in an 

Data can be essential to a healthcare strategy, says Debbie Lovewell-Tuck
FOCUS ON THE FACTS

organisation, it may want to create a health 
pathway to nip it in the bud and also do the 
right thing reactively. Having a clinical pathway 
can make better use of [an employer’s] existing 
resources, but it could also identify where it 
might have a gap in provision.”

Claims data can also inform the design of 
benefi ts, such as PMI, enabling employers to 
work with their provider to structure schemes 
to their workforce and claims profi le. Doug 
Wright, medical director at Aviva UK Health, 
says: “It allows us to present alternative ways 
of managing that spend to employers. For 
example, rather than just offering a completely 
free choice of specialists and hospitals to all 
corporate clients, we’re able to offer them a 
more focused choice.”

Bupa’s Watt adds: “Data is fundamental to 
the way [providers] price a corporate 
healthcare plan, so employers should take an 
interest in understanding their claims 
experience, because, ultimately, that is how 
they will understand what they’re paying for.”

Other data sources are also available. Data 
from health risk assessments, for example, can 
give an overview of a workforce’s health profi le.

Risk assessments can help to identify the 
proportion of a workforce engaging in lifestyle 
behaviours that could lead to poor health later 
in life. Shaun Subal, director of strategic 

>  Data can enable employers to structure a 
health and wellbeing strategy tailored to 
the specific needs of their workforce.

>  Claims data from healthcare benefits 
providers and an organisation’s absence 
data are key information.

>  Comprehensive, robust data covering the 
entire workforce can be hard to obtain.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

projects at PruHealth, says: “There are three 
controllable behaviours – smoking, physical 
activity and nutrition – which lead to four 
diseases of lifestyle – heart disease, lung 
disease, diabetes and cancer – and these are 
responsible for 50% of deaths worldwide.”

Knowing that a large number of employees 
are smokers, for example, means their 
employer can focus its wellbeing activities and 
investment on supporting staff that want to 
quit, and raise awareness of the issue.

Treat with care
But Iain Laws, managing director of UK 
healthcare at Jelf Employee Benefi ts, warns 
that data from health risk assessments should 
be treated with care. “The picture [employers] 
get from that data can feel very powerful, but it 
is potentially skewed,” he says.

“It could be skewed in favour of all the people 
who are fi t and healthy, but take a lot of 
interest. This could present [employers with a 
picture of] a fi t and healthy workforce, when 
actually they haven’t got this because the 
people they need to treat aren’t engaging with 
it. Or they get a picture of poor health because 
it’s the worried well or the sick who engage.”

Take-up data from wellbeing benefi ts that 
are offered via fl exible or voluntary benefi ts 
schemes is also a useful way for employers to 

@ www.employeebenefi ts.co.uk/benefi ts/healthcare-and-wellbeing
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Come and visit us on stand 621

®

Protect your employees eyesight from just £25
For more information please call 0844 800 4028

Viewpoint

Ivan Robertson 
is director of 
Robertson Cooper

A report by the Organisation for 
Economic Co-operation and 
Development on knowledge-based 
capital, Supporting investment in 
knowledge capital, investment and 
innovation, published in October 2013, 
shows business investment in these 
assets is growing at an even faster rate 
than investment in physical capital. In 
principle, the analysis of big data can 
reveal patterns that could lead to new 
research, treatments and an overall 
improvement in healthcare provision.

The potential is there, but will it be 
realised? Progress towards new public 
health insights is already visible, and 
projects such as UK Biobank are 
collecting data that will be mined to 
identify connections between lifestyle, 
diet and work habits. Identifying 
frequent healthcare claims not only 
enables employers to cut costs, it also 
affords a greater understanding of what 
is affecting the wellbeing of their staff.

What we can measure, we can 
manage, so the availability of abundant 
data could be an essential resource for 
employers to tap into. The destination is 
exciting, but the journey is not hazard-
free. Issues will arise, but I am sure 
solutions will be created to meet them. 

We are entering an age where big 
data analytics is closer to the heart of 
social enterprise than ever, and forward-
thinking employers will mine that data 
to innovate their healthcare strategies. 

CASE STUDY  DISCOVERY NETWORKS

PMI data used to design strategy
Discovery Networks is rolling 
out a global stress 
awareness campaign after 
data from its private medical 
insurance (PMI) provider, 
PruHealth, identifi ed stress 
as an issue in its workforce.

Roland Baskeyfi eld, 
international compensation 
and benefi ts manager at 
Discovery Networks, says: 
“Everything is anonymised, 
but we can see at a high 
level what claims are going 
through. It’s a barometer.”

After data highlighted 
stress as an issue for some 
staff, the organisation 

decided to address the issue 
proactively. The stress 
awareness campaign, which 
will be rolled out in October 
to coincide with Mental 
Health Awareness Week, will, 
in the UK, include initiatives 
such as workplace yoga 
classes and time-
management courses.

Discovery Networks also 
uses qualitative data.

Jeanell English, global 
lifeworks and inclusion 
manager at Discovery 
Networks, says: “The 
important thing is to have a 
personal connection with 

staff. Employee testimonials 
have a lot of value. You don’t 
want to force trends to 
appear [from data].”

Demographic data also 
plays a role in shaping the 
employer’s strategy.

In the UK, activities 
include a weekly boot camp 
in the boardroom.

identify the areas of wellbeing their staff are 
interested in and engaging with.

But perhaps the most important information 
employers hold in relation to staff health is 
absence data. This should be cross-referenced 
against providers’ claims data to obtain the 
fullest picture of health in their organisation.

But, despite data’s uses in informing an 
organisation’s health and wellbeing strategy, it 
can be diffi cult to obtain suffi cient data for this 
purpose. Jelf’s Laws says: “The range of data in 
organisations and available to employers from 
suppliers is often inconsistent and incomplete.”

With claims data, the most common issue 
stems from employers providing benefi ts such 
as PMI to only a section of their workforce, so 
any data they receive will not be representative 
of the health of their wider workforce.

Even where employers do provide benefi ts 
more widely, data will only relate to the health 
of employees who have submitted a claim, and 
will not take into account the health of staff 
who sought treatment through the NHS.

Employers must also consider that there is a 
limit to the level of data that providers can 
supply, Bupa’s Watt explains: “We are dealing 
with confi dential data and medical information, 
so employers need to understand that this is 
highly sensitive data and, therefore, insurers 
won’t release information that discloses which 
individual had what medical condition.”

Although it can be tricky to achieve, there is 
a general consensus within the industry that 
employers that effectively use data to inform 
their health and wellbeing strategy can expect 
to see a return on investment of three to one. 
Laws adds: “Data is a key enabler for shaping a 
healthcare management strategy.” 

Debbie Lovewell-Tuck is 
deputy editor at
Employee Benefi ts

@ Read also How to deliver a holistic health and 
wellbeing strategy at bit.ly/1kP27QW
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Discover why we’re the UK’s 
leading cash plan provider

Discover health cash plans from the experts

www.simplyhealth.co.uk/eb

Simplyhealth is a trading name of Simplyhealth Access, which is authorised by the Prudential 
Regulation Authority and regulated by the Financial Conduct Authority and the Prudential 
Regulation Authority. Simplyhealth Access is registered and incorporated in England and Wales, 
registered no. 183035. Registered office, Hambleden House, Waterloo Court, Andover, Hampshire, 
SP10 1LQ. Your calls may be recorded and monitored for training and quality assurance purposes.

www.simplyhealth.co.uk/socialmedia
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Let the UK’s most trusted healthcare
provider help protect your employees
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 employees 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/EBSEPT/SP7648/08.14

So, how does it work? 
benenden health is not a private medical insurer. As a mutual we
offer an affordable, discretionary healthcare service. Supported by
the contributions of around 900,000 people, your employees will
be able to request a wide 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
• Physiotherapy treatment
• Health advice, counselling & psychology
• Treatment at one of our approved hospitals nationwide
• Financial help for Cancer and TB
• And with no qualifying period, employees don't have to wait

before they request our services.

£8.19
per employee,

per month

“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

0800 414 8179*

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

Come and see us on stand 729
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E
very facet of the current workplace 
healthcare mindset is focused on 
improving healthy-living behaviours 
among staff, with many employers 
investing in plans to engage and 

interest employees in health and wellbeing.
But sometimes attaining strong employee 

engagement with a broad health and wellbeing 
programme can be hard to accomplish. But if 
an employer offered an incentive to employees 
in return for taking better care of their health, 
they may be more inclined to take action. 

Towers Watson’s 2013/14 Global benefi ts 
attitudes survey: developing a culture of health 
and wellbeing – UK results, published in June 
2014, found that more than a third (35%) 

WELLBEING

believe employers should take an active role in 
encouraging staff to live healthy lifestyles.

To do so, 29% said they would be 
comfortable if their employer incentivised 
healthier living, say by giving prizes and awards, 
and offering lower health insurance premiums. 
Only 22% said it is not the employer’s role to 
reward staff for living healthier lives.

While this nature of rewarding employees 
for healthy behaviours has slowly started to 
take shape in the UK, in the US, nearly seven 
out of 10 (68%) employer respondents deploy 
some form of incentive to inspire behavioural 
change, according to Aon Hewitt’s 2013 Health 
care survey, published in July 2013.

This has grown signifi cantly since 2011 when 

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

>  Employers could incentivise to encourage 
staff to lead healthier lifestyles.

>  29% of employee respondents would be 
comfortable if their employer incentivised 
for living more healthily (Towers Watson).

>   Incentivising employees is a common 
theme among US-based employers.

>  Employers could incentivise to encourage 
behaviours in employees, such as quitting 
smoking or reaching health goals.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

ALL TOGETHER NOW
Employers can introduce a variety of incentives to encourage employees to 
adopt healthier lifestyles, improving performance, says Robert Crawford 
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it stood at just 37%. Rebekah Haymes, senior 
consultant at Towers Watson, says: “We can 
look at the US model, which is linked to 
healthcare costs and insurance, as the real 
driver in America. It does not seem to be having 
the same desired effect in the UK.”

US pharmaceutical giant Johnson and 
Johnson uses fi nancial incentives for staff 
participating in a number of its programmes 
providing a range of health-related support and 
coaching (see column right).

Meanwhile, Hallmark Cards (see box p30), 
which launched a fi nancial incentive plan in 
2011, has seen signifi cant improvements in 
engagement and participation.

Employers can also use recognition 
programmes or build in measures to try to 
combat absence.

Dell, for example, created 
an effective peer-to-peer 
recognition programme that 
encourages employees to 
take part in sports and social 
clubs, before sharing their 
experiences and success 
stories through social 
networks and blogs.

Beate O’Neil, head of wellness consulting at 
Punter Southall Health and Protection 
Consulting, says: “Incentivising does increase 
the uptake and participation of wellness 
programmes. But incentivising should not be 
about improving participation; the focus should 
be on driving improvement in an employee’s 
health and encouraging positive change.”

The aforementioned Aon research surveyed 
837 employers in the US and found that nearly 
half (46%) of respondents, and 66% of those 
with an incentive strategy already in place, 

position the incentive as a reward.
Nearly half (47%) have a specifi c incentive 

programme focused on those who smoke and/
or use tobacco products. Of those, 43% 
position the incentive as a reward for non-
tobacco use, 47% position it as a surcharge for 
tobacco use, and 10% use a combination of 
penalties and rewards.

“If employers in the UK are going to do this, 
incentives should be [based on] the results 
employees get from weight-loss programmes, 
quitting smoking or for hitting targets and 
improving their condition,” adds O’Neil.

Such fi nancial incentives can encourage 
employees to attend wellness programmes, 
fi tness classes or sign up at the gym, but 
employers could demand to see improvements 
before they reward employees with cash.

Towers Watson’s Haymes 
says: “Employers should 
demand to see change but 
should want to incentivise in 
a way that helps educate 
employees to start thinking 
differently about their health.”

Employers can offer a 
range of incentives, instead of 

just cash. For example, rewards could include 
free healthy meals at the staff canteen, a spa 
day, or tickets to sporting events.

Paul Bartlett, head of employee solutions at 
Grass Roots, says: “Employers should certainly 
be integrating health and wellbeing into their 
reward strategy. Doing this can deliver 
engaged employees and improve motivation, 
but employers should not just give staff cash. 
That is like giving a Christmas bonus that gets 
sucked up by taxes and grocery spend.

“Employers should direct incentives towards 

Viewpoint
Sir Cary Cooper 
is professor of 
organisational 
psychology and 
health at Lancaster 
University 
Management 
School.

For organisations, it pays to be healthy. 
The early years of the workplace 
wellbeing agenda has settled that 
debate, no matter how often the bottom 
line benefi ts have to be reiterated in 
boardrooms across the world.

US pharmaceutical giant Johnson and 
Johnson has provided fi nancial 
incentives for staff participating in a 
number of its programmes, providing a 
range of health-related support and 
coaching. And it appears to have worked. 
Smoking, blood pressure and cholesterol 
levels have all improved markedly. 
However, the success of this approach is 
all about nuance. Pound signs don’t 
simply equate to pure motivation.

A clear risk is that organisations turn 
health at work into something 
transactional, or worse, parental. If the 
incentive is about simply signing up to a 
scheme, people are less likely to commit 
to action and ingraining habits that last.

There are subtler ways to incentivise 
that can encourage more positive 
behaviours. Some organisations reward 
staff with extra days’ leave, the rationale 
being that paid sick leave is a perk they 
haven’t benefi ted from over the years. 
This kind of policy communicates more 
about an ethos that values wellbeing.

Whatever the fi ner points of any 
incentive scheme that employers 
choose to adopt, there is one common 
thread: its success can be largely 
attributed to the skill of managers in 
communicating and overseeing the 
programme within their teams. There 
are a huge range of factors that could 
affect how fair or motivating the 
scheme is, from long-term health 
conditions to workloads and resources.

One size does not fi t all, so it is vital to 
take a strong base with wellbeing 
strategy and allow some free rein to 
personalise how it is delivered.

Incentivising does 
increase the uptake 
and participation”
Beate O’Neil, Punter Southall
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Robert Crawford is 
a reporter at
Employee Benefi ts

@ Read also How to win fi nance director buy-in for 
health and wellbeing strategies at bit.ly/1nqTvBp

healthy and physical options such as free gym 
membership or something that improves the 
work-life balance.”

Encouraging employees to lead a healthy 
lifestyle will have numerous benefi ts, including 
increased productivity, enhanced engagement, 
lower absenteeism and even reduced turnover, 
but employers must not exclude any staff. 

Louise Skinner, of counsel in the 
employment team at law fi rm Allen and Overy, 
says: “Although there are many benefi ts to 
incentivising a healthier workforce, it is 
important that no employee is disadvantaged 
as a result of an employer’s health-driven 
agenda. Employees who are disabled or older 
may be less able to take part in certain 

activities or initiatives, and it is important that 
they are not penalised as a result or else the 
employer could face discrimination claims.”

Strategies of the future will place even more 
emphasis on health and performance. While 
behaviourial change can be tricky, incentives 
can help, but these should not be forced upon 
staff. Organisations will need to keep schemes 
fresh and make incentives consistent while 
healthcare policies also need to be updated to 
stay exciting for employees.

Sally Luck, HR director, corporate services 
and wellness at Hallmark Cards, says 
employers should follow the US structure to 
get started on incentivising employees, but 
they should exercise caution.

“It does not happen overnight, it takes some 
time and a really dedicated individual to make 
sure it happens,” says Luck. “But do I think the 
UK should incentivise employees? Yes, but with 
some caution. Employers will not want to force 
this on employees, but once staff understand, 
they will start to feel that the organisation 
really cares about them.”  

Discover why our customer service 
is considered world class by the 
Institute of Customer Service
Discover how we can help your business
www.simplyhealth.co.uk/eb

1406029-SERVICE-EB-SA-0614

Cover is provided by Simplyhealth, a trading name of Simplyhealth Access.  Authorised by the Prudential 
Regulation Authority and regulated by the Financial Conduct Authority and the Prudential Regulation Authority. 
Calls may be recorded.

CASE STUDY  HALLMARK CARDS

Improvements in workforce health on the cards
Hallmark Cards has seen a 
number of improvements in 
workforce health over the past 
three years, since embarking on 
its programme to engage and 
educate employees to achieve 
healthier outcomes.

The organisation introduced a 
fi nancial incentive plan for 
employee wellbeing in 2011, using 
its business-to-business 
subsidiary Hallmark Business 
Connections, which runs 
employee recognition 
programmes.

Since introducing fi nancial 
incentives, the US card 
manufacturer has seen 

improvements in engagement 
and participation in its wellness 
programme. In 2013, 83% of 
employees participated in the 
fi nancial incentive programme.

Through the programme, 
employees can be rewarded with 
up to $300 (approximately £175) 
for participating in health and 
wellbeing initiatives. 

Up to $200 can be earned by 
taking part in preventive activities 
such as biometric and blood tests, 
physician checkups, health 
assessments, and educational 
activities such as attending lunch 
and learns and completing 
workshops on its online portal. 

Employees can earn a further 
$100 by attaining or making 
signifi cant progress toward two 
healthy outcomes: body mass 
index (BMI) of less than 25 and 
blood pressure which is lower 
than 120/80. 

Sally Luck, HR director, 
corporate services and wellness 
at Hallmark Cards, says: “All our 
healthcare is done through an 
online portal where [employees] 
can complete health 
assessments. We have moved 
over the years from just 
boosting engagement to seeing 
employees really take full account 
of their healthcare.”

The use of incentives has 
also helped the organisation 
lower the rising cost of company-
provided healthcare.

Luck adds: “We had a few good 
years where healthcare costs 
were mitigated because of this. 
Employees are healthier as a 
result but it does take a while for 
them to see the benefi ts.”
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N
o organisation ever wants to hit the 
headlines for the wrong reasons. 
But, when a data security breach 
occurs, it can be big news. 
According to the 2014 Information 

security breaches survey, published by the 
Department for Business, Innovation and Skills 
and PricewaterhouseCoopers (PWC) in July 
2014, 81% of large organisations and 60% of 
small businesses suffered a security breach in 
the past year and 59% expect there to be more 
security incidents in the next year. 

WM Morrison experienced this fi rsthand 
when it suffered a payroll data breach in March, 
with employees’ details being published online. 

This was followed, in April, by the news of a 
server security fl aw, called Heartbleed, 
affecting the commonly used software 
OpenSSL, which enabled hackers to get past 
the encryption used on servers to see 
passwords and other sensitive data.

Security measures
These cases highlight the importance of 
ensuring security measures are in place to 
protect employees’ information.

And with new EU data protection laws 
coming into effect in 2016, the stakes are high. 
Under the new legislation, which will apply to all 
28 member states, the maximum fi ne for 
non-compliance has been set at €100 million 
or 5% of annual global turnover.

Charles Cotton, performance and reward 
adviser at the Chartered Institute of Personnel 

Employers are holding an increasing amount of data about their employees 
and need to ensure that it is kept securely, says Debbie Lovewell-Tuck

LOCK UP YOUR DATA

and Development (CIPD), says 
security around sensitive 
benefi ts-related data is 
likely to become an issue 
for more employers as 
they reach their 
auto-enrolment 
staging dates and 
collate more sensitive 
information on their 
workforce. “Everyone 
talks about big data, but 
this creates risks to be 
managed,” he says.

To ensure their data is secure, 
there are a number of questions 
employers should ask their benefi ts providers.

Firstly, they should ensure robust security 
measures are clearly set out in service-level 
agreements (SLAs). Ideally, this should involve 
an organisation’s IT and security teams. 

Dipa Mistry-Kandola, senior consultant at 
LCP, says: “Not enough interrogation is done at 
the initial proposal stage. The employer needs 
to get a sample SLA from a provider before 
appointing it, get IT to add in any caveats so it is 
clear and open, if anything goes wrong, what 
the provider will do and what the employer 
expects of it in how the data is managed.”

Employers should also ask to see references 
from existing clients and a register of any 
previous data security breaches. Reputable 
providers will not be concerned about sharing 
this information, says Michelle Crook, chair of 
the board of trustees at the Chartered Institute 
of Payroll Professionals (CIPP).

Where a benefi ts provider uses a large data 
space to host its systems, employers may also 
wish to visit these to see how the data is 
stored and the security measures in place. 
They should also ask a provider whether their 
data will be isolated from other clients and, if 
not, how segregated it will be.

If an employer is switching providers, it 
should ensure all data held by the outgoing 
provider is destroyed, says Tom Polden, head of 
software as a service at Lorica Employee 
Benefi ts. “[Employers] need to get written 
confi rmation that this has been done,” he says.

Some standards and 
accreditations can indicate 

how robust a provider’s 
data security processes 

are. ISO 27001 is the 
most popular global 
standard. But 
employers should 
always ask to see 
written confi rmation 

from a provider that it 
has the standards it 

claims to have.
Employers should also 

question what measures are in 
place to ensure data remains secure 

during transfer, for example between software 
providers and benefi ts suppliers. “[Employers 
need to ask] is it automated, is it transferred 
through data feeds, and does the provider 
ensure the transfer is secure?” says Polden.

Ensuring data is encrypted is key, while audit 
trails specify who has accessed specifi c data.

Test for vulnerabilities
As part of their system maintenance, providers 
should appoint an approved third party to test 
their systems for vulnerabilities that could be 
exploited by hackers. This data penetration 
testing should be carried out at least annually.

The potential internal people risks to data 
security should also not be overlooked, as was 
demonstrated in the case of Morrisons, which 
saw an employee arrested over its breach. 

Crook says: “Internal controls are things like 
understanding your own data, knowing who 
has access to it, both from an internal point of 
view and from a provider’s, having internal 
controls so you know what the process is and 
how somebody is made a leaver, and making 
sure user accounts are reviewed.” 

@ www.employeebenefi ts.co.uk/benefi ts/technology-and-administration
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Debbie Lovewell-Tuck is 
deputy editor at
Employee Benefi ts

@ Read also Why hard data on benefi ts has become 
so crucial at bit.ly/1kxogVF

>  Employers should ensure data security 
measures are clearly set out in service-
level agreements with benefits providers.

>  Do not overlook internal people risks to 
data security.

>  EU data protection laws coming into effect 
in 2016 set the maximum fine for 
non-compliance at €100 million or 5% of 
annual global turnover.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

EB_0913   33EB_0913   33 15/08/2014   15:4615/08/2014   15:46



www.sgfleet.com
0845 868 7124

A totally unique approach 

Novalease is sg
offering, where employees can drive a brand new, fully maintained 

               No cost and with minimal administration
               No scheme risk or liability to the employer

EB_0914_034_SGFleet_FP   34 14/08/2014   10:20



www.employeebenefi ts.co.uk  I  September 2014  I  35

CARS

FUNDING TRENDS
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@ www.employeebenefi ts.co.uk/benefi ts/company-cars-and-fl eet

>  There are six types of funding options for 
employers to fund company cars.

>  Contract hire is the most popular of these 
and is often used for salary sacrifice 
arrangements.

>  Employers can opt for a combination of 
funding methods to give staff more choice.

>  Organisations are also removing cash 
allowances to get employees to take up a 
company car scheme.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

I
nvestigating all the possible options for 
funding an organisation’s fl eet can help 
employers to offer the most cost-effective, 
effi cient solution. 

There are six main types of fl eet funding 
available: contract hire, contract purchase, 
employee car ownership (Eco), fi nance lease, 
hire or lease purchase and outright purchase.

Historically, outright purchase was the most 
popular fl eet funding method, 
but over the past 20 years, it 
has been overtaken by 
contract hire.

Each funding option has a 
number of advantages and 
disadvantages, depending on 
the nature and needs of an 
organisation.

Jane White, head of fl eet operations at 
Optimum Fleet Management, says: “Choosing 
the right leasing options is clearly the essential 
foundation of effective cost control when it 
comes to fl eet management. Employers should 
choose the method that best suits their 
current and future requirements.”

Salary sacrifi ce car schemes have attracted 
a great deal of interest from employers and 
employees. These are almost always 
underpinned by a funding arrangement, with 
contract hire being the most common of these.

John Given, sales and marketing director at 
Pendragon Contracts, says: “Contract hire 
with maintenance included remains the 
most popular way of funding a fl eet. The 
benefi ts include easy budgeting through 
fi xed monthly rentals, while maintenance 
and fl eet management support services can 
be outsourced and included in the contract.”

White adds: “It can come with or without a 
maintenance package but, 
often, employers choose to 
give their employees a fully 
maintained car. 

“Costs for the lease and 
maintenance are fi xed, 
making it easier to budget 
for costs, while the leasing 
companies carry risks.”

But contract purchase may be more suitable 
for some models of car than others. Andrew 
Hogsden, senior manager, strategic fl eet 
leasing at Lex Autolease, says: “Contract 
purchase, for example, allows organisations to 
take advantage of tax benefi ts for cars that 
have low carbon dioxide emissions, 
sub-95g/km, but we see few examples of 
these types of deal.”

One of the latest trends among employers is 
to use a combination of funding methods for 
their fl eet, which may enable them to offer a 

greater choice to employees. 
John Pryor, chairman of the Association of 

Car Fleet Operators (ACFO), says: “One-size-
fi ts-all does not apply and a combination of 
funding options may be best.”

Insurer Axa, for example, structures its car 
scheme for all employees around three funding 
methods: employee car ownership, contract 
hire and a salary sacrifi ce scheme.

Blended funding
The best way to achieve blended funding is 
through online real-time quoting platforms, 
which can help employers to identify the most 
cost-effective option at the point of order. 
These platforms will take into account the 
cost of ownership of a car, using a whole-life 
cost methodology.

Ian Hughes, commercial director at Zenith, 
says: “Due to the evolving tax landscape, we are 
seeing blended funding methods become 
more popular, for example across a fl eet some 
drivers’ cars may be funded by contract hire 

WHAT ARE THE FUNDING OPTIONS?
Contract hire: A car will be leased to an 
organisation for a fi xed term and mileage is 
written into the agreement car-by-car. 
Contract purchase: A form of conditional 
sale in which the end user acquires ownership 
of the car in return for a series of repayments.
Finance lease: This gives an organisation the 
choice to pay the entire cost of the car, 
including interest charges, over an agreed 
lease period, or to pay lower monthly rentals. It 
does not involve ownership of the car.  
Employee car ownership: A structured 
cash-for-car scheme. The title to the car 
passes to the driver at the outset, in return for 

which he or she must make repayments 
covering fi nance and maintenance. 
Hire purchase: This is a fi nancing product 
that allows organisations to buy a car through 
the payment of instalment credit. The lender 
uses the car as security for the outstanding 
payments, and when the fi nal payment is 
made, ownership transfer to the employer.
Outright purchase: The car is the property of 
the organisation from the outset and has 
complete control of its use. The employer 
must take responsibility for the service and 
maintenance of the car, presenting a regular 
draw on fi nances. 

Contract hire with 
maintenance remains 
the most popular”
John Given, Pendragon Contracts

Choosing the right funding method makes a big difference 
to fl eet operating costs, says Robert Crawford
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and some by Eco.”
While Eco arrangements still 

make up only a small share of 
the market, they saw 
rekindled interest among 
employers due to the increase 
of the authorised mileage 
allowance payment rate to 45p/mile in 2011 
and a rise in the threshold for interest-free 
employer-to-employee loans from April 2014.

Some employers are also withdrawing cash 
allowances at certain levels within their 
organisation because of concerns over road 
risk management. This can also help to save 
organisations money, as well as boost take-up 
of company car schemes.

Cash allowance
Retailer Asda, for example, has encouraged 
staff to take up its company car scheme 
instead of taking a cash allowance. As a result, 
it has saved about £6,000 per car, compared 
to the cost of providing a cash allowance.

Helen Fisk, autosolutions manager at ALD 
Automotive, says: ”Many employers recognise 
that getting cash allowance drivers back into a 
managed car scheme [has its advantages]. This 
solves much of their concern over road risk 

Robert Crawford is 
a reporter at
Employee Benefi ts

@ Read also Top ways to save on car running costs 
at bit.ly/1l5MpVK

CARS

CASE STUDY UNIVERSITY OF READING

Leasing brings more for less
The University of Reading 
launched a salary sacrifi ce 
car leasing scheme in June 
to improve its employee 
benefi ts package.

The university decided on 
a leasing arrangement, 
underpinned by contract 
hire, because of its low cost 
and the ability to offer staff a 
fully maintained car.

Claire Eckett, HR manager, 
rewards and benefi ts at the 

University of Reading, says: 
“We are always looking to do 
more with less and this type 
of arrangement has minimal 
cost implications.”

The car leasing scheme, 
Mycar, provided by 
Leasedrive, is aligned with 
the university’s sustainable 
travel plan and carbon 
reduction targets. 

It has implemented a 
130g/km CO2 emissions cap 

on the cars available through 
the scheme.

The organisation hopes 
that more than 5% of its 
employee population will 
take up the scheme in 
due course.

management, which has resulted in a 
boost in salary sacrifi ce schemes.”

Of all the available funding 
methods, contract hire is likely to 
remain the most popular among 
organisations. But there could be 

some changes if new international 
accounting standards are introduced.

These standards mean employers will have 
to split their lease costs into the fi nance 
elements, which will be entered on to the 
organisation’s balance sheet, and the 
maintenance and management fees, which will 
go on the profi t and loss account.

Alastair Kendrick, tax director at 
accountancy fi rm MHA MacIntyre Hudson says: 
“The debt will then need to be shown on the 
balance sheets, which at the moment it does 
not. This may lead some to move to alternative 
funding methods.” 

Viewpoint

John Pryor 
is chairman of the 
Association of Car 
Fleet Operators 
(AFCO).

Funding is bespoke to individual 
employers and while tax changes can 
trigger a switch in funding routes, so can 
alterations in an organisation’s status 
and attitude.

These include, for example, its ability 
to borrow money and its own cash 
situation, its attitude to fi nancial risk 
and its level of internal fl eet expertise, 
as well as changes in its VAT or 
corporation tax position. 

For many years, the marketplace split 
between organisations choosing to 
lease or buy their fl eet cars outright has 
been about 65% to 35%, but within that 
split there is fl exibility for change.

Since 1 April 2013, the 100% writing 
down allowance threshold for company 
cars has been set at 95g/km and below.

A number of fl eets that historically 
opted for contract hire company cars 
have moved to outright purchase or 
contract purchase for cars that fall into 
the 95g/km-and-below sector. 

This allows them to benefi t from the 
advantageous tax position, because 
leasing companies are unable to claim 
100% fi rst-year writing down allowance 
on cars with emissions of 95g/km 
and below.

Although no date for any accounting 
changes has been announced, some 
businesses will be concerned that 
including contract hire cars on their 
balance sheets will impact on their 
gearing and ability to borrow money. 

We are the  
Wine Experts  
for your business

Visit us at Employee 
Benefits Live on stand 212

Whether you require Employee Benefits,  
Sales Incentives, Multi-Destination Delivery,  
Customer Retention, Loyalty Initiatives or  
simply Memorable Gifts, we can help. 
laithwaites.co.uk/wineforbusiness
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GROUP RISK

A
ccording to Working with Cancer, 
about 100,000 people of working 
age are diagnosed with cancer each 
year, while more than 245,000 
deaths a year are caused by 

cardiovascular diseases such as heart attacks, 
according to the British Heart Foundation. So it 
is perhaps unsurprising that these are two of 
the most common medical conditions covered 
under group critical illness (GCI) insurance.

During the economic slowdown, the overall 
group risk benefi ts market stuttered, but the 
popularity of GCI cover has risen, perhaps 
partly because of such health statistics.

In 2013, for example, the number of people 
insured under GCI increased from 339,073 to 
382,624, a rise of 12.8%, according to the Swiss 
Re Group watch 2014 report, published in April.

By comparison, death benefi ts increased by 
2.2%, while group income protection grew by 
3.8% year on year.

Paul Avis, marketing director at Canada Life 

the fact that the proportion of GCI cover taken 
up through fl ex schemes makes up the vast 
majority of the £67 million paid out in claims 
each year through critical illness schemes, with 
£41 million paid out under fl ex.

In 2013, 1.5 million people contributed to 
group risk insurance through fl exible and 
voluntary benefi ts, representing a 7.8% rise on 
2012. Critical illness alone saw a increase of 
6.7% in employees contributing through fl ex.

But insurers and intermediaries stress that 
online technology must be in place to unlock 
the potential of critical illness cover via fl exible 
benefi ts. Ron Wheatcroft, technical manager at 
Swiss Re, says: “Over a period of several years, 
the numbers have continued to grow as a 
result of more employees having greater 
choice through fl exible benefi ts packages. 

“GCI fi ts nicely with these packages, but we 
expect it to grow by a further 105,000 [lives 
covered]. Improved technology and benefi t 
platforms are likely to support that.”

Relatively new
Katharine Moxham, spokesperson for industry 
body Group Risk Development (Grid), says: “It is 
still relatively new. It was launched in the 1980s 
but is the fastest-growing area of group risk 
and an increasingly popular part of fl ex. It is 
something that employees see real value in.”

The continued growth and success of critical 
illness is clearly aligned to the popularity of 
online fl exible benefi ts programmes, which is 
continuing to grow due to employees’ ability to 
select benefi ts anywhere and at any time. But 
the real value of GCI to employees lies in the 
knowledge that they have fi nancial back-up 
should the worst happen.

David Williams, director of group protection 
at Friends Life, says: “Those that take GCI up via 
fl ex schemes also buy it for their partners. This 
is where people really start to see the value of 
it and this has heightened the increase in fl ex.

“But if employers are offering protection 
benefi ts like critical illness cover or income 
protection, they should be shouting from the 
rooftops about it. These are incredibly valuable 
benefi ts that can help employees feel more 
secure knowing that they have some fi nancial 
back-up should the worst happen.” 

>  Critical illness is an easy benefit to understand and offers cost-effective cover if an employee 
suffers from a chronic condition, such as a heart attack or cancer.

>  Group critical illness is popular in flexible benefits schemes.

>  The number of people insured under group critical illness insurance increased by 12.8% in 
2013 (Swiss Re Group watch report 2014).

>  It is set to grow by 11% within flexible benefits plans this year (Employee Benefits/Towers 
Watson Flexible benefits research 2014).

IF YOU READ NOTHING ELSE, READ THIS. . .

SAFETY IN 
NUMBERS

Group critical illness insurance is increasingly valued 
by both staff and employers, says Robert Crawford 

Group Insurance, says: “Employees can see a 
far more immediate benefi t from group critical 
illness. It’s so popular because everyone knows 
someone who has had a heart attack, suffered 
from cancer or had a stroke.”

Swiss Re’s abovementioned research also 
showed that the number of GCI schemes has 
gradually increased over the years, rising from 
2,073 in 2009 to 2,655 in 2013.

Critical illness is also an easy benefi t for 
employees to understand, offering valued 
cover should the worst happen.

For employers, GCI is easy to put in place. If 
the level of cover required is below about 
£250,000, no medical underwriting is 
necessary, making the policy easy to offer and 
administer. Also, if a claim is made, the 
payment is made directly to the employee 
rather than via their employer.

GCI is particularly popular as an option 
offered via fl exible benefi ts schemes. Swiss 
Re’s Group watch 2014 report also highlights 

@ Read also The top six myths about group risk 
benefi ts at bit.ly/1w0oUwx

@ www.employeebenefi ts.co.uk/benefi ts/group-risk
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Robert Crawford is 
a reporter at
Employee Benefi ts
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Spencer or John Lewis, tend to be particularly 
popular in those types of situations. If the 
audience profi le is looking to fund Christmas 
rather than having a treat, then supermarket 
vouchers go down well, because there is a lot 
of food and drink to be bought.”

Sproston adds: “The advantage of gift cards 
and vouchers, while they are ubiquitous, 
ensures everyone is able to effectively 
personalise their own reward.

Gift voucher
“A gift voucher with a multitude of spending 
options says, ‘I value your contribution, I want 
to recognise your contribution, and I want to 
give you the freedom to pick something that is 
personal, relevant and of value to you’.”

P&MM sees huge demand for gift cards 
during the holiday season, with about 25% of 
its annual volume going through in the fi nal two 
months of the year. Sylvester says: “That is a 
mixture of employers wanting to do a year-end 
thank-you for employees and also, as part of a 
performance-based or recognition 
programme, employees will often save it up 
during the year to spend at Christmas.”

Gifts such as Christmas hampers have gone 
out of fashion in recent years. “The reality is, to 
put the hamper together is of note and does 
cost a bit,” says Sylvester.

“As employers looked at their ethics and 
approach, there were questions as to whether 
it should include alcohol, the religious aspects 
to consider, whether it contains pork or not, 
and so on. It can become quite complex and 
then end up being a bit bland.”

It is much more common for employers to 
host an annual Christmas party, whether this 

Rewards for employees during the Christmas period 
require careful thought, says Jennifer Paterson

SEASON’S 
GREETINGS

A
s summer slowly fades into a distant 
memory, employers are turning 
their attention to Christmas, setting 
out plans for festive rewards and 
incentives for their staff.

But more than one-third (35%) of staff have 
never received a Christmas reward from their 
employer, according to research published by 
Edenred in September 2013.

Its Saying thank you at Christmas 2013 
survey also found that only 30% of 
respondents received a Christmas reward in 
2012, and 65% did not expect to receive one.

John Sylvester, director, incentive and 
motivation division at P&MM, says: “Many 
organisations will take it as an opportunity for a 
staff-retention, employee-engagement type of 
activity to say, ‘thank you and here’s a little gift’.”

It may seem a bit early, but the immediate 
post-summer period is an ideal time for 
employers to start planning Christmas benefi ts 
and incentives. The fi rst step is to determine 

CASE STUDY SUPERDRY

Food choice went down well 
With nearly 3,000 staff and 
123 stores around the UK, 
Superdry faces a challenge 
in celebrating the Christmas 
season with its staff.

In December 2013, the 
retailer presented every 
employee with a £30 
Restaurant Choice gift 
voucher to fund their team 
Christmas outing. The 
vouchers could be spent at 
more than 1,500 restaurants 
across the UK, including Café 
Rouge, Jamie’s Italian, 
Nando’s, PizzaExpress and 
The Handmade Burger Co.

The previous year, 
Superdry provided 
PizzaExpress gift vouchers 
to store managers to 
organise team events.

Karen Kear, retail 
operations administrator at 
SuperGroup, says: “We 
decided to give everyone the 
opportunity to celebrate 
Christmas together at a 
restaurant of their choice. 

“The extensive restaurant 
network allowed staff to 
choose where they wanted 
to dine and nationwide 
coverage meant we could 

send vouchers to all stores.”
Each store manager was 

give £30 worth of gift 
vouchers for each employee 
and the teams then decided 
where to hold their 
Christmas celebration.

The gift vouchers were 
handed out in a special 
presentation wallet with a 
personalised message.

“The initiative was well 
received,” says Kear. “Staff 
appreciated the choice.”

what sort of seasonal joy an employer wants to 
bring to its staff: an end-of-year bonus, a sales 
incentive, a festive thank-you or a simple gift?

Phil Sproston, sales director at Sodexo 
Benefi ts and Rewards, says: “It is the difference 
between incentives and recognition. If an 
employer is incentivising people, it needs to be 
measurable. If it’s recognition, it can just be 
saying ‘thank you’.”

P&MM’s Sylvester agrees. “The starting point 
is to be clear about what the employer is 
looking to achieve, whether it’s a thank-you for 
the year and a little bonus for Christmas, or 
whether it’s a specifi c performance-related or 
last-quarter incentive,” he says.

An employer should also consider what type 
of reward or incentive would suit the tastes 
and aspirations of its staff. A popular option is a 
gift card or voucher, which caters to a range of 
preferences and can often help staff to 
manage their costs during the festive season.

Sylvester says: “Retailers, such as Marks and 

@ www.employeebenefi ts.co.uk/benefi ts/staff-motivation
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>  First determine what kind of Christmas 
reward to give staff, such as an annual 
bonus, sales incentive, festive thank-you 
or seasonal gift.

>  Gift cards and vouchers are popular, while 
employers can also help staff with their 
work-life balance by providing more time 
off during the Christmas season.

>  Communication is also important, so the 
reward or incentive should be delivered 
with a careful touch.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

MOTIVATION

Viewpoint

Neil Conway, 
professor of 
organisational 
behaviour and HR 
management, Royal 
Holloway, University 
of London

At individual, group and organisational 
levels, there are good reasons to 
intensify the use of year-round incentive 
schemes at Christmas, due to increased 
trade and need for labour supply.

Also, employees’ desire for money is 
heightened at Christmas and the 
opportunity cost of choosing to work at 
Christmas is higher.

The same rules apply for incentives. 
Performance-related pay is most 
effective where performance goals can 
be objectively and meaningfully 
measured, where there is a clear ‘line of 
sight’ between employee behaviour and 
the reward, and where employees have 
reasonable control over factors that 
affect performance outcomes.

The level of the reward crucially 
infl uences the focus on employees’ 
behaviour and so the organisation must 
consider whether it wishes to 
encourage individual, group or 
organisational performance. Most hedge 
their bets and use individual, group and 
organisation-wide rewards.

Employers should also refl ect on the 
kind of culture they want, particularly so 
at Christmas, where fi xating on 
incentives may appear at odds with 
other popular culture interpretations 
(a time for giving, and so on).

From this perspective, organisations 
should draw attention to the social 
impact of their employees’ work on 
customers or the public. Such pro-social 
impact can be a powerful intrinsic 
motivator at Christmas.

Turning to gifts, by which I mean 
one-off tokens of appreciation where 
there is no expectation of return, some 
research supports the desired effects of 
gifts at work. Small gifts in the short 
term boost an individual’s morale and 
gifts may have a longer-term effect by 
making the recipient feel valued.

perhaps it could consider helping staff manage 
their work-life balance. “More organisations are 
saying they will close a little bit longer over the 
Christmas holiday, and they really want people 
to have some time out to relax,” says Rose.

Festive rewards and incentives, whether 
literal or fi gurative, help to engage and 
motivate employees, but there is also a chance 
that this strategy could backfi re.

“Sending everyone a £5 gift card would do 
more harm than good,” says Sylvester. “But if 
it’s £25 or more, then generally it is taken in the 
spirit in which it’s intended. There is a balance 
between giving something that is appreciated 
and something that fi ts the budget.”

Right message
It is also worth mentioning that, because of 
today’s multicultural society, focusing too 
much on Christmas, rather than multi-religious 
celebrations, can alienate some employees.

It is important for employers to give staff the 
right message when presenting a Christmas 
reward. “It’s important that it is delivered with a 
fl ourish and with the right message, especially 
if it is a thank-you for the year,” says Sylvester.

“It’s important that it isn’t just distributed 
through the internal post system, that it carries 
the sentiment it’s designed to carry, which may 
just be ‘thank you’ or it might be ‘well done’.” 

takes the form of an end-of-year event or a 
team afternoon out. Michael Rose, director of 
Rewards Consulting, says: “In the last few years, 
with the recession, a lot of organisations have 
been cutting back on those sorts of activities.

“I’m a great believer in fi nding the 
opportunity to celebrate things and get some 
common experience, and try to think about 
people as the whole person that comes to 
work, so socialising with colleagues can be 
very important.”

Employers should also consider the timing 
of festive events, because some employers, 
such as those in retail, manufacturing or call 
centres, have specifi c resourcing needs. Rose 
adds: “Employers have to make sure they have 
the business-as-usual activity going on, while 
at the same time not excluding anyone from 
celebrating appropriately.”

If an employer can’t afford to issue gift 
vouchers to all staff or host a Christmas party, 

Festive rewards can be tailored 
according to the workforce

Jennifer Paterson is 
senior reporter at 
Employee Benefi ts 

@ Read also Ideas for alternatives to Christmas 
parties at bit.ly/1r8R9MR
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T
he general defi nition of a bonus is 
something given in addition to an 
employee’s usual compensation. The 
Christmas bonus, be it a cash or 
non-cash incentive, once a year in 

addition to usual compensation, is not linked to 
improved performance or a profi t share. Nor is 
it designed to focus staff on objectives or 
behaviours. It therefore does not establish a 
link between pay and performance at team 
or individual level, or act as a driver for change 
of behaviour.

Caring culture
It is usually intended to generate culture, not in 
the sense of enhancing team-working or 
customer service orientation, but in creating a 
caring culture, and a good place to work.

It is useful, when looking at policy on 
Christmas incentives, to examine the intended 
cultural impact. What is to be encouraged: 

The psychological aspects of Christmas incentives 
are worth considering, says Kim Stephenson

ARE PRESENTS 
APPRECIATED? 

loyalty, engagement, a sense of belonging, or 
the feeling that the organisation cares? The 
intention will infl uence the incentive power of 
the award and the best way to arrange it to 
maximise that infl uence.

More harm than good
There will have been policy, whether payment 
or not, in previous years. People are loss averse, 
which means more sensitive to losses than 
gains, and it will do more harm to be perceived 
as reducing or removing a previous incentive 
than it will do good to increase it by the same 
amount. Removal will violate an employee’s 
bonus expectations.

There will be an existing culture. If the 
employer is seen as honest and fair, most 
policy is likely to be accepted as an attempt to 
provide something valuable to staff at a 
fi nancially stressful time of year. 

In conditions of mistrust, any scheme (even 

the most generous) needs to be handled 
carefully or may be seen as an attempt to 
manipulate and will be regarded negatively.

There is often concern about outcomes, 
ensuring payments are seen as equal and fair.

This is not usually a key factor. People readily 
accept unequal outcomes, provided that they 
perceive the method of calculation as fair. 

This is procedural justice, producing a 
system for calculating the value of a bonus 
(in money or non-monetary terms) that is seen 
to be fair, even if it results in a lower award for 
an individual. 

By contrast, a system that is procedurally 
unjust, even if it gives an individual a good 
bonus, may be seen as being unfair and so 
would not be a useful incentive.

Perception of honesty and good intent can 
be related to whether the culture is seen as 
transactional or transformational. Transactional 
cultures work on trades and transactions, so a 
bonus is something given and staff perceive 
that something is wanted in return. In 
transformational cultures, the incentive is 
perceived as intended to help the relationship 
to transform, and consequently more likely to 
foster trust.

How to choose an incentive
Money is fl exible and usually welcome. It 
may not be as economical, for example, 
after tax, or as welcome as alternatives, such 
as gifts (for example, gym membership), 
recognition, development budgets for 
professional or personal development, or 
extra holiday entitlement.

Employers should decide what they want to 
achieve with the incentive, such as 
engagement. Assess the culture and how 
offers will be perceived. Bearing in mind the 
existing policy, if possible and where the 
culture allows it to work, ask staff what would 
be the best system.

If suggestions, such as a menu of options at 
a given value, can be adopted, use it and credit 
the suggester. If it cannot be used, explain why. 

Be transparent and honest about the 
process, and any reasons for non-payment. 
Where possible, give genuine control to staff 
about amounts and methods  

@ www.employeebenefi ts.co.uk/benefi ts/staff-motivation

Kim Stephenson is a business 
psychologist and Association for 
Business Psychology member

@ Read also How to select the right Christmas 
rewards for staff at bit.ly/1r8R9MR
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T
he work Christmas party can be a 
talking point among staff for months, 
so employers are under pressure to 
deliver an event that is remembered 
for all the right reasons.

Here, Employee Benefi ts has complied top 
tips for employers looking for alternatives to 
the traditional Christmas party.

1. Consider fi tness-based events
If budgets are tight, or an employer is simply 
looking for something different, an organised 
team activity is a good option. These could 
include a dance lesson, or, depending on 
location, a winter walk followed by a meal.

Steve Sutherland, event co-ordinator at 
Social Circle, says: “If it’s a call centre where 
employees are young and vibrant with lots of 
energy, get them doing an upbeat fi tness class 
like Zumba. There are lots of different options 
depending on what employees are up for.”

Team-based competitions, such as bowling 
or table tennis, are another possibility.

If it is not practical to offer one event for all 
staff, employers could host a series of activities 
and allow staff to take their pick.

2. Hold departmental events
Holding events on a smaller scale can cut costs. 
For example, an activity or meal out will have 
smaller overheads than hiring a venue for all 

Alternatively, local employers could team up 
to hold a joint event, with economies of scale.

4. Consider the event’s timing
In some sectors, such as retail and hospitality, 
the pre-Christmas period is one of the busiest 
of the year, so taking time out to organise and 
hold a Christmas party simply is not practical.

One option is to hold an event in November 
to motivate staff ahead of the pre-Christmas 
period, or to do so in January as a reward for all 
their hard work. Holding events outside of the 
traditional Christmas party season can also be 
a more cost-effective option.

Where organisations still wish to hold an 
event for staff in the run-up to Christmas, the 
day of the week they choose to do so will be an 
important consideration. Stevens says many 
retailers that opt to hold events in December 
do so on a Sunday night because Sunday 
trading laws means stores close earlier.

Employers on a budget will also fi nd that 
holding an event on a Sunday or Monday 
evening can be much cheaper than the same 
event on a Friday or Saturday evening. Stevens 
says: “We’re doing more Sunday night mixed-
group parties, where it tends to be £30 [a head] 
plus VAT for the same package, which would be 
£59.50 plus VAT on a Friday or a Saturday.”

But if the following day is a normal working 
day, employers must consider how they will 
handle employees who overindulge, impacting 
their work. Offering a slightly later start time 
can generate some good will.

5. Involve staff in planning
Research by MetLife, published in December 
2013, showed 71% of respondents would rather 
be given the cash their employer spends per 
head on a Christmas party than the party itself.

However, involving staff with the planning 
can boost engagement with the Christmas 
event. For example, staff that play in a band 
may wish to perform or they could organise 
events such as a battle of the bands. “It’s more 
about bonding,” says Grass Roots’ Bentamoune.

In some cases, this approach may have the 
added bonus of bringing the event in under 
budget by utilising employees’ skills and 
interests rather than hiring a third party 
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ALTERNATIVE 
XMAS PARTIES
Debbie Lovewell Tuck offers some top tips for 
employers seeking different festive celebrations

the workforce. Amina Bentamoune, senior 
operations manager at Grass Roots Meetings 
and Events, says: “As budgets have been cut, 
employers are holding departmental parties.”

Smaller, departmental events also work well 
for shift workers.

3. Team up with other employers
Some traditional corporate Christmas party 
venues hold mixed-group nights, as well as 
being available for sole hire. These nights 
typically comprise a meal, followed by music 
and dancing. Most are usually themed, for 
example, the 80s or an Elvis night.

As well as being cheaper, mixed-group 
nights may be a solution for organisations with 
shift working patterns. Rather than organising 
separate events for each of group of workers, 
employers can book the same package for 
individual groups on different nights to suit 
their working patterns.

Tim Stevens managing director at Best 
Parties Ever, says: “One can generally enjoy the 
same package on a Sunday, Monday or Tuesday 
for half the price of a Friday or Saturday. “

@ Read more on staff motivation at 
bit.ly/1AgvDq4

@ www.employeebenefi ts.co.uk/benefi ts/staff-motivation

>  Work Christmas parties may not suit 
organisations on a budget, those with a lot 
of shift workers or for which Christmas is 
their busiest time of the year.

>  Holding events out of season or on Sunday 
nights can be more cost-effective.

>  Fitness-based events can tie in to an 
employer’s health and wellbeing strategy.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

Debbie Lovewell-Tuck is 
deputy editor at
Employee Benefi ts
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@ www.employeebenefi ts.co.uk/benefi ts/workplace-savings

>  A number of employees say they will 
increase pension contributions after the 
2014 Budget reforms (Towers Watson).

>  Employers could use pay rises and 
employees’ birthdays to drop hints about 
pension savings.

>  Other savings tools, such as an Isa or a 
Sipp, can help boost pension contributions.

>  Financial education should be offered to 
help staff manage their finances.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

T
he greater fl exibility given to defi ned 
contribution (DC) pension scheme 
members by Chancellor George 
Osborne’s Budget in March 2014, 
coupled with employers’ focus on 

auto-enrolment compliance in recent years, 
have highlighted the importance of pensions 
and helped to raise employee awareness of the 
need to prepare for retirement.

From April 2015, staff will have more choice 
in the way they take savings from a defi ned 
contribution (DC) pension scheme. They will be 
able to take their pension wealth as a lump 

sum, drawdown income, or buy an annuity.
Since the Budget announcement, several 

pieces of research have found employees are 
likely to save more to take advantage of the 
changes, helping to make pensions more of a 
building block in their savings strategy.

According to Towers Watson’s Post-Budget 
DC pension strategy research, published in 
June, 72% of respondents are expecting an 
increase in DC pension contributions from 
employees who are close to retirement.

Young staff can also see the benefi ts. Legal 
and General’s MoneyMood research, published 
in May, found 48% of respondents between the 
ages of 18 to 24 would be willing to save more 
into a pension scheme following the reforms.

Auto-enrolment
And with more than three million employees 
now saving into a pension scheme through 
auto-enrolment, according to The Pensions 
Regulator’s Automatic-enrolment registration 
report, published in March, many employers are 
now looking at how pension schemes sit within 
their workplace savings strategy to enable 
employees to make the most of their money.

Martin Freeman, a director at JLT Employee 
Benefi ts, says: “Now, with the freedom and 
choice allowed, many employers will start to 

use pensions as a wider savings approach.”
One way to encourage staff to gently 

increase their pension contributions is to use 
behavioural techniques, says Barry Parr, a 
director at The Pensions Trust.

“It is about making sure staff are saving 
enough and that means gently increasing the 
proposition of contributions,” he says. 
“Employers could use a pay rise or a employee’s 
birthday as a trigger to give them a gentle push 
towards increasing their contributions.”

The number of pension schemes offering 
matching pension contributions for members 
has doubled in the past 10 years, according to 
Towers Watson’s FTSE 350 DC pensions survey 
2014, published in April.

CASE STUDY SCISYS GROUP

Platform was launch pad for pension contributions boost
Scisys Group has seen 30% of its 
staff increase their pension 
contributions since it launched a 
workplace savings platform in 
November 2013.

The IT services developer, 
which employs more than 400 
people, launched the platform to 
boost pensions engagement and 
offer staff a variety of saving 
options that are accessible online.

Since the launch, it has also 
seen 47% of staff opt to select 

their own investments.
Kate Wisniewski, HR manager 

at Scisys, says: “We wanted to give 
employees the freedom and 
fl exibility to fi nd something 
suitable for them. We wanted to 
empower them to make decisions 
about their pension.”

The organisation decided to 
launch a workplace savings 
platform, provided by Hargreaves 
Lansdown, when the online 
functionality of its group personal 

pension (GPP), which it set up in 
2006, started to look dated. 

It introduced a self-invested 
personal pension (Sipp), an 
individual savings account and an 
investment account, which are all 
available on the platform.

As a result, Scisys has seen 
85% of its staff register to use the 
scheme online, and 35% of its 
workforce log in to view their 
online pension account at least 
once a month.

“It is about making pensions go 
further and our staff had 
outgrown the old scheme,” says 
Wisniewski. “We treated staff like 
individuals. The savings platform 
makes pensions go further, with 
the Sipp being a key part of that.”

Employers should help staff to see their pension as part of an 
overall workplace savings strategy, says Robert Crawford

BUILDING BLOCKS
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To date, the average combined employer 
and employee contribution to a DC scheme is 
10%, according to the Chartered Institute of 
Personnel and Development’s (CIPD) Employee 
outlook: focus on employee attitudes to pay 
and pensions survey, published in February.

Michael Harvey, a director at BBS 
Consultants and Actuaries, says: “Employers 
need to take responsibility in 
helping staff provide for their 
future. They need a mixture of 
savings and investment 
options, which can help make 
their pension go further. I 
would like to see the average 
[pension contributions] go up 
to about 20%, but in some 
cases that is near impossible. 
Employers have to gradually increase 
contributions without forcing members out.”

Alongside their primary pension scheme, 
employers could also provide benefi ts such as 
employee share schemes, corporate individual 
savings accounts (Isas) and self-invested 
personal pensions (Sipps). Some organisations 
have done just that by launching a workplace 
savings platform, bringing all these benefi ts 
together, such as IT services development fi rm 
Scisys Group, which launched a platform and 
saw 30% of its employees increase their 
pension contributions (see box left). 

Creative communications agency 
Imagination is another example. Almost a 
quarter (23%) of its pension members 
increased their contributions after launching a 
workplace savings platform.

Robert Crawford is 
a reporter at
Employee Benefi ts

@ Read also Why employers are struggling to 
engage staff in workplace pensions at bit.ly/1oXkaHz

Providing access to a workplace Isa could 
also help staff meet their savings goals in the 
short, medium and long term. An Isa gives an 
employee a tax-free way of putting money 
aside throughout their career, and could be 
used at retirement to boost their pension pot. 
Staff taking part in an employee share scheme 
can also roll shares into an Isa at the scheme’s 
maturity, gaining tax effi ciencies.

From 1 July 2014, the annual Isa allowance 
increased to £15,000, as announced in the 
March Budget. This will allow staff transferring 
exercised shares into an Isa from a maturing 
employee share plan (such as sharesave) to 
protect more of their gains over the tax-free 
limit of £10,900 from capital gains tax (CGT).

Keep it simple
JLT’s Freeman says: “There is now a chance to 
look at an Isa alongside pensions if these are 
kept simple and do not have lots of investment 
options. They should be used to get people 
saving and to ease employees into talking 
about saving for the long term.”

It is important for employers to guide staff 
through the pensions savings process to make 
it more of a building block in their overall 
strategy. They could help staff undertake a 
regular review of their pension investments, 
how much the employee and employer pay in, 

and take advantage of some 
of the features of the plan. 

Laith Khalaf, head of 
corporate research at 
Hargreaves Lansdown, says: 
“There are things employers 
can do to make pensions go 
further, especially workplace 
seminars and one-to-one 
meetings, but there are also 

web tools, such as a pension calculator.
“For a lot of organisations, auto-enrolment 

has been a good starting point to get people to 
save, but they need to build on that and think 
about how much is needed to retire.”

BBS’s Harvey adds: “We need to move 
employees’ thinking away from a spend-now 
mentality. There should be incentives from the 
employer to get people saving and to make 
pensions part of their savings strategy.” 

Viewpoint

Michelle Cracknell 
is chief executive 
of The Pensions 
Advisory Service. 

Better education, less volatile 
investments and planning tools with 
personalised forecasts can all help 
employees make pensions a building 
block in their savings strategy.

Pensions can change people’s lives. 
The idea of saving to have the money to 
do the things you want to do after work 
is very attractive.

However, from our helpline at The 
Pensions Advisory Service, we are 
acutely aware that people fi nd pensions 
very inaccessible. This is due to the 
language we use, not knowing how or 
where to access information, the 
complex rules and fi nancial service in 
general. As a result, all too often people 
put it in the ‘too-hard’ box.

While there is no silver bullet that will 
get everybody saving towards their 
retirement, albeit that the Budget has 
started renewed interest in pensions 
savings for some, there are areas where 
we could help people feel more 
comfortable to make pension decisions.

There could be better use of language. 
Pensions is not an attractive word and 
even retirement has connotations that 
do not make it attractive, but the 
volumes of paper we churn out does not 
help or make pensions accessible to 
savers. Less is more.

To make pensions attractive, there 
should be some realism about what 
retirement looks like in order to manage 
expectations; longer life expectancy 
must require us to work for longer.

We should focus on the do-able and 
stop telling people they are not saving 
enough but focus on small actions that 
can help them save more.

All of these may seem like small 
steps, but they could make a difference. 
Most people who contact us know they 
need to take responsibility for their 
retirement. Let’s make it easy for them.

They need a mixture 
of savings and 
investment options”
Michael Harvey, BBS Consultants and 
Actuaries
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INDUSTRY FORUM

As the age range of the workforce widens, employers need to take account of the different needs of 

four generations when formulating a benefi ts package, says James Bolton

Benefi ts must appeal 
to all generations

Supplied by:

Each generation has its own concerns 
and priorities and being able to select 
and tailor their benefi ts to meet these 
needs has signifi cant value. Ensuring 
that every pound is appreciated 
rather than being spent on benefi ts 
that may have little or no value to a 
particular employee, helps the 
individual and the organisation.

With increasing diversity in the 
workforce and the removal of the 
default retirement age of 65, an 
employer may be taking on school and 
university leavers aged 18 and 21 as well as 
recruiting experienced individuals later in life.

Help Generation Y with fi nances
Members of Generation Y (those born in the 
1980s and 1990s), because of their age and the 
infl uence of the internet, demand quick results. 
These younger individuals are likely to be 
preoccupied with covering monthly living 
expenses and fulfi lling their fi nancial 
obligations, such as student loans.

These employees may appreciate and select 
benefi ts that can reduce their direct expenses 
and have a low tax impact. Benefi ts such as 
voluntary discounts and voucher or card 
discount schemes may be most attractive. 
Dental and travel insurance may also be helpful.

Generation X has family priorities
Generation Xers (those born after the baby 
boomers, roughly from the mid-1960s to early 
1980s) are self-reliant and more concerned 
with getting results quickly by simplifying 
processes. They helped revolutionise the use of 
technology and expect it to be used in the 
communication and selection of their benefi ts.

James Bolton is director 

employee benefi ts (South) 

at Mattioli Woods

Those in Generation X have more family-
oriented concerns, such as paying for their 
children’s education and becoming fi nancially 
stable. They may want to select a package that 
protects their family income and security in the 
event of their death or ill-health. Health cash 
plans may be important, as well as increasing 
savings, possibly into individual savings 
accounts (Isas) and pensions.

Baby boomers preparing for retirement
Older baby boomers are preparing for the end 
of their working careers. Their main concerns 
could include saving, investing wisely in their 
pension scheme, fi nancial advice on the 
retirement options available and protection in 
the event of a serious medical crisis.

For this reason, packages providing extra 
medical benefi ts or health checks could be 
more appealing. This is still the largest segment 
of the employment market today and recent 
studies suggest boomers intend to continue to 
work well into their golden years.

Benefi ts for seniors
Seniors, (those over age 65 or state pension 
age), are a growing part of the workforce, 

 @ www.employeebenefi ts.co.uk/benefi ts/total-reward
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however some benefi ts, such as life 
cover and income protection, may 
become very expensive to provide. 
Seniors value experience and 
reputation, and are, as a whole, used 
to having comprehensive health 
benefi ts. They may be concerned 
about healthcare, long-term care and 
retirement benefi ts. Private medical 
insurance can be valuable and, in 
some cases, offered at a fraction of 
the cost at which individuals could 

obtain cover outside a group scheme.

Evaluate employee benefi ts plans
As these staff members evaluate the 
employee benefi ts plans available through their 
organisations, employers may want to help 
them by improving benefi ts communications 
and offering access to advice. If businesses 
clearly explain all the options to their 
employees, the staff concerned will be more 
likely to select a package that offers the 
benefi ts most important to them, their age and 
personal situation.

The fact is that employers and their HR 
managers must navigate a complicated 
workplace that is, for the fi rst time, composed 
of four generations of workers. We must 
develop a deep understanding of the needs and 
desires of both younger and older employees, 
and construct and design benefi ts packages 
(and, most likely, fl exible benefi ts packages) 
that meet multiple goals at once.
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PENSIONS

T
he costs of administering contract-
based defi ned contribution (DC) 
pension schemes and the charges 
associated with them have been the 
subject of much debate.

Little data has been collected from schemes 
to examine these costs in detail, despite a 
number of providers signing a disclosure 
agreement with the Association of British 
Insurers concerning pension charges.

This could be because of the way contract-
based DC schemes, including group personal 
pension (GPP) plans, stakeholder schemes and 
group self-invested personal pensions (Sipps), 
are provided by insurance and fi nancial service 
providers, with the contract being between 
each scheme member and the provider.

Annual management charges
As the scheme’s administrator, the provider will 
charge the member a fee based on the size of 
the pension pot. Typically, the annual 
management charge (AMC) pays for setting up 
a scheme and its ongoing administration.

Administration covers everything from 
collecting and allocating contributions, 
handling legal obligations and ensuring all the 
information a member receives is up to date 
and accurate. This could include providing 
annual statements and responding to general 
enquires, for which the provider is responsible.

Darren Philp, director of policy and market 
engagement at provider B&CE, says: “These are 
some signifi cant costs that are absorbed from 
the AMC. It varies from provider to provider, but 

Pension administration charges need to be transparent, says Robert Crawford
NASTY SURPRISES

this is where all the 
administration is covered. 
Providers might want to use 
different models of charging 
fees and, in some cases, the 
employer might cover some costs.”

According to the National Association of 
Pension Funds’ (NAPF) 39th Annual survey, 
published in December 2013, which covered 
950,000 DC pension members, 91% of plans 
made some form of charges to members, with 
an AMC being by far the most common (71%).

The research, which looked at all DC pension 
plans rather than specifi cally at contract-based 
schemes, also found that 77% of employer 
respondents cover the cost of fees to external 
advisers. Also, nearly 62% of employers met 
the cost of administration and 20% the 
charges for fund management and custody.

Richard Wilson, policy lead for DC pensions 
and investments at the NAPF, says: “Employers 
need to be more aware of the product they are 
buying because employees do not have choice. 
They will want what is best for them, so there 
should be more transparency around charges.”

Other costs calculated under AMCs include: 
transfers from defi ned benefi t (DB) schemes 
to DC schemes, membership record-keeping, 

>  In a contract-based pension scheme, 
administration will be performed by the 
plan provider.

>  Pension administration includes collecting 
and allocating contributions, handling 
compliance and providing annual 
statements.

>  Typically, an annual management charge 
covers the costs of administration.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

@ Read also Top tips for managing default fund 
strategies at bit.ly/1nAHCsQ

fund details, liabilities, benefi t calculations and 
payments including electronic, all regulatory 
reporting including e-fi ling, annual reports and 
accounts, data audits, allowing internet 
functionality for members to view their 
pension, and any other administration matter.

David White, managing director of Creative 
Auto Enrolment, says: “I think the breakdown of 
costs are around a 10% charge for fund 
management and the rest divided between 
distribution costs of sales, marketing and all 
the elements that make up the administration.” 

AMCs typically range between 0.25% and 
1%. The bigger a pension pot, the bigger the 
charge will be for administering it. For example, 
if a pension pot is worth £1,000 and the AMC is 
0.5%, the member will pay about £5 a year. But 
if the pot grows to £10,000, the annual charge 
for ongoing administration will rise to £50.

Mark Futcher, a partner at Barnett 
Waddingham, says: “These are the costs of 

running the scheme. Ultimately, providers 
have to make sure pension arrangements 
are profi table over a long period of time, but 

some of the other costs are relatively hidden.”

Average AMC levels
According to the Department for Work and 
Pensions’ Landscape and charges survey 2013: 
charges and quality in defi ned contribution 
pension schemes, published in February, the 
average AMC for contract-based pension 
schemes has fallen slightly in recent years, 
from 0.9% in 2011 to 0.84% in 2013.

The NAPF’s Annual survey found the mean 
AMC was 0.46%, well below the 0.75% cap that 
the government will introduce in April 2015.

B&CE’s Philp adds: “Providers should want to 
provide excellent admin services to members. 
What they are being charged for is relatively 
straightforward in terms of what the provider 
is trying to achieve with administration.” 
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@ www.employeebenefi ts.co.uk/benefi ts/pensions

Robert Crawford is 
a reporter at
Employee Benefi ts
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I
n a year’s time, Dixons Carphone’s benefi ts 
package will look completely different. While 
the retailer, formed by a merger between 
Dixons Retail and Carphone Warehouse in 
August 2014, is getting used to its combined 

name, its fi rst hurdle will be harmonising the 
benefi ts of nearly 30,000 UK employees.

Both organisations operate in the retail 
environment, with brands that include Currys, 
Carphone Warehouse, Dixons Travel and PC 
World, but each has its own benefi ts structure.

Toria McCahill, group reward manager at 
Dixons Retail at the time of the merger and 
now head of UK reward at Dentsu Aegis, says: 
“The biggest issue will be to harmonise a new 
package. At the moment, it’s looking at the 
make-up of the two organisations and at how 
synergies can be made.

“The bonus and the package, what I call the 
‘meat and two veg’ benefi ts, are actually quite 
similar. [The issue will be] all the different 
benefi ts we have, and deciding what stays and 
what goes. It is about ensuring that, whatever 
we do, we provide a range for everyone.”

Pre-merger, Dixons Retail already had a 
diverse workforce, with staff in retail 
environments, warehouses, contact centres 
and a head offi ce in Hemel Hempstead. 

Carphone Warehouse had around 9,000, 
mainly young, employees. Its distribution 
centres and customer service centres have 
also been combined with Dixons Retail.

This growing and transforming workforce 
creates a unique challenge: fi nding the best 
benefi ts fi t for everyone. This has always been 
the case for Dixons Retail, particularly when 

communicating with staff. “Communication is a 
challenge, because more than 16,000 
employees do not have an email address,” says 
McCahill. “Trying to get out to every store, to all 
the warehouse staff, to people in the trucks 
who are delivering stuff, is a challenge.

“Our retail employees can access a 
computer, but they don’t do it very often. The 
way we get information to them is via our ‘mail 
bag’, which is an email sent to a store manager, 
fi lled with information for that day. It can also 
be put up on the ‘people board’ at each store.”

The 4,500 warehouse-based staff are a 
diffi cult group to communicate with because 
they do not have computers in the workplace.

Amy Evans, reward business adviser at 
Dixons Retail and now Dixons Carphone, says: 
“They do have an engagement area for breaks 
with a computer or two in it, but people don’t 
use it that often. We reach out at their home 
addresses. But they have been good at having 
morning meetings with all their shift managers, 
where they talk about things coming up.”

Dixons Retail began to centralise its benefi ts 
in June 2014 by introducing a fl exible benefi ts 
portal, provided by software provider Staffcare.

Evans says: “Prior to the launch, we had an 
intranet site with some information, but it was 
not always kept up to date. People didn’t know 

When Dixons and Carphone Warehouse merged, a major task was to harmonise 
the reward and benefi ts of 30,000 UK employees, says Jennifer Paterson

NEW CONNECTIONS

Toria McCahill had been 
group reward manager at 
Dixons Retail since December 
2013. In September 2014, she 
moved to Dentsu Aegis as 
head of UK reward.

Her previous roles have included HR 
manager, projects and reward, at Samsung 
Cambridge Solution Centre (SCSC); talent 
and succession manager at electronics fi rm 
CSR; and global reward specialist at CSR.

McCahill considers her biggest 
achievements to be around mergers and 
acquisitions. At CSR she managed one 
merger and one acquisition. At SCSC she 
project-managed a Transfer of Undertaking 
(Protection of Employment) (Tupe) split, and 

set up a whole HR and reward offi ce. She 
also worked on the Dixons Retail and 
Carphone Warehouse merger.

Amy Evans worked on the 
reward team at Dixons Retail 
for two years, fi rst as reward 
adviser, then as reward 
business partner. She still 
holds the latter role at Dixons 

Carphone. She has also been reward adviser 
at Best Buy Europe, HR administrator at 
Keystone Distribution and sales executive at 
Comag. Evans is proud of the fl ex portal 
launch, which is the fi rst major project she 
has worked on. “It feels like an achievement: 
we’ve launched it and it went well,” she says.

CAREER HISTORY

Dixons Retail has always had a diverse workforce, with staff in stores, warehouses, contact centres and offi ces

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

where they could fi nd information.”
McCahill adds: “We’ve taken what we already 

had and put it somewhere that people could 
get to it. The idea is that the portal is 
futureproofed and we can add to it.”

The fl ex scheme includes a group personal 
pension plan, a private medical insurance 
scheme, a health cash plan, eye tests, childcare 
vouchers, a payroll-giving scheme and retail 
discounts. A range of new benefi ts were 
introduced as well, including a bikes-for-work 
scheme, holiday purchase and a Tastecard, 
which was given to all staff for a free 30-day 
trial period. “We went out to employees to fi nd 
out what they wanted,” says Evans. “Bikes for 
work was one of the biggest things.”

Holiday purchase
McCahill adds: “Holiday [purchase] is only 
offered to head offi ce staff, because of shift 
rotas. But we did some research and some 
other retailers do offer it to store colleagues, so 
next year we hope to offer it to everyone.”

To ensure all staff were aware of the new 
fl ex portal, Dixons Retail sent out benefi ts 
booklets and user guides to all staff’s home 
addresses. McCahill adds: “It’s the only way we 
can reach out to everybody, and I think people 
appreciate things coming to their house.”

The organisation also held benefi ts 
roadshows at its largest warehouse and its 
head offi ce. Retail employees could visit a 
dedicated area in Halfords stores to ask 
questions about the bikes-for-work scheme.

Communications were also launched across 
a dedicated Dixons Retail Facebook page, as 
well as via Yammer. The internal social media 
portal is also used for its recognition scheme, 
You’re Electric, launched in July 2013.

The online system, which allows employees 
to share peer-to-peer recognition, includes a 

‘hall of fame’ where all staff can see recognition 
given across the business.

Evans says: “Each department head has a 
budget as well, and they can give out points to 
employees, who can then turn the points into 
vouchers via the system.”

Before the launch of the fl ex portal, benefi ts 
take-up was very low. For instance, take-up of 
childcare vouchers was only 0.5% and has 
since risen to 2%. “The aim was to go out and 
tell employees what we do so we could get the 
take-up much higher,” says McCahill.

“Bikes for work take-up was aimed at 1% and 
we’ve got 3%. The portal has proved we’ve 
done a good job.”

Staff can access the portal in the workplace 
and from home. It is also attached to payslips, 
so employees constantly access the site.

It has not yet been determined which 
benefi ts offered by Dixons Retail and which 
benefi ts offered by Carphone Warehouse will 
be translated into the benefi ts package for the 
new Dixons Carphone.

However, before the merger, both 
organisations faced similar challenges around 
communicating benefi ts to their diverse 
workforces, so a selection of the most effective 
and most popular from each should come 
through in the fi nal harmonised package 

� Toria McCahill will speak in a session on 
‘Reviewing international benefi ts to meet 
business objectives’ at Employee Benefi ts 
Live on 24 September.

BUSINESS CHALLENGES/
OBJECTIVES AFFECTING 
BENEFITS

� A large project harmonising benefi ts for 
30,000 employees has been created by 
the merger between Dixons Retail and 
Carphone Warehouse.
� Communicating with a diverse 
workforce, which is spread out between 
retail stores, warehouses, distribution 
centres, contact centres and a head offi ce.
� A strict benefi ts budget after a diffi cult 
economic period.

Jennifer Paterson is 
senior reporter at 
Employee Benefi ts 

@ Access a library of case studies at 
bit.ly/1lRQY0S

Pensions
> Group personal pension (GPP) plan, 
offering contributions available via salary 
sacrifi ce, has a maximum employer-
matched contribution of 10%.
> National Employment Savings Trust 
(Nest), with a 1% contribution for both 
employee and employer, was introduced 
for auto-enrolment in March 2013.

Healthcare
> Private medical insurance scheme for 
senior staff.
> Health assessments for senior staff.
> Health cash plan through the fl ex portal.
> Employee assistance programme.
> Life assurance available through GPP.

Bonuses
> Annual bonus scheme, which is based 
on organisation and personal 
performance. In the retail environment, 
the personal performance is based on a 
customer service score.
> Bonus waiver, which allows staff to 
sacrifi ce part or all of their annual bonus 
and add it into their pension scheme.

Other benefi ts
> Childcare vouchers, available via salary 
sacrifi ce; bikes-for-work scheme, 
available via salary sacrifi ce; holiday 
purchase scheme, up to fi ve days; 
payroll-giving scheme, available via salary 
sacrifi ce; recognition scheme; Tastecard, 
which was fi rst offered to all staff for a 
free 30-day trial; company car and car 
allowance for senior staff, based on job 
need; 10% retail discount for all staff.

THE BENEFITS

Dixons Carphone was 
formed by a merger between 
Dixons Retail and Carphone 
Warehouse in August 2014. It 
is an electric and mobile 
retailer, which includes 
brands such as Currys, 
Dixons Travel and PC World.

Before the merger, Dixons 
Retail had 513 stores and 
more than 20,000 staff 
across the UK and Ireland. 

Carphone Warehouse had 
more than 9,000 staff before 
the merger. The new entity 
has 1,324 stores.

Dixons Retail’s head offi ce 
in Hemel Hempstead has 

become the head offi ce for 
the new organisation, while 
various distribution and 
customer service centres 
have also been combined.

The new entity has a 
market value of £3.47 billion 
and potential annual 
revenues of £10 billion.

The average age of staff is 
33. The workforce is 73% 
male and 27% female.

DIXONS CARPHONE AT A GLANCE
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Affinity Scheme

Discounts of 

up to
 34%

* 

*Discounts are off AA standard recurring annual prices, discount levels are dependent upon the level of cover purchased and are subject to paying annually 
by direct debit under a recurring transaction arrangement.

Automobile Association Insurance Services Limited is an insurance intermediary authorised and regulated by the Financial Conduct Authority.  
Registered office: Fanum House, Basing View, Basingstoke RG21 4EA. England & Wales. Registered number 2414212.

Why join?
•  It's completely free to set up

•  Discounts are claimed using a dedicated  
reference number

•  Monthly reporting on calls and sales is available

•   As well as AA Breakdown Cover, discounts are also 
available on AA Home Emergency Response  
and AA Driving Lessons For more information on  

AA Affinity Schemes  
please call Emily John on 

01256 493 469
or email emily.john@theAA.com

Join our  
affinity scheme  
to reward your staff  
and customers the easy way
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Discounted Gym Membership 
for employees at 3,000 UK 

health clubs, leisure centres 
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Incorpore and GymFlex.

WARNING!
Exercise has been known to cause health 
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Sales@Incorpore.co.uk
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Jennifer Paterson rounds up the latest facts and fi gures around fl exible 
benefi ts schemes, including research fi ndings and employer case studies

EMPLOYERS IN THE NEWS
�  LSL Property Services launched a fl exible benefi ts 

scheme. bit.ly/1jLufrF

�  The BBC increased the take-up of its fl exible 
benefi ts scheme to 38% after it introduced a range 
of healthcare benefi ts in April 2014. bit.ly/1nReFck

�  Law fi rm Browne Jacobson added a range of 
new perks to its fl ex scheme, including an online 
healthy-eating programme, life assurance and 
critical illness insurance for employees’ partners. 
bit.ly/1snFSbU

�  KFC launched a salary sacrifi ce car scheme, which 
is available via its fl exible benefi ts portal. 
bit.ly/1nMnqVh

�  Kcom Group launched a fl exible benefi ts platform 
as part of its strategy to allow staff  to select benefi ts 
all year round. bit.ly/1lEJl2I

�  Expedia postponed its auto-enrolment staging date 
by three months to align it with the launch of a new 
fl exible benefi ts scheme. bit.ly/1pcUjcD

 Flexible statistics

26%
of respondents off er some 
or all benefi ts via a fl exible 

benefi ts scheme, up 
from 24% in 2013.
Source: The Benefi ts research 

2014, published in 
May. bit.ly/1vnnrjD

FACTS AND FIGURES  FLEXIBLE BENEFITS 55
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Take-up is a critical factor in deciding which fl exible benefi ts to off er, says Robert Crawford

Who wants what?
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�  Take-up of benefi ts off ered via fl exible 
benefi ts schemes can vary between 
industry sectors.

�  Take-up could be limited by the perceived 
relevance of a benefi t to an employee.

�  Providing core levels of cover for some 
benefi ts and enabling staff  to fl ex up 
or down to a certain extent can distort 
take-up rates.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

Property group wanted to build more choice

CASE STUDY

LSL Property Services 
launched an online fl exible 
benefi ts scheme for its 
5,000-strong workforce after 
identifying a need to overhaul 
its benefi ts package.

The property group 
launched the programme 
after staff  focus groups 
highlighted the need to off er 
more choice. Some 64% of 
employees wanted greater 
fl exibility in their choices.

Gareth Whalley, head of 
group HR services at LSL, says: 
“The business had grown 
dramatically and, with it, the 
benefi ts had to grow, but 
previously there were 

diff erent packages among 
employees who had joined 
recently and those that had 
been at the organisation for a 
while. We did not have a 
cohesive benefi ts package.”

The organisation previously 
off ered childcare vouchers 
and a health cash plan.

The online portal, which 
uses Benefex’s RewardHub 
software and is branded as 
ChoiceMatters, was launched 
with Barclays Corporate and 
Employer Solutions. Benefi ts 
now include childcare 
vouchers, bikes for work, 
mobile phones, dental 
insurance, a health cash plan, 
health assessments, travel 
insurance and retail discounts.

“The fi rst phase was to 
build on what staff  wanted: 
fl exibility,” says Whalley. “We 
wanted to off er a range of 
benefi ts to speak to every 
employee to attract them to 
use the scheme.”

 Flexible benefi ts schemes are 
traditionally a popular way to off er 
employees choice around the benefi ts 
they receive, but identifying which perks 

will achieve the highest take-up rate can be a 
tricky task for employers.

Employees will engage with a scheme only 
if they value the benefi ts on off er. So what 
take-up can employers really expect for 
specifi c benefi ts?

Matt Duff y, head of online consultancy at 
Aon, says: “It really does vary quite widely and 
depends on what employers are setting the 
benchmark for: is it participation or selection? 

“To fi nd out the real take-up, organisations 
need to separate employees who are just 
logging on to the fl exible benefi ts platform 
from those who are logging on and making a 
benefi ts selection.”

Take-up for some benefi ts will be limited by 
their very nature, with the product or service 
appealing only to a certain group of employees. 
Childcare vouchers, for example, will appeal 
only to working parents. 

Travel insurance
Data from benefi ts provider Vebnet shows that 
across 13 banking and professional service 
organisations with a combined employee 
population of 75,000, the highest average take-
up for a benefi t was 33% for travel insurance, 
and the lowest was 0.5% for gym membership.

Richard Morgan, director of consultancy 
services at Vebnet, says: “Take-up varies hugely 
across sectors. Professional services fi rms tend 
to have the highest of take-ups, but this is not 

the case elsewhere. Low take-up can be seen 
in the manufacturing and retail sectors, which 
might be to do with the benefi ts on off er.”

Richard Stewart, head of fl exible benefi ts 
and platform services at Mazars Employee 
Benefi ts, adds: “Take-up could be damaged 
where the potential group is limited. To make 
sense of take-up rates, these need to be 
viewed as a proportion of employees that 
could use [each benefi t] rather than the whole 
employee population.”

An attractive range of benefi ts can drive 
take-up, as well as the favourable tax treatment 
of some benefi ts, but the value proposition to 
employees is fundamentally driven by what the 
employer can do to boost staff  interest, such as 
off ering a fl ex allowance for staff .

Take-up of benefi ts can also vary between 
providers, depending on the nature of their 
client base. Data from Aon shows some benefi ts 
do not reach higher than a 10% take-up.

Some of the lowest take-up rates were for 
benefi ts such as bikes for work (8%), health 
screening (5%) and salary sacrifi ce cars (3%). 

According to data from Buck Consultants at 
Xerox, in some organisations with more than 
1,000 staff , take-up of benefi ts such as health 

screening, bikes for work, will writing and gym 
membership will typically not exceed 5%.

Ed Smithson, head of fl ex at Buck 
Consultants at Xerox, says life assurance, 
pensions and private medical insurance (PMI) 
remain the most competitive benefi ts in a fl ex 
scheme because, along with dental insurance, 
these are the four benefi ts with a core level of 
cover that employers automatically look for in 
a fl ex plan. However, the fact that staff  must 
take a certain level of cover can distort the way 
take-up is calculated.

Core benefi ts
Smithson says: “Employers are putting core 
benefi ts into fl ex now, with an element of 
choice. This distorts what goes on in schemes 
and it is very easy for employers to show high 
take-up fi gures.

“When an employer says 95% of its 
employees take up fl ex, what does this really 
mean? Has it got 95% actually engaging with 
the concept and principle of fl ex and making 
choices, or does it just mean 95% of the 
population are in the pension and have PMI?”

Benefi ts that are achieving higher take-up 
are those that help staff  improve their work-life 
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a reporter at 
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Read also How employers can manage benefi ts providers’ 

market repositioning at: bit.ly/1kGqLaf

balance, such as buying and 
selling holiday. 

For example, Aon’s data 
shows the highest take-up 
achieved for a benefi t was for 
holiday trading, at over 30%.

Mazars has also seen growth 
in take-up of home technology 
benefi ts, such as iPads and laptops, with one 
of its employer clients seeing 605 of its 2,000 
employees take up such benefi ts through fl ex. 
Holiday trading was also popular with another 
of Aon’s employer clients, which reported 35% 
take-up. 

Scheme structure
How employers structure their fl ex scheme 
can also infl uence the take-up of individual 
benefi ts. According to the Employee Benefi ts/
Towers Watson fl exible benefi ts research 2014, 
more than half (56%) of respondents off er 
a formal benefi ts scheme, either in the 
traditional sense or via a structured salary 
sacrifi ce arrangement.

Of this group, more than one-third (35%) 
off er their staff  tax-effi  cient benefi ts via salary 
sacrifi ce as part of a cohesive fl ex plan. This 
compares with 12% in 2011, demonstrating 
an increase in the number of employers using 
salary sacrifi ce to structure fl ex.

However, as more fl ex schemes are 
structured around tax-effi  cient benefi ts off ered 

via salary sacrifi ce, this may aff ect 
employees’ engagement with such 
schemes because some may not 
want to give up part of their salary 
for benefi ts. 

Steve Mason, business 
development manager at Personal 
Group, says the practice of off ering 

tax-effi  cient benefi ts via salary sacrifi ce that are 
not part of a cohesive package has changed the 
defi nition of fl exible benefi ts.

“I think the lines have become blurred 
between fl exible and voluntary benefi ts and, 
as a result, what the real take-up of fl exible 
benefi ts is,” he says. “A lot of organisations 
running a fl exible benefi t scheme are, in fact, 
running a voluntary benefi ts scheme with salary 
sacrifi ce [arrangements], for which take-up 
varies dramatically.

“The highest take-up of benefi ts in schemes 
is seen when the employer off ers the traditional 
approach and gives employees a pot of money 
to spend on benefi ts, compared with off ering 
benefi ts via salary sacrifi ce.” �

Dr Zofi a Bajorek 
is a researcher at The 
Work Foundation

Flexible benefi ts schemes are formalised 
systems enabling employees to vary their 
pay and benefi ts packages to satisfy their 
personal requirements. They are no longer 
regarded as a simple staff  retention tool 
and this may be connected to eff orts to 
improve employee engagement towards 
specifi c business goals. 

But questions remain about their 
popularity and what organisations can do 
to promote them. 

A reason for this could be that fl ex 
schemes can vary in complexity and 
generosity, and implementation can take 
between nine to 12 months. Organisations 
have to decide whether the time involved in 
initiating these schemes in relation to their 
value to the organisation, staff  engagement 
and productivity, is worthwhile.

Buy-in from all levels of staff  is also 
critical when deciding to implement fl exible 
benefi ts, because fi nance directors may 
question the costs, especially in times of 
economic uncertainty. Related to this, the 
way such schemes are communicated is 
seen as crucial to their eff ectiveness. 

Organisations fail to promote all the 
choices that are available throughout the 
year or explain the personal value that the 
benefi ts may provide to an individual, 
resulting in low take-up. 

Although organisations may have an 
online facility to promote such benefi ts, 
some say senior and line managers have a 
role in cascading information down through 
the organisation to improve awareness.

Flex schemes can improve employee 
engagement, but organisations must have 
an understanding of what benefi ts are of 
most use to employees, and the 
management of their implementation and 
communication is vital for their success.

ViewpointFlexible benefi ts take-up across 13 different banking and professional 
service organisations with a combined total of 75,000 employees
Benefi t Average Highest Lowest

Childcare vouchers 10.8% 14.0% 8.0%

Critical illness (self) 21.6% 30.0% 7.0%

Critical illness (partner) 9.1% 15.0% 4.0%

Bikes for work 1.8% 3.0% 1.0%

Discount dining card 13.5% 26.0% 7.0%

Dental insurance 18.5% 30.0% 7.0%

GymFlex 5.2% 10.0% 0.5%

Retail card 3.0% 5.0% 1.0%

Travel insurance 19.4% 33.0% 12.0%

Will writing 2.7% 5.0% 1.0%

Buying holiday 33.5% 75.0% 6.3%

Selling holiday 14.7% 22.3% 7.0%

Information provided by Vebnet
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Nationwide has built up its fl ex portfolio by monitoring latest trends, says Rosemary Crabb

How to keep fl ex fresh

 Nationwide Building Society 
launched its fi rst fl exible 
benefi ts scheme in 1998 
with four options and, 

over time, the portfolio has grown 
to the 29 benefi ts off ered in 
Youchoose 2014.

The scheme has not simply 
expanded, it has evolved to 
refl ect what is available in the 
benefi ts marketplace, to meet 
employees’ expectations and to 
support our proposition as an 
employer of choice.

Since its inception, we have 
chosen to have direct relationships 
with providers and to develop the 
off ering with them. In an energetic and 
competitive marketplace, the right providers 
will be at the forefront of benefi t innovation and 
keen to build on the success of their brand.

Foundation benefi ts
At the heart of a good fl ex scheme is a core 
of foundation benefi ts, such as a pension, 
healthcare and childcare perks, all of which are 
popular and valued, but typically relevant at 
certain life stages. Choosing the right lifestyle 
products and services to complement these 
benefi ts depends on the profi le and distribution 
of an employer’s workforce, its employee 
demographic and peer scheme benchmarking, 
because a great benefi ts portfolio not only 
engages and retains existing employees, it is 
also an eff ective diff erentiator for organisations 
operating in a competitive recruitment market.

While it is easier for employers to choose 
benefi ts ready-made for fl ex schemes, those that 
want their scheme to stand out from the crowd 
should consider approaching providers in order 
to seek attractive products that are not currently 
off ered via fl ex. This brings a unique benefi t 
to the portfolio and establishes a relationship 
between the employer and the provider that has 

real potential to develop ideas in future.
A well-constructed fl ex portfolio 
recognises employees’ diverse lifestyles 
and puts a variety of quality options at 

their fi ngertips with ease of selection. 
Introducing new benefi ts and making 

changes to existing benefi ts keeps 
the off ering fresh, but that is only 

half the story. 
Employees who take part in 
the scheme understand its 
value but may not explore all 
the benefi ts in the range so 

they, along with staff  who do 
not participate at all, need to be 

reached through communications 
designed to reinvigorate interest. 

Employers can maintain awareness of the 
scheme throughout the year in a number of 
ways, including aligning the fl ex scheme to 
business initiatives. Good examples include 
bring-your-own-device-to work schemes and 
sustainability campaigns. Employers should 
also regularly reference and communicate their 
fl exible benefi ts in the context of total reward.

When setting out their stall to external 
customers, employers spend a lot of time 
defi ning their marketing and communication 
objectives, creating strategies and implementing 

plans in the knowledge that their current 
customer base cannot be taken for granted 
and that new customers need to be attracted. 
Flex scheme managers should adopt the same 
approach, analysing take-up data to identify 
participation profi les and trends to inform the 
marketing mix and communications plan.

Generally, employees respond well to the 
‘traditional’ ways of promoting fl exible benefi ts 
schemes, such as through the corporate intranet 
site and staff  magazine, email, competitions, 
case studies and roadshows. But the digital age 
gives scheme managers more options to reach 
staff  through their preferred channels and in a 
way that refl ects their life outside work. With a 
workforce that, outside work, is used to buying 
online and taking peer reviews into account 
when deciding whether to buy, fl ex scheme 
managers have the opportunity to introduce 
these devices to promote schemes. 

Multi-channel communications
A poster will grab employees’ attention, and 
a quick response (QR) code in the corner of a 
poster will take them directly to an employer’s 
fl ex login screen to view its range of benefi ts. A 
case study on an intranet site gives a fl ex scheme 
participant’s perspective of a benefi t, but going 
a stage further and making it easy for other staff  
to add their reviews and comments enables 
employers to create a dialogue around the 
off ering. Twitter is ideal for such interaction.

By mirroring and adapting the outside 
world in terms of benefi ts and their promotion, 
employers can ensure their fl ex schemes remain 
fresh and relevant to their employees �

�  A good fl ex scheme is a core of foundation 
benefi ts which may include a pension, 
healthcare and childcare perks.

�  Benefi ts such as bring-your-own-device-
to-work schemes can help to engage staff  
in a fl ex scheme. 

�  Employers should analyse fl exible benefi ts 
take-up data to identify participation 
profi les and trends.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

Rosemary Crabb is senior 
manager, fl exible benefi ts 
at Nationwide Building Society

Read also How to segment fl exible benefi ts communications 

at: bit.ly/1wUbG53
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Marks and Spencer is using the latest technology to ensure its 
staff  can access fl exible benefi ts, says Jennifer Paterson

Multi-channel 
delivery

 Marks and Spencer (M&S) knew it 
was undertaking an ambitious 
project when it set out to launch 
a fl exible benefi ts scheme to its 

entire workforce in 2013.
Most of the retailer’s 75,000 UK employees 

work offl  ine across more than 800 stores, so it 
had to develop a scheme that was accessible via 
multiple channels.

Fortunately, the retailer allows its customers 
to shop through a range of channels, such as 
in-store, online and via mobile, so it was well 
positioned to extend that experience to its staff .

Employees can access the fl exible benefi ts 
scheme, which is provided by Benefex, from 
wherever and whenever they want, through 
computers, mobile phones and tablets.

This multi-channel approach has enabled 
M&S to reach employees with whom it was 
historically diffi  cult to engage.

Before it launched the fl ex scheme in August 
2013, M&S off ered staff  a range of standalone 
benefi ts, such as childcare vouchers and a 
pension scheme that was available via a salary 

Plan A was launched in January 2007 and 
sets out 100 commitments for the organisation 
to achieve in fi ve years, with the ultimate aim of 
Marks and Spencer becoming the world’s most 
sustainable major retailer.

New benefi ts introduced as part of the 
online fl ex scheme are aligned with Plan A. 
O’Neill says: “The car leasing scheme supports 
our Plan A policies, so employees are driving 
more CO2-effi  cient cars.”

Nicholson adds: “It is the same with 
bikes for work. Those initiatives support the 
organisation’s Plan A initiative.”

Another key focus of M&S’s business 
objectives is to engage staff  with the benefi ts 
package. For instance, its new holiday buying 
scheme is aimed at improving employees’ 
work-life balance, combating absenteeism and 
driving employee engagement.

Its new computer scheme is aligned with its 

sacrifi ce arrangement. It also off ered a bikes-for-
work scheme for head offi  ce-based employees. 

Gary O’Neill, head of international reward 
and mobility, was reward manager during the 
fl ex scheme’s launch. He says: “It had been on 
separate platforms with documentation held on 
an internal portal. It is now on a single platform, 
called Choices.

Own login
“Employees have their own login; then they can 
see what is specifi c to them. Previously, they 
had to read all the policies and documentation 
to fi nd out if they were eligible to participate. 
The system now works so employees see what 
is available to them.”

Giles Nicholson, reward manager at M&S, 
adds: “It is one helpline now. In terms of 
employees getting support, it’s all in one place, 
which makes life a bit easier for everybody.”

The fl exible benefi ts scheme was designed 
to align M&S’s reward strategy with its business 
strategy, which is heavily focused on its 
sustainability programme, Plan A.

M&S has evolved from a single market stall 
130 years ago to become an international 
multi-channel retailer and one of the UK’s 
largest retailers.

It employs nearly 86,000 people across 54 
global locations. In the UK, a total of 75,000 

employees are based in 798 stores and six 
offi  ce locations.

Of its total workforce, most are customer 
assistants who do not have access to 
computers or the internet during their 
working day.

MARKS AND SPENCER AT A GLANCE
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multi-channel strategy. O’Neill says: “If you’ve 
been into an M&S, you might have noticed that 
we’ve got iPads and big screens in stores. The 
scheme was launched to help support that and 
to help our employees become more familiar 
with technology.”

Apart from the computer scheme, which 
deducts payments from employees’ net 
salary across 12 months, all the other fl exible 
benefi ts are available through a salary sacrifi ce 
arrangement from employees’ gross pay.

Award winner
Marks and Spencer rolled out the scheme 
in August 2013 and won the award for ’Best 
fl exible benefi ts plan’ at the Employee Benefi ts 
Awards 2014 in June.

Of particular interest to the judges was the 
way the organisation tackled one of its biggest 
business challenges. Nicholson says: “We are 

a business with offl  ine employees. The site is 
accessible on any device from any location.

“That is a key benefi t and a key message that 
we got out to people. They can learn about it, 
read about it, play with it in their own time or 
in work time.”

M&S harnessed the power of its own 
staff  to communicate the new fl ex scheme 
across the organisation. Representatives of its 
Business Involvement Group (a staff  committee 
comprising representatives from diff erent parts 
of the organisation tasked with keeping peers 
up to speed with business developments) took 
part in a conference call to learn about the 
scheme and how it worked.

Nicholson adds: “They were really set up to 
make sure the scheme is successful in each of 
their stores.”

The organisation also used traditional 
media, such as posters in stores; Table Talkers 
(freestanding, cardboard-based promotional 
literature), which got the message out in 
canteens and shared areas; and digital channels, 
including internal social network Yammer.

Two-way process
“We are really trying to engage with employees 
through Yammer, not just telling them what 
is available, but having a chance to hear what 
they think as well,” says Nicholson. “It’s a real 
two-way process.”

During the fl ex scheme’s fi rst enrolment 
window last August, M&S also held about 
15 roadshows at its larger stores. It invited 
suppliers, such as Halfords for its bike scheme 
and Leasedrive for its car scheme, so employees 
could ask questions about the benefi ts. 

O’Neill adds: “It gave employees the 
opportunity to get that fi rst-hand experience.”

Because M&S could not host roadshows at all 
its 600 locations, representatives of the Business 
Involvement Group came to the 15 events so 
they could take leafl ets and other information 
back to their own stores.

The fl ex scheme has just opened for its 
third enrolment window (it opened its second 
window in April in line with its fi nancial year), 
with benefi ts taking eff ect from 1 October 2014.

The new online fl exible benefi ts portal has 
succeeded in increasing benefi ts take-up. More 
than one-third (35%) of staff  engaged with the 

scheme in its fi rst four weeks, with 25% of those 
selecting one of the new benefi ts.

In July 2014, 41% of employees were 
engaged with the scheme, with 60% more staff  
taking a benefi t during the second enrolment 
window than during the fi rst.

“We’re still really new, which is why we’re so 
pleased to have won the award,” says Nicholson. 
“Take-up from the fi rst window to the second 
window went up dramatically. We were really 
pleased with the progress and we’ll have to see 
how we go this autumn.” �

CAREER HISTORY

Gary O’Neill, who is now 
head of international 
reward and global 
mobility at M&S, was 
reward manager during 
implementation of the 
fl exible benefi ts project 

and during its fi rst enrolment window, in 
August 2013.

His previous roles in the industry include 
benefi ts and compensation offi  cer/
consultant at McDonald’s Restaurants, 
reward analyst at Barclays Bank and reward 
analyst at Sainsbury’s.

Giles Nicholson has been 
reward manager at M&S 
since June 2013 and is 
currently overseeing the 
organisation’s fl exible 
benefi ts scheme.

His previous roles in 
the industry include reward manager at 
Taylor Wimpey, reward and recognition 
manager at London Underground and 
reward manager at Tesco. He has also held 
various reward roles at Deloitte.

THE FLEXIBLE BENEFITS

Childcare vouchers
Bikes-for-work scheme
Car leasing scheme
Computer scheme
Holiday purchase scheme
Retail discounts

Jennifer Paterson is 
a senior reporter at 
Employee Benefi ts

Access a library of case studies at: 
bit.ly/1lRQY0S

EB_0914   63EB_0914   63 15/08/2014   14:0915/08/2014   14:09



See us on stand 518

EB_0914_064_Equiniti_FP   64EB_0914_064_Equiniti_FP   64 15/08/2014   14:2815/08/2014   14:28



    www.employeebenefi ts.co.uk   I  September 2014

XXXXXXXXXXX XXXXXXXXXXXXX  65

    www.employeebenefi ts.co.uk   I  September 2014

CONTROLLING COSTS FLEXIBLE BENEFITS  65

There are ways to control the cost of implementing 
a fl exible benefi ts scheme, says Clare Bettelley

 Cost is the main barrier to implementing 
fl exible benefi ts, according to 64% of 
respondents to the Employee Benefi ts/
Towers Watson fl exible benefi ts research 

2014, published in April 2014.
But there are a number of ways in which 

organisations new to fl ex can minimise the cost 
of implementation.

First, employers should identify their 
fl ex needs. For example, why are they are 
implementing fl ex, how will they structure it, 
will they off er it to all or some staff , and which 
benefi ts will they include?

They should then research the fl ex provider 
market before making an appointment to 
ensure their fi nal selection meets all their needs. 
For example, does the provider have project 
management experience?

Richard Stewart, head of fl exible benefi ts 
and platform services at Mazars Employee 
Benefi ts, says: “Flex implementations are typically 
a complex project, and a well-designed plan 
with a clear specifi cation will yield signifi cant 
implementation savings compared with projects 
that lack clarity or continually change as the 
implementation progresses.”

This can also help to control costs throughout 
implementation. Matt Duff y, head of online 
consultancy at Aon, says: “Costs can escalate 

where projects are not measured eff ectively and 
where the scope is not determined upfront, [for 
example] when, at the eleventh hour, someone 
says ‘I thought we were going to have this’ and 
then the platform needs to be reworked and 
incurs additional costs.”

Duff y advises employers to use a provider that 
works on a fi xed-cost basis and is experienced 
enough to project-manage the plan. “This 
involves making sure that it scopes the exercise 
upfront to determine exactly what is in and what 
is out for that project year, and making sure all 
key stakeholders are involved upfront, such as 
payroll, IT, fi nance and executives,” he says.

Employers should also consider whether a 
provider can help to manage multiple enrolment 
windows, although this should not be a huge 
challenge, says Duff y. “Most modern, proactive 
providers will have systems that can cope with 
multiple windows and there won’t be any 
additional cost,” he adds.

Work with provider
Ultimately, employers must ensure they can work 
eff ectively with their chosen provider to optimise 
their fl ex plan’s success.

In the initial scoping exercise, employers need 
to decide which benefi ts they will off er staff  
under their fl ex plan. This does not necessarily 
mean getting rid of established benefi ts, says 
Duff y. “Employers still think that because they are 
moving to fl ex, they have to get rid of everything 
they currently have and give staff  a pot of money 
to do whatever they want with,” he says. “It 
doesn’t mean that at all.”

Duff y advises employers to fi rst identify 
which core benefi ts they will use to manage 
organisational risk, such as healthcare benefi ts, 
and develop their fl ex proposition from there. 
“The responsibility is for employers to enable staff  
to increase the level of cover or add dependants, 
or to have access to corporately procured terms 
that they can opt into voluntarily,” he says.

Duff y adds that employers should view fl ex 
as a risk management tool with which they can 
control their costs.

As part of their benefi ts selection process, 
employers should also consider the fact that 
some providers, such as group risk benefi ts 
providers, may take longer to produce quotes, 
which may increase project costs if this variable is 
not built into the project’s timescale.

They should also consider benefi ts that may 
be off ered through salary sacrifi ce arrangements, 
such as bikes for work and childcare vouchers.

Once employers have made these decisions 
and appointed a fl ex provider, they need to 
prepare their employee data. Data preparation is 
a key part of a fl ex implementation project, and 
requires HR and benefi ts professionals to ensure 
that all the employee data they hold on fi le is 
accurate, up to date and complete.

Richard Morgan, director of consultancy 
services at Vebnet, says: “A lot of fairly basic data 
about employees is required to be able to run a 
fl ex programme, but we often fi nd daft things 
like missing addresses, bits of information in 
the wrong data fi elds and incorrect salaries, 
through to missing information about employees’ 
dependants. It requires employers to spend time 
ensuring their data is accurate and complete.”

This groundwork can help to ensure that 
employers’ fl exible benefi ts projects remain on 
track and on schedule, further minimising the 
costs of implementation �
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�  Employers should ensure that their 
technology providers have project 
management capabilities.

�  Core benefi ts should not necessarily 
be disregarded.

�  Flex pots should be communicated 
in pounds and pence rather than as a 
percentage of salary, which may vary.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

Read also Employers with 1,000-plus staff  most 

cost-conscious about fl ex at bit.ly/RTPgTR

Keep a lid on costs 

Clare Bettelley is 
associate editor at
Employee Benefi ts
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M
ore than half (54%) of 
the UK’s £5 billion gift 
card and voucher 
market is business-to-

business (B2B), and much of that is 
spent on employee rewards, 
according to research published by 
the UK Gift Card and Voucher 
Association (UKGCVA) in May 2014.

Its research also found that 
63% of providers in the gift card 
and voucher market saw double-
digit growth in sales during the 
fi rst quarter of this year.

The market is certainly 
continuing to grow. B2B gift card 
and voucher sales rose in the fi rst 
quarter of 2014, with direct sales 
up nearly 6% and online sales up 
nearly 5%.

Technological capabilities
The card and voucher’s 
technological capabilities have also 
grown, from book tokens in the 
1930s, paper-based, multi-store 
vouchers in the 1970s to electronic 
cards and vouchers in recent years. 
In the 1990s, they entered the 
workplace as motivation, 
recognition and reward tools.

Today, electronic cards and 
vouchers can be topped up 
multiple times, remotely and with 
any value, typically starting at £5. 
The cards can then be spent 
in-store or online by their 
recipients, making the reward 

process much more convenient.
The process is convenient for 

employers, too. They can choose 
one of three formats: pre-
denominated paper vouchers; gift 
cards, which can be loaded once or 
multiple times; and e-cards, which 
are delivered electronically and can 
be of any value. 

The latter is the most cost-
effective way to deliver motivation 
vouchers to staff because there 
are no delivery costs involved.

Alongside ease of administration 
and delivery, motivation vouchers 
can also be cost-effective thanks 
to bulk-purchasing discounts, 
typically between 2.5% and 7.5%. 
Employers can take the saving or 
pass it on to the employee in the 
form of a greater reward. 

Electronic cards and vouchers 

come in three forms: open-loop 
cards, which use payment 
networks such as Visa or 
MasterCard and are accepted at 
multiple retailers; closed-loop 
cards, which are redeemable at 
one specifi c retailer; and 
restricted-use cards, which can be 
used at selected retailers.

To ensure this type of reward is 
truly motivational, it is important 
that employers match their 
workforce demographic by 
offering brands that meet the 
desires and aspirations of 
recipients. If an employer can tailor 
the type of voucher it offers its 
employees, it can show it is truly 
singling out and celebrating 
individual employees.

On the other hand, the wide 
range of vouchers means 
employers can avoid any claims of 
discrimination over gender or age.

Experience days
Options include retail spending, 
travel and restaurant vouchers, and 
experience days, such as spa days, 
trips to the theatre or adventurous 
activities. These are popular 
because of their fl exibility, but also 
because the recipient can include 
a friend or family member.

Employers can also brand the 
vouchers with the organisation’s 
name and logo.

A key development is the use of 
mobile devices, smartphones and 
tablets. For instance, rewards can 
be sent as e-codes via online 
devices and then redeemed 
straight from the device in-store.

The UK’s fi rst virtual gift card, 
which was launched in July 2014, 
gives motivation cards and 
vouchers a global reach. Backed by 
MasterCard, the Giftsplease card 
can be sent anywhere in the world.

The shift from paper to card to 

MOTIVATION VOUCHERS

The facts

What are motivation 
vouchers?
Motivation vouchers are 
paper-based or electronic cards 
or vouchers, which can be loaded 
or topped up with a monetary 
value and spent at a single store 
or multiple retailers.

Where can employers get more 
information?
The UK Gift Card and Voucher 
Association at www.ukgcva.
co.uk or on 08702 416445.

Which voucher providers have 
the biggest market share?
Some of the biggest players 
include: Boots, Edenred, Grass 
Roots, LogBuy, Love2reward, 
Next Jump, One4all, P&MM, 
Ovation Incentives, Personal 
Group, Projectlink Motivation 
(part of Grass Roots), Red Letter 
Days, Sodexo Benefi ts and 
Rewards, SVM and The Voucher 
Shop. Other providers include 
Asda, Arcadia Group, Argos for 
Business, B&Q, Costa Coffee, 
Debenhams, Haven Holidays, 
HMV, House of Fraser, John 
Lewis, Marks and Spencer, 
New Look, Pizza Express, 
Sainsbury’s, Signet, Swissport, 
The White Company, Thomas 
Cook, Thorntons, Tesco, 
Waitrose, Waterstones and 
Wickes for Business.

The shift to electronic delivery of motivation vouchers continues to gather momentum, says Jennifer Paterson

6% The growth of business-to-business (B2B) gift card and 
voucher sales in the fi rst quarter of 2014, contributing to 

nearly 11% growth across the industry.

6% The growth of direct B2B sales in the fi rst quarter. Online 
B2B sales were up 5%.

8% The growth of category-specifi c gift cards, the largest 
growth in the B2B market.

Source: Research published by the UK Gift Card and Voucher Association (UKGCVA) in May 2014.

STATISTICS

@ Read more buyer’s guides at 
bit.ly/1k0Zqbv
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electronic delivery continues to 
gather momentum, as employers 
and providers adopt technologies 
that deliver greater effi ciencies 
and cost benefi ts 
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Call us free on

0800 378051
www.healthshield.co.uk
Tailored  Essentials  Elements  Corporate  Flex Health Insurance Provider Awards

Best Healthcare Cash Plan Provider 2013

BE
ST

 H
EA

LTH CASH PLAN W
INNER 2010

2010

BEST CASH PLAN 
PROVIDER

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

made   my day!

Some days don’t  
start so well...

Not many people enjoy a trip to the dentist. But your employees can sit more comfortably knowing that their health cash plan covers 

cash plans to meet your needs and budget. We can even tailor a plan just for you. So, look after the wellbeing of your people and discover 
how we can make your day. 

… but a health 
cash plan that 
offers up to 100%  
cashback* on dental, 
optical and more
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@ www.employeebenefi ts.co.uk/resource-centre/buyers-guide

S
ince the fi rst dental plan 
provider, National Dental 
Plan (NDP), was 
established in 1987, the 

provision of group plans has 
continued to gain popularity.

The UK’s total dental plan 
market, which covers capitation, 
dental insurance and dental cover 
via health cash plans, was 
estimated to be worth £719 million 
in 2012, with £95 million of this 
spent on dental insurance by 
individuals and employers, 
according to the Dentistry UK 
market report – fourth edition 2014, 
published by healthcare market 
intelligence organisation Laing and 
Buisson in April.

Spending increase
The report also found that a strong 
demand for dental insurance, most 
notably from employers, drove its 
share of spending up from 9% in 
2007 to 13% in 2012.

Depending on the level of cover, 
group dental plans typically start at 
£5 a month per employee, rising to 
£25 and even higher for a premium 
plan. When provided to all 
employees, a plan generally 
comprises a contribution towards 
the cost of dental care, especially 
when included in a health cash 
plan. It can also be fully funded 
by an employer, for instance 
through a private medical 
insurance (PMI) scheme.

The number of employers 
offering dental benefi ts to staff 
through a fl exible benefi ts scheme 
has risen since 2009, according to 
The Benefi ts research 2014, 
published by Employee Benefi ts in 
May 2014.

This found that while only 8% of 
respondents offered dental 
benefi ts to all staff as a core 
benefi t in 2014, nearly a quarter 
(24%) provided these on a 
voluntary basis and 22% through a 
fl exible benefi ts scheme, up from 
21% and 11%, respectively, in 2009.

Regardless of how the benefi t is 
delivered, it is a valued perk, both 
from the employer’s and the 

employee’s perspective.
The Denplan dental benefi ts 

survey 2014, published by the 
dental provider in July, found that 
32% of employee respondents 
viewed dental plans as the most 
important benefi t in their employer 
demonstrating support for their 
wellbeing. Of the employer 
respondents that do not provide 
the benefi t to staff, nearly half 
(46%) were considering adding it 
in the coming year.

Peace of mind
Dental plans are valued by staff 
because they can be used for 
routine treatments, such as 
check-ups and appointments with 
a dental hygienist, and also provide 
peace of mind should more 
complex problems arise, covering 
treatments such as fi llings, root 
canals, crowns and bridges.

Unlike other types of healthcare 
benefi t, there is no pre-joining 
examination, so any pre-existing 
dental conditions can be covered 
immediately by the plan.

GROUP DENTAL PLANS

The facts

What are group dental plans?
They are insurance-based 
schemes that offer staff cover 
for dental care, such as 
check-ups and hygienist bills, 
and treatments, such as fi llings, 
root canals, crowns and bridges. 
It can be a fully funded benefi t, 
part of a private medical 
insurance scheme or part of a 
health cash plan.

What are their origins?
National Dental Plan was the 
UK’s fi rst corporate dental 
insurance provider in 1987.

Where can employers get more 
information and advice?
From the British Dental Health 
Foundation: www.dentalhealth.org

Which providers have the 
biggest market share?
The corporate dental market has 
traditionally been split equally 
between Bupa, Cigna HealthCare, 
Denplan and National Dental 
Plan. Others include Dencover, 
Health Shield, Medicash, Munroe 
Sutton, SimplyHealth and 
Westfi eld Health.

What are the costs involved?
The cost of dental plans depends 
on the level of cover required, 
the way the scheme is funded 
and the number of employees 
covered. Typically, a basic-level 
plan starts at £5 a month per 
head, and premium cover starts 
at £25 a month.

Are there any legal 
implications?
There are no legal implications 
around offering dental benefi ts 
to employees.

Group dental insurance continues to gain popularity with employers and employees, says Jennifer Paterson

Only 8% of respondents offer dental benefi ts to all staff as a core 
benefi t, while 22% offer the perk through a fl exible benefi ts scheme 
and 24% offer it to staff on a voluntary basis.
Source: The Benefi ts research 2014, published in May 2014.

Dental insurance ranked second in the top 20 most commonly offered 
benefi ts in fl ex plans, offered by 83%.
Source: Employee Benefi ts/Towers Watson Flexible benefi ts research 2014, published in April 
2014.

STATISTICS
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Give us a call now to find out more 0800 587 1019
www.denplan.co.uk/companies

C
A

M
1104 05-14

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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Group dental plans also bring 
peace of mind for employers, 
helping to ensure that employees 
are fi t for work. For instance, 
Denplan’s research found more 
than two-thirds (68%) of employer 
respondents said dental plans help 
them to manage employee 
sickness absence.

Another advantage for 
employers is that, if offered 
through a salary sacrifi ce 
arrangement, plans can save 
national insurance contributions 
(NICs). And because the benefi t is 
provided at a discounted group 
rate, it is cheaper for staff than 
buying insurance individually.

However, employers that 
provide staff with dental plans 
must report their marginal cost 
on the P11D and must also pay 
class 1A NICs.

Growth predicted
Cigna HealthCare predicts a 
growth in employer-paid dental 
plans of between 5% and 10% a 
year going forward. 

One reason for this is the 
widespread recognition of the fact 
that good oral health contributes 
to good overall health.

In fact, maintaining good oral 
health can reduce medical costs 
for some of the UK’s most 
life-threatening illnesses, 
according to research published 

    PRODUCT FILE    

The facts

Are there any tax 
implications?
Dental benefi ts are classed as a 
benefi t in kind, which means 
they are subject to tax and 
national insurance. Employers 
must also be aware they are 
required by law to fi ll in a P11D 
(expenses and benefi ts) form.The UK’s total dental plan market (which covers capitation, dental 

insurance and dental cover via health cash plans) was estimated to be 
worth £719 million in 2012, with £95 million of this spent on dental 
insurance by individuals and employers.

Strong demand for dental insurance, most notably by employers, has 
driven its share of spending up from 9% in 2007 to 13% in 2012.
Source: Dentistry UK market report – fourth edition 2014, published by Laing and Buisson in 
April 2014.

STATISTICS

by the British Dental Health 
Foundation in April 2014.

Its study, which looked at almost 
350,000 patients with gum 
disease, found that, after 
treatment, ongoing costs for those 

For further information call BHSF today: 

0121 629 1266 
(quote EB_0 14)

visit www.bhsf.co.uk or email sales@bhsf.co.uk 

- a not-for-profit 
approach to employee engagement
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with type 2 diabetes and heart 
problems decreased by 40% and 
11%, respectively.

Pensions auto-enrolment is also 
having an impact on demand for 
group dental plans. 

As costs rise for employers to 
comply with the pensions 
legislation, many are seeing the 
dental perk as a low-cost, 

high-value option for a new benefi t.
Another factor driving the 

growth of group dental plans is 
concern about the affordability of 
dental treatments. For instance, 
providers expect the forthcoming 
2014 NHS charges review to 
result in a rise in charges for NHS 
dental services.

In the meantime, the NHS offers 

three levels of charge for dental 
treatment. The lowest charge is 
£18.50, which covers an 
examination, diagnosis and advice. 
Then there is a charge of £50.50 
for all the treatments covered in 
the fi rst band, as well as fi llings, 
root canal treatments and tooth 
removal. The highest band is £219, 

which covers all the previous 
treatments, plus more complex 
procedures, such as crowns, 
dentures and bridges.

Slash the costs
Depending on the dental plan 
provided, employers can help staff 
slash the costs of these 
treatments, in some cases 
through a 100% reimbursement 
of NHS prices.

Group dental plans are an ideal 
way for employers to help their 
staff keep costs low and look after 
their wider wellbeing.

    PRODUCT FILE    

@ Read more about dental plans at 
bit.ly/1oLPdSG

32% of employees view dental plans as the most important 
benefi t in demonstrating their employer’s support for 

their wellbeing.

68% of employers said a dental benefi t helps to manage 
employee sickness absence.

Source: The Denplan dental benefi ts survey 2014, published in July 2014.

STATISTICS

Demonstrate the value of what you provide your staff, 
through a recognised independent standard

Find out more: 020 7601 1770 

 www.pensionqualitymark.org.uk

Pension Quality Mark can help you:

Encourage your employees to save for a comfortable retirement
Benchmark your scheme against your competitors

Do you offer employees  
a good DC pension?

info@pensionqualitymark.org.uk

PQM_HH_EB_0914_dis.ps   1 15/08/2014   14:32
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took most of my annual leave on 
Mondays. Worse, he wants me to 
take minutes. Grr.

Being asked to do anything 
remotely secretarial pushes some 
deep-seated feminist button that I 
don’t know I have until someone 
pushes it. I get puffed up with 
indignation, but he doesn’t notice. I 
could, of course, suggest my 
colleague Lazy Susan, but she is a 
bit slow on anything to do with 
words. She is even slower with 
numbers, but let’s not go into that.

At least if I take on the minutes, I 
can have control over 
the decisions and 
actions recorded. 
Yes, I feel better 
about that. I just have 
to keep my dignity.

Today is the fi rst 
Monday. Already. We 
are bundled together 
in a freezing cold 
meeting room. This 
doesn’t do anything 
for my ‘team player’ 
act, because I am forced to fold my 
arms defensively against the 
sub-zero blast from the vent 
overhead. The recruitment girls 
saunter in 10 minutes late and sit 
down to check their impossibly long 
orange nails for damage.

Creepy Caroline comes and sits 
next to me. She peers at my open 
notebook. I resist the temptation to 
shut it in her face.

Big Bad Boss clears his throat 
and makes his teamwork speech. 
Oh, please. The recruitment girls 

74  I  September 2014  I  www.employeebenefi ts.co.uk

Isuppose it was only a matter of 
time. Big Bad Boss has reinstated 
the monthly HR meeting. It has 

been cancelled for several months 
for various reasons, mainly to do 
with his golf schedule. I was hoping 
the whole concept of department 
teamwork would just go away.

I know team meetings seem like 
a good idea. They are a good idea. It 
just isn’t ideal with this particular 
group of people.

Real teamwork involves mutual 
respect and a little compassion. 
Yeah, that’s going to happen. I have 
nothing against the organisational 
development team. Well, that is not 
exactly true, given the intense 
creepiness of Creepy Caroline, but 
there is nothing I can’t get over, 
provided I don’t have to sit in a 
room with her for too long.

I am sure the recruitment girls 
are lovely to their mothers and are 
probably kind to kittens as well, but 
I just don’t want to have to listen to 
people half my age, who haven’t got 
a clue, telling me how to do my job. 

Of course, I can’t express any 
concerns about working with 
others. Being a ‘team player’ is one 
of those crucial qualities, along with 
‘leadership’ and ‘creativity’, which no 
one ever has, least of all the Higher 
Beings, but corporate life requires 
one to pretend. If you say you are 
not a team player, you might as well 
say you’d rather work in IT.

Big Bad Boss wants us to meet 
for two hours every fi rst Monday. 
Two hours. On a Monday? I wonder 
whether anyone would notice if I 

Teaming with ire
Candid must get to grips with the monthly HR meeting and fi nds that 
being a team member requires a large degree of self-control

I don’t want 
to listen to people 
half my age, who 
haven’t got a clue, 
telling me how to 
do my job”

appear to look rapt. Well, maybe 
they haven’t heard this a million 
times. Creepy Caroline sits, back 
straight, a picture of unbridled 
ambition, Blackberry at the ready. I 
try not to feel intimidated.

The meeting kicks off with 
updates from recruitment. We have 
to sit through 30 minutes of why 
three semi-grown women have not 
been able to fi ll two straightforward 
positions. Their excuses seem to 
centre around our pay scales being 
inadequate. So it is my fault they 
can’t do their job.

After that, Caroline 
has to give an 
update. She smiles 
winningly as she 
reels off a list of 
accomplishments. 
About fi ve of them 
are things that other 
people in her team 
did, but she doesn’t 
mention anyone. She 
peers over to make 
sure I have written it 

all down. My button is being pushed 
again, but there is nothing I can do. 
Still, I can ‘summarise’ it later.

Big Bad Boss puts her on the 
spot about retention. Ha, I think, get 
out of that. Sadly, she does. 
Although the stats say people are 
leaving for better prospects, she 
says that, anecdotally, people are 
leaving because the pay scales are 
inadequate. So it is my fault.

The HR IT guy gives an update on 
the system. It seems the reward 
statements were late because we 

had changed some codes for the 
bonus scheme. So it is my fault 
their documentation was late.

Then it is my turn. It is tempting 
to go into how I failed to meet my 
deadline on a policy renewal 
because I spent so long trying to 
get accurate information from 
recruitment about an offer. It is 
tempting to point out how I had to 
help several managers with their 
performance planning, because the 
OD department wouldn’t help.

It is tempting to point out that if 
the HR IT guy didn’t spend all his 
time on the internet, he would have 
sorted the bonus codes in fi ve 
minutes. But no, I am a team player.

The next meeting comes around 
all too quickly but Creepy Caroline 
doesn’t show up, which makes the 
whole thing a lot more bearable. 
Afterwards, she comes storming up 
to my desk to ask why she wasn’t 
told about the meeting. Big Bad 
Boss is hovering around near his 
door. I explain that he had said the 
fi rst Monday of every month.

She is still bitching, saying that it 
isn’t good enough and I should have 
sent something out telling people 
when to come. Busy people need 
proper notice of meetings. Big Bad 
Boss points out that the date and 
time was written clearly in the 
minutes. I could kiss him.
Next time…Candid has to educate 
some retirees.

@ Read more Confessions at: 
bit.ly/RKlOt2
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BENEFITS TECHNOLOGY
See the benefits with market 
leading workplace technology
It’s a reality that most employees don’t see the 
true value of their reward package.

With Staffcare’s new user experience we can help 
your employees see the full benefits picture and 
understand the investment you make in them.  

Our latest workplace technology will help you 
communicate, manage and administer:

Total Reward 

Contact us now for a copy of our latest 
research at seethebenefits@staffcare.net.

Staffcare
T: 0845 372 6644

W: staffcare.net

StaffcareTV

/Staffcare

Staffcare

Or visit us at Stand 412 at 
Employee Benefits Live

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 SOLUTIONSFINANCIAL EDUCATION
Retirement choices have changed; 
provide your staff with expert 
guidance to help them make better 
pension decisions.

Understanding how to make good pension 
decisions has never been so important; providing 
your staff with expert guidance and access to 
advice is no longer optional, it is essential.

Close Brothers has been helping the employees 
of some of the UK’s largest and best known 
organisations with decisions around their pension 
and retirement options for more than 40 years.

Find out how we could help you and your 
staff by calling us on 0800 028 8950 or 
emailing events@closebrothers.com

Close Brothers
Financial Education Services 
T: 0800 028 8950
W: www.closebrothersam.com

Welcome to Employee Choice!
We specialise in providing Home Technology 

and Mobile Devices through Salary Sacrifice 

benefit schemes.

Part of the award winning Academia Group, 

est. 2003, we’re supported by 100 dedicated 

professionals taking the burden from you.

We offer fully managed and comprehensively 

supported flex and voluntary benefits 

schemes. We can also support your ‘Bring 

Your Own Device’ (BYOD) strategy.

We’d love to hear from you today. 

Employee Choice
8 Kinetic Crescent
Innova Park
Enfield
EN3 7XH

Technology Salary Sacrifice Schemes
T: 01992 633 333
E: benefits@employeechoice.co.uk
W: www.employeechoice.co.uk

@employeechoice
/employeechoice

..co.uk

NEWENTRY

Important changes to your pension scheme

New DWP regulations from April 2015

A charge cap of 0.75% is being imposed on your 

employees’ pension scheme from April 2015 and 

payments of commissions will be banned from April 

2016. Some providers have already announced that 

they will take action sooner, some as early as the end 

of this year! 

Will you need to pay extra fees or even restructure 

your scheme as the capacity crunch hits?

Close Brothers is helping employers who may be 

caught by the new regulations.  

Contact us on 0845 450 7897 or email 
ebs@closebrothers.com

Close Brothers
Employee Benefits Services
T: 0845 450 7897
W: www.closebrothersam.com

AUTO ENROLMENT

Expert, insight, 
information and 
inspiration
Create truly rewarding benefits 
strategies at Employee Benefits Live.

Book your free tickets at 
www.employeebenefitslive.co.uk

Save the 
dates

NEWENTRY
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EMPLOYEE BENEFITS 
TAILORED TO YOUR 

BUSINESS

www.mattioliwoods.com
Authorised and regulated by the Financial Conduct Authority

• Flexible benefits

• Benefits communication

• Healthcare

• Risk benefits

• Global solutions

• Auto-enrolment

• Workplace savings

• Executive financial 
counselling

• Due diligence

01224 652 100   
Aberdeen 

0141 375 7120  
Glasgow

0116 240 8700 
Leicester

020 7269 4729 
London

01638 564 230 
Newmarket

VISIT US AT 
EMPLOYEE 
BENEFITS LIVE 
- STAND 833
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