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 Get employees on board 
with long-term objectives
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For more information visit 
babylonhealth.com

To talk to a member of our 
business team please call 

+44 (0)207 1000 762

Healthier, happier employees

Download 
babylon and 

register today

Promo code
EBHEALTH1

Smart health monitoring

Keep track of your health with your 
test results, daily activity levels, and 
more uploaded straight to the app.

Hassle-free prescriptions

Get prescriptions delivered 
to your local pharmacy for 
pick-up within the hour.

Your family’s health 
in one place

Create a separate account for each 
member of your family and switch 
seamlessly between them.

24/7 medical advice

Reduce unnecessary absenteeism with 

Live video appointments

Talk face-to-face with a GMC-
registered doctor or therapist at a 
time that suits you, 7 days a week.

babylon allows your employees to get health advice 24 hours a day and 
make it even easier to check symptoms, ask medical questions, and make 

fast, convenient appointments with registered doctors.
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In today’s business world there is often a mismatch 
between the expectations and focus of employees and 
organisations’ overarching business strategies and goals. 
The demise of the appeal of a job for life and the fast 
pace of roles in many workplaces mean it can be all too 
easy for employees to become focused on short-term 
projects, priorities and targets rather than view these 
within the context of long-term business strategy. The 

result: many employees may not even be aware of their employer’s overall 
business objectives and long-term plan for success, let alone 
how their role fits into and supports this.

So, how can employers overturn this? Regardless of an employee’s 
career aspirations or length of service with an organisation, in the time 
that they are with an employer, what can be done to engage them with 
that organisation’s long-term business growth? And how can employers 
structure reward and benefits schemes to help drive a long-term mindset 
and commitment among employees? Find out more in One direction on 
page 14.

In some cases, creating the best benefits package to help an 
organisation achieve its long-term aims may mean ripping up the reward 
rulebook and creating bespoke options to really suit its workforce. This is 
the approach taken by Goodman Masson, which offers a mortgage savings 
scheme and exotic holiday loan scheme for its workforce, among many 
other innovative perks. Read more about the benefits it offers and why it 

has chosen to take such 
a bespoke approach in 
Show some staying 
power on page 44.

Its unique benefits 
offering was a key 
factor in Goodman 
Masson’s success at 
the Employee Benefits 
Awards 2016. If you 
feel your organisation 
deserves similar 
recognition for its 
approach to reward 
and benefits, the 2017 

Awards are now open for entries. Find all the information you need 
to gain industry recognition at the Employee Benefits Awards 2017 
at www.employeebenefitsawards.co.uk. The deadline for entries is 
9 December 2016, with all the winners to be announced at the 
Awards and Summer Party on 9 June 2017. Good luck!

Debbie Lovewell-Tuck
Editor

Follow us on Twitter
@EmployeeBenefit

Join our Linkedin group by 
searching: EmployeeBenefits

Contact the team:

Debbie Lovewell-Tuck
@DebbieLovewell

Louise Fordham
@LouiseFordhamEB

Tynan Barton
@tynanbarton

Katie Scott
@KatieScott_eb
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Taking a strategic 
approach

L o u i s e  F o r d h a m  |  D e p u t y  e d i t o r
E m p l o y e e  B e n e f i t s

The role of benefits strategies in reinforcing 
organisational values was one of the key 
themes to emerge from Employee Benefits 
Live 2016, which took place on 11 and 12 
October 2016 at Olympia National, London. 

Keynote speaker Vicky Williams, director 
of people at the Lawn Tennis Association 
(LTA), highlighted the importance of 
embedding organisational values into 
performance and business strategies. After 
launching its core values of teamwork, 
integrity, passion, and excellence in 2015, 
the LTA is now set to link these to employee 
performance reviews and associated reward.

Benefits that represent an organisation’s 
values and culture were also on the agenda 
for Diarmuid Russell, vice-president of 
international at Glassdoor. During his 
keynote address, which opened this 
year’s event, Russell stressed the value of 
developing ‘moments of magic’, such as 
providing treats for new recruits on their first 
day at work that are representative of their 
new employer, or offering employees unique 
experiences that reflect an organisation’s 
core purpose.

Russell said: “Moments of magic are the 
opportunity to really transcend the day-to-
day employment experience and bring some 
magic to the employer brand and employee 
experience. It’s not just about fun stuff; it’s 
about finding something that is true to the 
[organisation’s] core values and that 
represents what [it does].”

Such initiatives can not only engage 
employees, but also create brand 
ambassadors. With the rise of social sharing 
through sites such as Glassdoor, employer 
brand is increasingly important. Organisations 
should embrace the opportunities that such 
transparency can provide, said Russell.

Leaders also need to be aligned with an 
organisation’s vision and purpose, according 
to Nicky Moffat CBE, former HR director at 
The British Army, who closed Employee 
Benefits Live 2016 with a keynote address 
on the ways in which employee-wide 
leadership can empower staff and drive 
business success. Leaders can help to engage 
staff by ensuring that values are explained in 
a way that is clear and relatable.

How to offer benefits that support all 
employees and enable them to perform at 
their best at work remained high on speakers’ 
and delegates’ lists of priorities. Steve Varley, 
UK chairman and managing partner at EY, 
took to the keynote stage to outline the 
steps EY is taking to support inclusivity and 
diversity in the workplace. Flexible working is 
one of the many ways EY strives to meet the 
diverse needs of its workforce.

Varley said: “We refuse to let people be 
forced out of a career because we couldn’t 
accommodate their situation. Our underlying 
philosophy is that if we are able to get the 
best out of our people by accommodating 
their needs, then the organisation, as well 
as the individual, benefits.”

1 EXCLUSIVE: BT to consolidate benefits 
in global online platform
BT is launching an online benefits portal 
that will bring all of its employee benefits 

together in one place. bit.ly/2eaU86e

2 National minimum wage rises to £6.95
A higher minimum wage rate came into 
effect on 1 October 2016, increasing from 
£6.70 to £6.95 an hour for employees aged 

21-24 years old. bit.ly/2dB9JYP

3 Decision on commission in holiday pay
The Court of Appeal has confirmed that 
holiday pay calculations should include 
representative commission-based pay 

in the case of British Gas v Lock. bit.ly/2ejV5JU

4 EXCLUSIVE: Central government to 
launch online benefits platform 
The UK government is to launch a benefits 
platform to provide 418,000 civil servants 

with online access to employee benefits. bit.ly/2elERfi 

5 EXCLUSIVE: Hachette UK introduces 
financial education for under 30s
Publishing group Hachette UK introduced 
targeted financial education workshops 

for employees under 30. bit.ly/2cUfm4b

6 BMW consults on closure of final salary 
pension schemes to future accrual
On 29 September, BMW opened a 60-day 
consultation on the closure of two final 

salary pension schemes to future accrual. bit.ly/2dVOROk

7 80% do not take time off for stress
Research by Canada Life Group Insurance 
found that 28% of respondents feel 
that their workload is too great to 

call in sick. bit.ly/2di5RAj

10 Old Mutual offers financial education 
Investments and savings firm Old Mutual 
launched a financial education programme 
for its 200 employees. bit.ly/2dgsIsT

Most read stories online between 19 September and 17 October 2016

8 70% want mobile access to benefits 
According to Thomsons Online Benefits, 
18% of employee respondents are unhappy 
with benefits interaction. bit.ly/2dbIAP8

9 59% feel their employer supports their 
work-life balance
Barnett Waddingham found that 45% of 
respondents aged between 18 and 29 feel 

their organisation supports them in leading a healthy 
lifestyle. bit.ly/2cKjbM0
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The Court of Appeal has confirmed that 
commission-based earnings should be 
included in holiday pay calculations in 
the case of British Gas v Lock.

Lock, previously a sales representative for 
British Gas, raised a complaint against the 
energy organisation for an alleged unlawful 
underpayment of his wages of £1,500 due to 
the fact that he could not earn commission 
while on annual leave. Lock argued that 
commission should be factored in to his 
holiday pay remuneration.

The Court of Appeal has upheld the 
Employment Appeal Tribunal’s decision that 
commission-based pay should be included 
in holiday pay. This applies to the first four 
weeks of holiday pay in line with the Working 
Time Directive, excluding the additional 1.6 
weeks of annual leave that is in UK law only.

The Court of Appeal maintained that Lock is 
entitled to have his holiday pay calculated with 
reference to his normal remuneration. The 
judgement does not detail how holiday pay 
should be calculated or what the appropriate 
reference period for holiday pay calculations 
should be in other cases.

Julie Sharp, counsel in the employment 
team at Linklaters, said: “What employers 
[need] to do is try to determine for their own 
workforce what normal remuneration means. 
If someone’s going to be worse off in terms of 
general take-home pay by virtue of taking 
holiday than not, really that’s suggesting that 
those elements of pay should be calculated or 
brought into the calculation of holiday pay.”

British Gas has until 3 November to seek 
permission to appeal the Court of Appeal’s 
decision. Whether it chooses to do so could 
have fundamental implications for future 
employment law, said Simon Rice-Birchall, 
partner at Eversheds.

Prime minister Theresa May has commissioned an independent review into the impact of new 
working models on employee rights and employment regulatory frameworks, exploring issues 
around areas such as pensions and pay.

The review, which will be led by Matthew Taylor, chief executive at the Royal Society for the 
Encouragement of Arts, Manufactures and Commerce, will examine how employment regulations 
and the support provided to organisations and staff are keeping pace with changes in the labour 
market and economy.

One of the key areas to be addressed will be security, pay and rights, including the extent to 
which the rise of non-standard forms of employment may undermine policies such as the 
national living wage, maternity and paternity rights, pensions auto-enrolment, sick pay and 
holiday pay.

The review will also focus on progression and training, representation, opportunities for 
under-represented groups, new business models, and finding the appropriate balance of rights 
and responsibilities for these business models.

The latest information on legislation and tax issues 
affecting benefits, including a Court of Appeal ruling on 
commission-based earnings and holiday pay, and a review 
into the impact of new working models on employee rights 

Court rules on holiday 
pay and commission
K a t i e  S c o t t  |  R e p o r t e r
E m p l o y e e  B e n e f i t s
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@ Read also
More advice from 
tax and legal experts
bit.ly/218Molw

Catrina Smith is partner in the 
employment team at law firm 
Norton Rose Fulbright

Expert advice

In the Snell v Network Rail Infrastructure case, a 
male employee has succeeded in his claim for sex 
discrimination against his employer, Network Rail, 
and has been awarded nearly £30,000. 

His claim was based on the fact that while he 
would receive only statutory pay for any period 
of shared parental leave, his partner, the child’s 
mother, who also worked for the same employer, 
would receive full pay for 26 weeks followed by 
a further 13 weeks of statutory pay.

Network Rail conceded that its family-friendly 
policy was discriminatory in relation to its treatment 
of the claimant during the period of shared parental 
leave. As a result of the claim, the employer has 
amended its shared parental leave policy so that a 
mother’s pay during periods of shared parental leave 
has been reduced to the same statutory rate received 
by a father taking shared parental leave.

Although this case is a Scottish tribunal case and is 
therefore not binding on English tribunals, it is not a 
surprising decision. Government guidance on shared 
parental leave suggests that if an employer offers an 
occupational scheme to a mother on shared parental 
leave it could constitute sex discrimination if such an 
occupational scheme was not offered to a father or 
the mother’s partner.

There had been press reports that Network Rail had 
reduced its enhanced maternity pay to the statutory 
level as well. However, this is not the case and, like 
many employers and following government guidance, 
it continues to offer enhanced maternity pay, but not 
enhanced shared parental leave pay.

Therefore the question of whether an employer can 
differentiate in this way, and any objective justification 
as a defence (for example, to recruit and retain women 
in a male-dominated workforce) remains another 
discrimination argument for another day.

Sex discrimination 
and parental leave

Examining the impact of working models

tax & 
legislation

6
 |November 2016|

employeebenefits.co.uk

EB_011116   6EB_011116   6 24/10/2016   15:2924/10/2016   15:29



Vision care that sets a new standard. 
Why is quality vision care so important? Through 
comprehensive eye exams, we can identify signs of serious 
conditions like diabetes, hypertension, and cholesterol before 
damaging symptoms emerge. For employers, early detection 
can lead to a healthier workforce, reduced absenteeism, and 
higher productivity.

Over the past 60 years, VSP® has earned the trust of clients 
and members alike by delivering high-quality, personalised 
eye care.  Find out how VSP can help you provide a  
high-value employee health benefit that offers proven  
return-on-investment and employee satisfaction.

Contact us at emeadev@vsp.com for more information.

The real benefit:

© 2016 Vision Service Plan. All rights reserved. VSP is a registered trademark of Vision Service Plan. VSP Vision Care UK Limited registered office at The Broadgate 
Tower, 20 Primrose Street, London EC2A 2RS. Registered company number: 07000582. Regulated by the Financial Conduct Authority, Ref No: 583144. Underwritten by 
CBL Insurance Europe Limited, 13 Fitzwilliam Street Upper, Dublin 2, Ireland. CBL Insurance Europe Limited is an Irish-domiciled insurance company, registered number 
218234, and is regulated by the Central Bank of Ireland. CBL Insurance Europe Limited is authorised by the Financial Conduct Authority, Ref. No. 203120.
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Salary Sacrifice 
Car Schemes
They’re all the same, right?

The Zenith Difference
With our unique risk mitigation solution we take the hassle out of 
scheme administration. We offer an unprecedented level of cover,  
protecting both you and your employees if they leave the business.

Our tailored solutions offer increased motivation and retention and 
could also help boost your CSR objectives, all at no cost to you.

What’s more, our dedicated, in-house team of experts have been 
successfully implementing and managing schemes for over 8 years.

Discover if a Salary Sacrifice Car Scheme is right for your organisation, 
then sit back and enjoy the benefits while we arrange everything.

0344 848 9311  |  hello@zenith.co.uk  |  www.zenith.co.uk
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Employee Benefits Awards 2017 categories

Employers have the 
chance to spotlight 
exceptional work

Celebrate benefits and 
engagement strategies
New categories recognise diversity and 
inclusion, and employee value proposition

�  Best healthcare and wellbeing benefits 
– small employer

�  Best healthcare and wellbeing benefits 
– large employer

�  Best mental health strategy
�  Best healthcare communications
�  Best defined contribution (DC) 

pensions strategy
�  Best pensions communications
�  Best financial wellbeing strategy
�  Most motivational benefits
�  Most engaging benefits proposition
�  Best flexible benefits plan
�  Best voluntary benefits

�  Best employee share schemes
�  Best global or expatriate benefits
�  Best staff travel benefits
�  Best benefits communications – small 

employer
�  Best benefits communications – large employer
�  Best benefits strategy for a multi-generational 

workforce
�  Best employee value proposition
�  Best alignment of benefits to business strategy
�  Best benefits to support diversity and inclusion
�  Best use of benefits technology
�  Benefits team of the year
�  Employee benefits professional of the year

The Employee Benefits Awards 2017 will 
feature new categories to enable organisations 
to celebrate their work in additional areas of 
their benefits and engagement strategies.

The best benefits to support diversity and 
inclusion category has been designed to recognise 
employers that make effective use of benefits 
to foster a culture of diversity and inclusion in 
the workplace. This might include the provision 
of benefits that suit a range of lifestyles and family 
structures, ensuring benefits communications are 
fully inclusive, or supporting employee networks 
and LGBT+ ally schemes.

In the new best employee value proposition 
category, judges will be looking for an organisation 
that has developed a stand-out proposition that 
supports the employer brand, HR strategy and 
business objectives.

The new categories will stand alongside 
well-established categories at the Employee 
Benefits Awards, such as best healthcare 
and wellbeing benefits and best benefits 
communication, giving organisations plenty 

of scope to defend their titles and showcase 
their achievements.

The deadline for entries to the Employee 
Benefits Awards 2017 is Friday 9 December 2016.

The Employee Benefits Awards is returning 
for its 15th year in 2017 and is now open 
for employers to enter to showcase their 
exceptional work.

The Employee Benefits Awards is an 
opportunity for employers to demonstrate 
and celebrate the outstanding work they 
have carried out on their reward and benefits 
strategies, and the difference this has made to 
their organisations.

The annual event recognises best-practice 
approaches to a range of benefits, and includes 
categories for best defined contribution (DC) 
pensions strategy, best mental health strategy, 
best flexible benefits plan, and best benefits for 
a multi-generational workforce.

Winners will be announced at the Employee 
Benefits Awards and Summer Party, which 
will be held on 9 June 2017 at The Artillery 
Gardens at the HAC in London. 

The awards ceremony is a must-attend 
event, giving the industry the opportunity 
to come together to network and celebrate 
employers’ achievements.

The Employee Benefits Awards 2017 is now open for entries and features several 
new categories in which employers can showcase their achievements 

To enter and find out more, visit www.employeebenefitsawards.co.uk
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According to the 
Workingmums annual 
survey, published by 
Workingmums.co.uk 
in October 2016, 
almost a fifth (18%) 
of working mothers 
have been forced to 

leave their job because a flexible-working 
request has been turned down. 

Among respondents currently on 
maternity leave, 41% would not return 
to their job because of their employer’s 
refusal to accommodate flexible working. 
These are worrying figures; not only 
for the barriers created around women’s 
earnings and career progression, and 
the potential impact on their financial 
security and wellbeing, but also for 
businesses and society more widely. 
Can organisations and industry really 
afford to lose the knowledge, innovation 
and skills that these employees bring to 
the table?

While it is not always possible for 
employers to accommodate flexible-
working requests, it is an issue that 
continues to rise up employees’ agendas. 
More than half (53%) of employee 
respondents would rather be offered 
flexible-working arrangements as a 
benefit than a 5% salary increase, and 
45% would choose flexible working over a 
10% pay rise, according to The competitive 
advantage of flexible and family-friendly 
working report, published by My Family 
Care and Hydrogen in October 2016. 
It is not just working parents that 
flexible-working policies can support; 
they can also help staff with adult and 
eldercare responsibilities, and give 
employees of all ages and lifestyles 
the opportunity to pursue their passions 
outside of work, such as a hobby, sports 
activity, or further learning.

However, even where flexibility can 
be accommodated, perceived attitudes 
towards working flexibly remain a cause 
of concern among staff. My Family Care 
and Hydrogen’s report found that 26% 
of female employees and 18% of male 
employees worry that working flexibly 
could impact their career prospects, and 
more than a quarter (28%) of respondents 
feel uncomfortable talking to their 
employer about the possibility of 
introducing a more fluid working pattern.

Fostering a supportive and inclusive 
workplace culture that makes flexible 
working visible within the organisation 
is a key step in removing negative 
perceptions, as is the role of senior 
leaders in demonstrating and 
communicating their support for flexibility 
and work-life balance. More than half 
(57%) of organisations in Working 
Families’ Top employers for working families 
benchmark report 2016, published in 
October, include the creation of a flexible 
and family-friendly workplace in their 
values and mission statement, and 
almost all (94%) have the support of 
senior leaders who champion flexibility.

Changing attitudes and workplace 
culture is no small task, but with The 
competitive advantage of flexible and 
family-friendly working report finding 
that more than half (52%) of employees 
believe it will be more challenging for 
organisations to retain staff if they do 
not offer flexible working, it is surely 
a task worth undertaking.

Roberts joins 
Cromwell 
Jennifer Roberts 
has joined 
business supply 
organisation 
Cromwell Group 
as reward 
manager. Roberts 
has moved 
from Danwood, 
where she held 
numerous roles, 
including reward 
and benefits 
manager, 
compensation 
and benefits 
manager, and 
reward analyst.

Coal Authority 
hires Olpin 
Carl Olpin is now 
HR analyst at The 
Coal Authority. 
He joins 
from Gardner 
Aerospace where 
he was payroll 
officer. Olpin’s 
previous 
experience 
includes pay 
services and 
pensions 
assistant at 
NHS Trust, in the 
payroll team at 
Nottingham 
City Hospital.

Brown gets 
role at KPMG
Ann Brown will 
become UK head 
of people at 
audit and tax 
organisation KPMG 
from 14 November 
2016, taking 
over from 
Philip Davidson, 
managing partner, 
who has held the 
position on an 
interim basis. 
Brown was 
previously 
divisional director, 
HR at Nationwide 
Building Society.

Autoglass 
appoints 
Wirsenius 
Asa Wirsenius 
has been 
appointed 
people director 
at Autoglass. 
Wirsenius will 
drive employee 
engagement, as 
well as lead the 
development and 
implementation 
of its people 
strategy. Prior 
roles include 
HR director 
at Carglass 
Scandinavia.

Whitbread 
promotes 
Hutchinson 
Whitbread has 
promoted Bridget 
Hutchinson 
from head of HR 
services to talent 
director, Premier 
Inn. She will lead 
the talent and 
succession, HR 
business partners, 
resourcing 
and internal 
communications 
teams. Hutchinson 
was previously 
head of resourcing 
at Dixons Retail.

Seljeflot takes 
on HR at Costa 
Kate Seljeflot 
has joined Costa 
Coffee as group 
HR director. 
Seljeflot was 
previously global 
talent director 
at Diageo, 
where she held a 
number of roles, 
including HR 
director for 
Africa, Turkey, 
Russia and 
Eastern Europe; 
and global 
HR shared 
services director.

Flexible working forms a key piece for 
employers looking to solve the retention puzzle

People moves

The hub...
      Louise’s lowdown

            @employeebenefit

            search EmployeeBenefits

Social media
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The month in numbers
Katie Scott rounds up some 

of October’s key facts and figures 
relating to employee benefits 

50% 
of employee respondents believe 
that receiving a pay rise would make 
them feel more valued at work 
(Source: Capita Employee Benefits) 
bit.ly/2dRpAnz

65% 
of UK employee 
respondents 
would take a pay 
cut in exchange 
for a better 
work-life balance 
(Source: LinkedIn) 
bit.ly/2e8wNTa

76% 
of manager respondents 

believe employee 
wellbeing is their 

responsibility (Source: 
Business in the 

Community) 
bit.ly/2dq1XDy

60% 
of 16-34 year old employee respondents 
think the Lifetime individual savings 
account (Lisa) will have a positive impact 
(Source: Capita Employee Benefits) 
bit.ly/2dRpAnz

77% 
of employer 

respondents pay 
the voluntary living 

wage because it 
aligns with their 

organisation’s 
values (Source: 

Middlesex University 
London/University 

of Liverpool) 
bit.ly/2cWH0Sg

27% 
of employee 
respondents would 
welcome guidance 
on retirement 
planning from their 
employer (Source: 
Portus Consulting) 
bit.ly/2dXserR
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Steve Foulger
is HR director at payment service 
provider Allpay

Emma Hart
is HR manager at e-commerce 
firm Visualsoft

Claire Huish
is colleague services manager at 
hospitality firm Bennett Hay

big 
question

How can organisations 
spread festive cheer?

This month’s big ques  on...

There are a wide 
variety of ways 
that festive cheer 
can be spread 
across a business. 
Efforts should 
be focused at 
an individual and 
team level, as well 

as at a business-wide level and externally 
to the business.

Of course you should still expect 
colleagues to work hard, but I recommend 
supplying them with different ways to have 
fun. In the past, we have hosted typical 
all-staff Christmas parties. More recently, 
we encouraged everyone to give something 
back by taking part in the popular charity 
Christmas jumper day phenomenon.

Having certain facilities on site allows 
us to be more creative, putting on events 
that may not be feasible for every business. 
With two restaurants, we have the ability to 
serve everybody Christmas lunch, with the 
directors taking on the role of serving our 
employees for the day.

We also have a bar, which allows for a 
festive quiz evening, or for people to start 
celebrating at HQ before they head out 
for their Christmas team nights out. From 
first-hand experience, I would encourage 
organisations to be inventive with the 
space and resources available to them.

Christmas conveniently takes place 
around half way through our financial year, 
giving us an excellent chance to celebrate 
success with our annual bonus schemes, 
typically paid in December. We host our 
annual awards events, ‘The Tony’s’, in 
honour of our managing director, Tony 
Killeen. To top it off, for the last three years 
we have given everyone 12 bottles of wine 
from our sister company, Rude Wines.

With the annual Christmas kids’ party, 
a special treat for all of our colleagues’ 
youngsters, and desks decorated within an 
inch of their lives, Christmas certainly gets 
the full treatment at Allpay. Add in secret 
Santa and we probably have the clean 
sweep of Christmas activities.

In the run-up to 
the festive season, 
it is important for 
organisations to 
consider how to 
engage and involve 
their employees 
during this time. It 
is understandable 

that while work still carries on, the more 
engaged the workforce is during this time, 
the more productive staff will be. While 
the usually discussed topic is Christmas, 
thought for cultural diversity must be 
considered too.

There are several ideas we have tried at 
Visualsoft that have been tried and proven 
to lift spirits and morale at work. It is vital 
to ensure that a plan is put in place months 
before the lead-up to Christmas.

The infamous Christmas staff night out 
known to all organisations can be a little 
too expected, so ideas such as secret Santa, 
Christmas bake sales, and Christmas jumper 
day bring a little more thought to make sure 
staff mix and engage with each other.

The office environment should also 
not be overlooked. Christmas decorations, 
lights, and a feature Christmas tree with 
presents underneath it will lighten up 
a usually orderly office look. Once festive 
music is added into this mix, it is natural 
for people to then feel part of the 
Christmas season.

Careful thought should also be put 
into the employee’s work-life balance to 
make sure that their own home preparation 
can take place, reducing their stress while 
at work. This can be achieved with the 
use of flexible working, half days off on 
Christmas Eve, and the ability to involve 
their friends and family in spreading the 
festive cheer.

Finally, as part of the charitable side 
of Christmas, events involving the 
homeless, children from underprivileged 
backgrounds, and the elderly really spread 
that feel-good factor from the people 
involved and the people who would 
benefit from the work.

More often than 
not, employees are 
working longer 
and harder over 
the festive period, 
and they are doing 
all this while also 
trying to find time 
to catch up with 

friends and family. It is tempting for business 
owners to think they have done all that is 
needed to keep staff motivated once they 
have arranged the office party. But the 
reality is, during the busy Christmas period, 
particularly in the hospitality sector, people 
need and often expect that little bit of extra 
recognition, to round the year off and keep 
up workplace momentum.

This can be anything from a gift from 
the organisation, or just a word of thanks, 
taking your team for a drink after work, or 
just rolling up your sleeves as it were, and 
working alongside them.

This year, at Bennett Hay, we are holding 
our annual party for all our colleagues 
and their partners in January, after the 
Christmas period, not only to kick off the 
New Year on an appreciative path, but also 
to treat all of our people after our busiest 
time. This is our main way of showing our 
gratitude for what is achieved throughout 
the year. We are also running a New Year’s 
resolution campaign, to encourage our 
team to use our new volunteering scheme 
with Benefacto, one of the many initiatives 
we have to keep our wellbeing balanced at 
Bennett Hay.

Our colleagues work at a range of sites, 
in many different sectors. When it comes to 
the guest experience, customers often want 
more around the festive period, at Bennett 
Hay, we like to think we go above and 
beyond all year round, but spreading festive 
cheer goes further than our own people, and 
into our hospitality offering.

Colleagues do need motivating and 
recognising all year round, and while it is 
important to reward the workforce over 
the festive period, employees should feel 
appreciated and inspired all year.

     do you agree?
Join the discussion by searching for the 
EmployeeBenefi ts group on:
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Benefits can help  
to focus employees on 
long-term objectives  

L o u i s e  F o r d h a m  |  D e p u t y  e d i t o r
E m p l o y e e  B e n e f i t s
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Need to know
•  A cultural change may be needed to shift 

employees’ focus from short-term goals 
to longer-term organisational objectives.

•  Building a narrative around benefit 
strategies and illustrating how this ties into 
an organisation’s values can help engage staff 
with long-term business growth.

•  Benefits that demonstrate employers have a 
long-term commitment to staff could help to 
drive a long-term mindset among employees.

According to a study published 
by Globoforce’s WorkHuman Research 
Institute and the IBM Smarter Workforce Institute 
in October 2016, The employee experience index: a 
new global measure of a human workplace 
and its impact, 44% of respondents 
do not feel that their senior leaders 
provide a clear direction about 
where the organisation is headed. If 
employees do not understand, or are 

not on board with the 
long-term aims of a business, 

then it begs the question 
as to how effectively 

organisations are going 
to achieve their goals.

So what can 
organisations 
do to engage 

employees with the goals 
and objectives necessary for 

long-term growth? And what 
function can benefits play in 

aligning employee and employer 
line of sight?

In working environments where 
employees focus on near-term goals 
that appear to have a more tangible 
and direct impact on them, a cultural 
shift may be required to increase 
engagement with the longer-term and 
wider goals of the organisation. Tristram 
Hawthorn, consultant at JLT Employee 

Benefits, says: “Each individual’s own 
cultural outlook is impacted by 

the cultural norms of the 
business. If a business is 
always furiously chasing 
results for the next quarter, 

even if those aren’t part of 
an overlying strategy for, say, 

three- or five-year business growth, 
then individuals will align themselves with 

that outlook from the business.”
Top-down messaging 

can play a key role 

@ Read also
How does a reward strategy evolve while 
an organisation grows at pace?
bit.ly/1UenoJ5

in reshaping a culture that 
engenders this approach. Jeff Fox, head of 
strategic benefit consultancy at Aon Employee 
Benefits, says: “If [organisations] want to drive a 
longer-term mindset then they have to lead from 
the top; it has to come from the senior executive 
team, they have to live those values and be seen 
to live them.”

Developing a narrative that employees can buy 
into can also encourage staff to look at the bigger 
picture. Yves Duhaldeborde, senior consultant at 
Willis Towers Watson, says: “The effort is on telling 
a story to employees about where the organisation 
is headed and trying to involve them. It’s very 
important to involve them and make them feel part 
of the story of what the organisation is building, 
and make connections about what the organisation 
represents in the community and society overall.”

By embedding core values into their benefits 
strategy and building a corresponding narrative 
around this, organisations can further reinforce 
the overarching mission of the business. Hawthorn 
says: “[Organisations should consider] the key 
underlying reason of why they have these benefits 
in the first place: What are the aims and objectives 
of having them? How does that tie in to their wider 
corporate strategy and narrative?”

Of course, designing a benefits strategy that 
supports corporate values is less likely to drive 

long-term growth if it is not clearly 
understood. Steve Herbert, head 

of benefits strategy at 
Jelf Employee 
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Fletchers Solicitors embeds core values in benefits strategy

Over the last two years, Fletchers Solicitors has 
grown from 90 employees to more than 340. 
To support this growth and engage staff with 
the organisation’s values and goals, Fletchers 
has defined its core values and developed a 
reward and benefits strategy that embodies 
and celebrates these.

The law firm has incorporated its four core 
values, trust, innovation, performance, and 
development, into its recruitment and 
performance management process, as well as 
its reward and recognition initiative, the Love 
awards. The Love awards, which stand for Live 
Our Values Every day, is a peer-nominated 
recognition scheme that rewards employees 
who have demonstrated actions in line with 
the organisation’s values. Winners receive a 
Love2shop voucher.

Sara Duxbury, head of people, says: “Our 
chief executive still does a monthly brief 
to all staff in person. [During this] he will 
announce our Love awards winners, as 
well as deliver commercial updates.”

Fletchers also celebrates team effort and 
performance through team activities. These 
vary according to the team, ranging from group 

trips to the cinema, to team lunches, to 
breakout and escape room style-games. “It’s 
not just that they get a mention and an award, 
we always try to think of something that the 
team will enjoy,” says Duxbury.

The organisation also offers training and 
development opportunities for staff. Duxbury 
says: “Through things such as funded training, 
people are staying with us and investing in us 
because we’ve invested in them. It also leads to 
more people with more knowledge staying in 
the business, which adds up to meeting KPIs 
[key performance indicators], higher 
productivity, and so on.”
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Case study | Fletchers Solicitors

Matt Landeman is 
managing director 
at Carat UK

For an organisation with 
eyes on strategic growth, 
it is necessary that each 
employee is aware of, and 

buys into, the business values at the heart 
of the enterprise. This is especially pertinent 
in quickly evolving sectors such as media, 
where keeping employees up to speed with 
an organisation’s values is a challenge.

At Carat, we want to build a culture that 
encourages and supports our values. It is 
business-critical that we encourage our 
people to innovate, to ask the hard questions 
and to always push both themselves and our 
clients forward in the digital economy. After 
convening staff focus groups, we came up 
with an internal phrase to better express 
this: ‘Make Brave Happen’.

For the past few months we have invited 
in guest speakers to share their personal 
stories of bravery or going against the grain. 
But to really demonstrate how invested in 
this the organisation is, we organised a full 
week of inspirational guest speakers.

The centrepiece was an all-agency away 
day. The morning of the away day featured a 
talk from our group chief executive officer 
(CEO) and three guest speakers, including 
the co-founder of Walking With The 
Wounded, who led wounded servicemen 
and women on expeditions to both the 
North and South Poles.

A top client also came to the stage in a 
question-and-answer session with our 
CEO and spoke about how much he values 
bravery from his team, further giving the 
staff ‘permission’ to be brave. Later in the 
afternoon, the agency was divided into 26 
teams and sent on a curiosity-fuelling, 
city-wide visual treasure hunt.

While the week itself was designed to 
inspire, the practical implications from the 
day will be reinforced over the coming 
months with further content from external 
speakers, access to mentoring and career 
development, buddying across the agency, 
and special recognition programmes to 
celebrate those going the extra mile. Our 
hope is that by creating the conditions for 
bravery and consistently inspiring our 
people around this theme, they will be 
encouraged overall to innovate and pioneer 
on behalf of our clients.

If an organisation wants to grow, it also 
needs its staff to grow alongside it. That 
means inspiring employees with a clear set 
of business values, no matter what sector 
the organisation is in.

Viewpoint
Benefits, says: “In terms of getting 

benefits embedded in the culture, 
and therefore helping engagement 
and productivity, the key is getting 
line managers to actually understand 
the high-level objectives of the 

benefits package.”
By incorporating behaviours 

that support business aims into 
the performance management 
process, and associated reward, 

organisations can incentivise 
employees to engage with the 

objectives required for long-term growth. 
Fox says: “The key is to synchronise the 

objectives of the employee with that of the 
employer, and that’s primarily through the tool of 
performance management. From that, incentivise 
those behaviours that the organisation needs to 
see in its employees to achieve those objectives, 
which could be around [rewards] such as bonuses.”

These objectives, and the employees’ role in 
achieving them, should be thoroughly 
communicated and the process of rewarding 
behaviours and outcomes should be clear and fair. 
Iain Thomson, director of incentive and recognition 
at Sodexo Benefits and Rewards Services, says: 
“Don’t be shy of having visibility around what the 
[organisation] is trying to achieve; reiterate it. Each 
time someone demonstrates a behaviour and they 
are rewarded for it, make sure to feed back to them 
around what [reward] they have got and why they 
have got it; it’s the ‘why’ that’s really important.”

Statistics

do not feel their senior 
managers provide clear 
direc  on about where 
the organisa  on is 
headed (Source: Globoforce’s 

WorkHuman Research Ins  tute/

IBM Smarter Workforce Ins  tute, 

October 2016)

44%
working in fi rms with a 
bonus scheme believe 
these reward short-term 
performance at the 
expense of long-term 
goals (Source: Chartered 

Ins  tute of Management 

Accountants, September 2016)

48%

cover story 
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To enhance understanding of a long-term 
strategy and to get employee buy-in for each 
phase of the journey, organisations could break 
their strategy down into smaller steps, Thomson 
says. “Have a three-year goal, but then 
have an annual target, and break that down into 
quarterly achievements so that there are bite-sized 
chunks that will help [an organisation] achieve its 
target and, ultimately, hit its three-year goal.” 

The uncertainty caused by the Brexit vote 
may intensify communication challenges around 
an organisation’s long-term strategy, adds Fox. Yet 
it also shines a spotlight on the need for engaged, 
productive workforces that help ensure UK 
businesses are competitive, says Herbert.

Benefits such as income protection, private 
medical insurance (PMI), and workplace pensions, 
can demonstrate an employer’s long-term 
commitment and investment in its staff, which 
could, in turn, prompt a sense of loyalty among 
employees and increased engagement with the 
success of the organisation. “Some of the traditional 
benefits, such as the ones that reward long-term 
service or that have an expectation that [the
employer] is going to look after an employee 
from the time they join all the way up until the 
time they retire, are indicative of a culture of 
‘we want to look after our staff’,” says Hawthorn.

All-employee share schemes can also highlight 
the link between business growth and employee 
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benefits. “As shares increase in value, [employers] 
can tie that to the growth of the organisation,” says 
Aon’s Fox. “Participation in a share scheme benefits 
the [organisation] but it benefits the employee at 
the same time, and as they see the share price 
increasing it’s an obvious measure of the success 
of the [organisation].”

Benefits schemes that involve the employee 
signing up for products or services for an agreed 
period of time can also nudge employees towards a 
longer-term mind set, adds Fox. This might include 
car schemes, subsidised gym membership, or 
technology schemes that involve monthly 
repayments. “These can potentially help keep 
employees with the organisation for longer,” 
explains Fox. “It causes employees to think 
twice about whether they are going to leave 
because if they do leave they will have to pay 
an outstanding balance.”

Ultimately, providing benefits that are valued 
by employees and relevant to their lives is key. 
Herbert says: “Soft benefits, if used in conjunction 
with hard benefits, are equally important if not 
more so. For example, flexible working is such 
an important thing for so many people.”

Statistics

of employer respondents off er benefi ts 
to drive desired employee behaviours 

(Source: Employee Benefi ts/Xerox HR Services, June 2016)

of employer respondents cite alignment of 
benefi ts and business strategy as an issue 
shaping their benefi ts strategy in 2016 

(Source: Employee Benefi ts/Xerox HR Services, June 2016)

36%

35%

Offering 
employees the 
flexibility to adapt 
their package 
according to their needs can also play a significant 
role in engaging staff. “Flexible benefits, where 
[employees] have a choice over what they receive 
and how they receive it, can be a lot more 
motivating and drive a longer-term outlook 
as well,” says Fox.

O n l i n e  e n g a g e m e n t
Setting up channels for employee feedback can 
help staff to feel more involved with development 
processes, both around benefits and an 
organisation’s mission and aims more broadly. 
Where an employer acts on, or responds to, 
feedback, this could, in turn, lead to greater 
engagement with long-term projects.

The use of online engagement tools, such as 
mobile apps, pulse and always-on surveys, can also 
allow for engagement and input from across all 
levels of a business. Ian McVey, head of enterprise 
sales, Northern Europe, at customer and employee 
insight software organisation Qualtrics, says: 
“Technology enables the communication flow, and 
that communication flow enables collaboration 
and innovation to happen. Because of the impact 
of social media, there’s also now much more of a 
cultural expectation to share opinion.”

The more instant route to employees that digital 
engagement tools can provide, could also help 
organisations to adapt and improve their business 
strategy. As McVey says: “Things move so quickly; 
be the disruptor to yourself and do that through 
your own employee engagement programme.”

“ FLEXIBLE BENEFITS CAN 
BE MOTIVATING AND 
DRIVE A LONG-TERM 
OUTLOOK AS WELL”
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Hop, skip 
and jump 

Encouraging physical activity 
can help reduce absence

K a t i e  S c o t t  |  R e p o r t e r
E m p l o y e e  B e n e f i t s

succumbing to cold and flu viruses, says Gareth Goffin, 
park manager at British Military Fitness.

Healthier and fitter employees generally have faster 
recovery times from illness, reducing absence length. 
Seemingly minor factors, such as diet and sugar intake, 
can also impact productivity, due to lower energy levels 
and digestion issues for example, adds Gudmundson.

Other advantages of higher fitness levels include: a lower 
risk of contracting illnesses and diseases such as heart disease; 
improved mental and cognitive functioning; help with weight 
management and increases in overall wellbeing and mood. 
Team fitness activities can also boost communication and 
camaraderie between staff, enhancing employee satisfaction.

Because employees spend such a large portion of their 
time in the workplace, organisations can have a huge impact 
on staff fitness levels. “The workplace is an excellent 
environment for the promotion of health because a large 
number of people can be reached,” says HumbleFit’s Campbell.

Initiatives that could form part of a health and wellbeing 
strategy focusing around fitness include voluntary benefits 

Long-term staff absence remains a prominent challenge within modern workplaces. Legal 
and General’s Workplace wellbeing report, published in September 2016, found that 17% of 
employees have been off work for four weeks or more because of an illness, accident or 
injury over the past 12 months.

Vitality Health’s 2015 Britain’s healthiest workplace report, published in September 2015, 
contextualises the potential impact of long-term absence on businesses, finding that the annual 
cost of lost productivity to the UK economy totals £57 billion. The report also highlights that 
healthier employees have the equivalent of an extra 30 days of productive time available each year.

Staff fitness can therefore form an essential component of a health and wellbeing strategy if an 
employer is looking to reduce and manage long-term absence.

Anna Gudmundson, group chief executive officer at Fitbug, says: “It’s probably the investment 
that will give the biggest impact to [an organisation’s] bottom line because very often, the 
workforce is the largest part of the cost base, so even increasing productivity in a minor way 
will have quite an impact on that most important asset.”

Hannah Campbell, BPS accredited sports psychologist and corporate wellness co-ordinator at 
HumbleFit, says: “Being fit, you’re training the body to become more resilient to everyday tasks, 
so active people tend to have more fuel in the tank. They have more stamina after a heavy day 
of meeting clients and taking on information.”

This increased stamina can be helpful in counteracting employee burnout. Another plus point 
to physical activity is a stronger immune system, which leads to lower instances of individuals’ 
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•  Employees who have an active lifestyle are 
more likely to fend off illnesses and diseases.

•  A health and wellbeing initiative should be 
targeted at all staff, not just those already 
physically active and engaged with fitness.

•  Investing in employee health can have 
knock-on effects on productivity, as 
well as on an organisation’s bottom line.

How to incorporate fitness 
into the workplace
bit.ly/2espdPc

Need to know

Read also@

health & 
wellbeing
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Tom Godwin is a personal trainer 
and independent fitness professional 
tutor and assessor

A growing number of organisations 
in the UK have physical activity and 
healthy eating as a core part of their 
occupational health policy. This 

involvement by employers in trying to create and 
promote the importance of healthy 
living to employees can help improve attendance, 
performance, and morale. There are a number 
of ways that employers can seek to help improve 
how staff access physical activity and get physical 
activity into an organisation’s culture.

Ideas organisations could employ include having 
a physical activity champion, who is encouraged to 
promote health and physical activities, be a useful 
resource, and act as a clear point of contact. Fitness 
classes, such as a bootcamp or circuit class, can be 
done at little cost and, in many cases, staff may opt to 
self-fund this. These can be run on site if space allows, 
which will increase the level of access to the service. 
Local instructors are often keen to be involved in this 
because it is an opportunity to increase their exposure.

Having an office team in a range of sports can be 
a fun way of promoting physical activity, and having 
health promotion events in the office can help to get 
staff thinking about health and fitness. Local personal 
trainers and gyms will often be willing to send staff 
to deliver presentations in exchange for some light 
marketing to employees.

One of the biggest reasons that is given as to why 
individuals do not engage in physical activity is a lack 
of time. Employers have the ability to help employees 
embed physical activity into their day. This can be done 
at a relatively low cost and, in some cases, for free. This 
will then allow organisations to reap the benefits of a 
healthier, more productive workforce.

such as bikes-for-work schemes and subsidised gym membership. These can be a useful 
starting point, which can be bolstered by regular on-site fitness classes. For example, when 
British Military Fitness works with employers, employees are less likely to phone in sick on 
the days that classes run, says Goffin.

Weekly on-site exercise classes can also act as a springboard to employees forming their 
own personal fitness goals, and encourage individuals to take up other physical activities, adds 
Goffin. This behavioural change could have a positive impact in the workplace by generating 
feelings of motivation and engagement, which can act as a deterrent against absence.

Other ideas organisations could employ include starting running or walking clubs, or 
offering educational seminars and talks around training and fitness. 

A programme’s target audience is an important consideration when developing a fitness 
strategy, particularly because many physical activity programmes tend to attract employees who 
are already engaged with their fitness. Campbell says: “We need to encourage those employees 
who aren’t already active because they’re the people who are taking the time off work, they’re 
the people who are more stressed, and they’re the people who are costing the business money.”

To counteract this, organisations could set benchmarks that are not based on absolute 
performance but instead focus on improving each individual’s own fitness level, says Chris 
Bailey, partner at Mercer. Employers should also select initiatives that will resonate with 
their workforce, tailoring these to their likes and dislikes.

Time-sensitive projects, such as themed days and weeks, may be effective in engaging 
employees in the short term, however, these need to be supported by a continuous strategy 
that encourages long-term changes, says Bailey.

Motivating staff to improve or maintain recommended fitness levels can be a way of tackling 
long-term absence levels and their potential impact on 
productivity and associated costs, while also having a 

positive effect on individuals’ 
wellbeing and 

happiness
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Viewpoint

Case study | Iris Worldwide

health & 
wellbeing

Iris Worldwide uses an on-site personal trainer to encourage physical activity

Marketing and advertising organisation 
Iris Worldwide launched a physical activity 
programme five years ago for the 400 staff 
in its London-based head office, with the aim 
of energising and motivating employees 
who were putting in long hours tackling a 
demanding workload. Partnering with 9tolife, 
Iris Worldwide has an on-site personal trainer 
four afternoons a week, providing a base 
programme of weekly personal training, circuit, 
and yoga sessions, as well as sports massage.

The programme has developed to include a 
holistic emphasis that includes specialist 
workshops around mindfulness and stress, as 
well as advice on nutrition. The personal trainer 
also organises health checks for employees, 
which are subsidised by Iris Worldwide.

As a result of these interventions, since 
introducing the programme, Iris Worldwide has 
experienced 450 fewer sick days in total per 
annum, equating to a 25% reduction in the 
average sickness absence levels. Engaging with 
the programme has also led employees to form 
their own clubs, such as a football club.

Claire Humphris, chief marketing officer 
Europe at Iris Worldwide, says: “What it has 
created is a positive culture around exercise 
and time away from the desk. People feel 
like they’ve been given permission to 
activate things around exercise at work 
and during work time. If we want to carry 
on with the same momentum and dynamism, 
we need to make sure we’re energising all of 
our staff.

“The lines between work and life have blurred 
completely because of how internet-based we 
all are, so if it’s blurring in one direction where 
work is spilling over into home life, we have to 
make it blur back the other way where we can 
bring more elements of time off or things that 
benefit [employees’] health in the workplace.”
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Raising awareness 
of mouth cancer

V i t t o r i a  G a l l a g h e r  |  C o r p o r a t e  e x e c u t i v e
D e n p l a n

Mouth Cancer Action Month puts 
the spotlight on oral health
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plan is a tangible, usable benefit, and 73% of 
employees agree that a dental plan is a benefit that 
can be used regularly and not just for emergencies. 
Unlike pensions, which might not be accessed 
for years, and products such as private medical 
insurance and life assurance, which will hopefully 
need to be used very rarely, all employees should 
be visiting the dentist at least once every two years.

Organisations are only as good as their 
workforce, so if they can help to educate their 
employees through dental plans and encourage 
decent oral health, this could, in turn, help early 
detection for more serious conditions like mouth 
cancer. Hopefully, this November’s Mouth Cancer 
Action Month will help further raise this issue 
among both employees and employers ■

November is the Oral Health Foundation’s Mouth 
Cancer Action Month, which shines a spotlight on 
the subject of mouth cancer and the importance 
of maintaining oral health and overall wellbeing. 
Mouth Cancer Action Month hopes to get more 
mouth cancers diagnosed at an early stage by 
educating people on the risk factors, signs and 
symptoms, while also encouraging the public 
to discuss them with their dental professional.

A regular check-up can help a den  st to spot the 
early signs of some serious condi  ons, one of the 
most vital being mouth cancer. Although not the 
most publicised cancer, mouth cancer claims more 
lives each year than tes  cular and cervical cancers 
combined, and the number of cases is increasing 
year on year. In 2002, 4,500 mouth cancer cases 
were recorded in the UK. By 2012, this had 
increased to 7,300 cases reported, according 
to research by Cancer Research UK, published 
in November 2015. That is a 62% increase in 
just one decade.

As with other types of cancer, the earlier 
this is detected, the more chance there is to 

significantly improve the likelihood of survival. 
Although more than 2,000 people die each year 
as a result of mouth cancer, for those patients 
detected at an early stage, the survival rate 
improves from 50% to 90%.

Unlike other medical professionals, dentists 
and dental nurses see ‘healthy’ patients every 
single day. This provides them with the opportunity 
to highlight the importance of prevention to reduce 
the risk of any long-term problems such as mouth 
cancer in the future.

As the main sponsor of Mouth Cancer Action 
Month, Denplan is again running the #BlueLipSelfie 
campaign with hundreds of organisations and 
dental practices around the country. The campaign 
allows dental professionals to talk to patients 
about the risks, symptoms and prevention of this 
devastating disease in a more light-hearted way. 
To take part, all people have to do is take a photo 
of themselves or their teams with blue lips 
and share it on Twitter or Instagram using the 
campaign’s hashtag #BlueLipSelfie.

As well as helping people and their families to 
look after their teeth and gums, a dental plan can 
also help them to engage more generally with their 
overall health. Dental check-ups cover more than 
just teeth and gums; a dental appointment involves 
a check-up on the whole mouth, and is just as 
important as a visit to the GP.

Dental plans are now a key component of a 
strong overall benefits package and increasingly, 
employees are starting to expect one. Almost 
two-thirds (64%) of employees without access to a 
dental plan said they would consider a dental plan 
if their employer offered it, according to Denplan’s 
Health and wellbeing benefits survey, published in 
January 2016. A further 60% agree that a dental 
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“ A REGULAR 
CHECK UP CAN 
HELP A DENTIST 
TO SPOT THE 
EARLY SIGNS OF 
SOME SERIOUS 
CONDITIONS”
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Getting across the 
finishing line

A range of benefits can support and motivate 
staff as year-end approaches

L o u i s e  F o r d h a m  |  D e p u t y  e d i t o r
E m p l o y e e  B e n e f i t s

Adding a social element to recognition can further 
engage employees, whether that be through peer-to-peer 
nominations, online reward and recognition platforms, or 
sharing recognition messages via social media or enterprise 
social networks such as Yammer or Facebook Workplace. 
Andy Philpott, sales and marketing director at Edenred, says: 
“Just seeing your name recognised on a platform that you 
know other employees are going to see is really powerful.”

A good understanding of the workforce demographic at 
an organisation, team, and individual level can help to ensure 
that staff value the rewards they receive through recognition 
schemes or for reaching their quarterly and year-end targets. 
Philpott says: “Engage managers with this as well because they 
are close to their teams and have a good idea [of what they 
would value].”

Providing a choice can also enable employees and teams 
to strive for and enjoy rewards that best suit and engage 
them. “If an [organisation] is passing on choice, it shows that 
a little more care, attention, and thought has been put into 
the process,” explains Philpott.

Organisations should also consider their employee profile 
when arranging end-of year-events, such as team activities 
or the Christmas party. Nick Court, director at Cloud9 People, 
says: “Don’t put on a black-tie event if none of [the] 
employees are going to appreciate having to go out 
and hire a tuxedo. Make it relevant to the audience.”

Offering and communicating benefits that support 
employees’ priorities and the pressures they are likely to 
face in the final few months of the year, could also help to 
enhance engagement in the workplace. Court says: “Make it 
relevant to the things that people really get engaged with 
around the back end of the year, such as Halloween, 
fireworks, and Christmas, and then [think about] how 
benefits can support that.”

This might include technology schemes or retail and leisure 
discounts, or simply reminding staff to take advantage of the 
leave they have acquired through a holiday purchase scheme.

Many of the barriers to high levels of employee 
engagement and motivation, and the framework put in place 
to overcome these, continue to remain relevant through the 
fourth quarter and into the New Year. As Edenred’s Philpott 
notes: “A lot of businesses lose two or three weeks at the 
beginning of the year due to low morale. How [they] can 
carry that feelgood factor into January is a really important 
thing for businesses to be thinking about now.”

For sectors such as retail, the run-up to Christmas is one of the busiest times of the year. For 
many organisations, regardless of industry sector, it is also a time for making that final push to 
meet year-end targets. With this in mind, what can employers do to engage and motivate staff 
during this busy fourth quarter?

Reward and recognition initiatives can help to incentivise individuals and teams to achieve 
set goals. However, for these to have their full effect, they must be well communicated. Do 
employees know what the targets are? Are they clear about how these can be reached? 
Have they been informed how they will be rewarded if they achieve them?

In addition to target-linked rewards, recognising those who demonstrate the actions that will 
contribute to success can also be a powerful motivator. Ian Feaver, European sales and marketing 
director at OC Tanner, says: “Don’t just wait until the end of the quarter, notice the right behaviours 
along the way and people will perform better. It’s about the experience that [an organisation] 
provides along the way, and whether an employee feels appreciated on a day-to-day basis.”

Publicly celebrating the reason why an employee has been recognised can help to reinforce 
these behaviours among the workforce. “When recognising [staff] or presenting awards, make 
it public, then other employees will see what they need to do to be recognised,” says Feaver.

25
 |November 2016|

employeebenefits.co.uk/motivation-and-recognition

•  Reward and recognition schemes can motivate 
staff to meet quarterly and year-end targets.

•  Employers should think about what benefits would 
help employees in the last few months of the year.

•  Consider ways of carrying engagement and 
motivation initiatives into the New Year.

How to create an effective 
Christmas incentive strategy
bit.ly/2ekdiVj

Need to know

Read also@

motivation
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Reward is 
in the bag

Gift vouchers remain an effective way 
to reward and motivate staff

L o u i s e  F a r r a n d  | 
F r e e l a n c e  j o u r n a l i s t

Selfridges? Or even some flight vouchers to put towards my 
next holiday.”

When used effectively, gift vouchers can be an excellent 
way to reward and motivate staff. More personal than cash 
and with broad appeal, it is no wonder the gift card industry 
is buoyant. Well over half (60%) of the members of industry 
trade body the UK Gift Card and Voucher Association 
(UKGCVA) reported sales growth in the first half of 2016. 
From travel gift cards, to discount cards, to gift cards that 
can be used with a wide range of retailers, there is a card 
out there to suit every workforce.

The personal approach explains gift cards’ success, says 
Gail Cohen, director general at the UKGCVA. “Gift cards 
and vouchers are a great way to give a personal gift to an 
employee without running the risk of the individual not 
liking [the] choice, or buying the wrong thing,” she says. 
“The variety of gift cards and vouchers available on the 
market these days means that, if an employer can select 
the right gift card for each employee, the reward gesture 
can be inspiring and motivating to the individual.”

A d d r e s s i n g  a  k e y  c h a l l e n g e
Gift cards also address a key challenge for modern 
employers: keeping a diverse workforce engaged. Iain 
Thomson, director of incentive and recognition at Sodexo 
Benefits and Rewards Services, says: “One thing HR 
directors are finding challenging at the moment is the 
multi-generational structure of the workplace. Finding 
something that appeals to 18-year-olds and 68-year-olds 
is a challenge. Multi-choice gift cards mean you can 
have everything from Marks and Spencer and John Lewis 
through to Argos and [other] mainstream high street retailers.”

From Amazon to Uber, technology is changing the 
way we live. It is no surprise the biggest development in the 
gift card market is e-cards containing gift voucher e-codes.

A high-flying corporate lawyer friend recently worked late on a Friday night, one of several 
she had sacrificed in recent weeks. Any resentment she might have felt evaporated early 
the following week, when her manager nominated her for one of the organisation’s regular 
awards for working beyond the call of duty. Her prize? A £150 gift voucher of her choice. 

“I’m trying to decide what shop I want gift vouchers for,” she said, excitedly. “John Lewis? 
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•  Gift cards can be an effective way to reward staff, 
but reward and benefits managers should think 
carefully about how they present the vouchers 
to maximise their impact.

•  Keeping a wide-ranging workforce engaged can 
be a challenge; gift cards are a good way to keep 
everyone happy.

•  E-codes are an emerging trend in the gift card 
market, but some employees may still favour 
the tangibility of a paper voucher.

How to create an effective Christmas incentive 
strategy
bit.ly/2dR7GW6

Need to know

Read also@

motivation 
& recognition
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“ THE OLDER 
GENERATION 
STILL PREFERS 
A CARD OR 
VOUCHER OF 
SOME SORT”
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3 Monkeys Zeno uses gift 
vouchers to recognise staff
 
PR firm 3 Monkeys Zeno has been 
awarding gift vouchers to staff for eight 
years. Christine Jewell, managing director, 
says: “We surveyed our staff and asked 
what sort of reward they would value: 
would they like dinner for two, for 
instance? Vouchers were what most 
people said they wanted. Cash gets lost in 
day-to-day expenses, whereas vouchers 
[they] can use to treat [themselves].”

The 75-strong organisation has a 
staff recognition scheme called Monkey 
of the Month. “We give people £150 
with vouchers [they] can use more or 
less anywhere,” says Jewell.

The organisation makes a special 
occasion of giving out the gift vouchers. 
Jewell says: “We ask staff who have 
gone the extra mile, tying it in closely 
to our corporate values. Up to five or 
six people win it every quarter.

“Every quarter at our [organisational] 
meetings, I read out the potted narrative 
of the nominations, and people come up 
to collect their vouchers.”

Birthdays are another occasion when 
3 Monkeys Zeno rewards its staff with 
vouchers. “We give people about £25 in 

vouchers for their birthday; they have 
a choice then and it’s more personal than 
cash,” explains Jewell. “Gift vouchers 
are packaged nicely and feel like more 
of a treat.”

Finally, at Christmas, whenever the 
organisation has had a successful year, 
each member of staff receives a £50 
voucher from Selfridges. “It comes nicely 
packaged in a box, and everyone loves 
Selfridges; the whole experience of 
shopping there is great,” says Jewell.

Case study | 
3 Monkeys Zeno

Andrew Johnson, chief executive officer at gift card 
marketing and fulfilment organisation NGC Europe, says: 
“The growing trend for digital is the most significant change 
we are seeing in the corporate gift card space. Digital gift cards 
are easy to administer to staff and we are seeing increasing 
numbers of retailers starting to issue digital products. Digital, 
especially in the B2B [business-to-business] sector, will 
continue to grow, both in popularity and in the number 
of issuers offering these products.”

Keith Herman, managing director at Inspire, which 
specialises in travel gift cards for holidays, adds: 
“E-codes are much more popular these days.”

C o n s i d e r  t h e  o p t i o n s
However, Herman reports that once most people have 
received a gift card for an expensive holiday, they are still 
likely to call the provider to discuss their travel options.

Engagement can also vary by age. “The older generation 
still prefers a card or a voucher of some sort,” says Herman. 
“Everything will be e-vouchers in the next 10 years, but there’s 
still something special about giving someone a pack containing 
a card with money on it, and that being tangible.”

However, e-codes should be used carefully, says 
Thomson. “One of the dangers for employers is not 

losing the act of recognising [great performance] 
through speed of delivery,” he says. “If it’s for 

an incentive and it’s clear and tactical, there 
is a place for e-codes, particularly for 
multi-brand stores, but if it’s for recognition 
then you can’t beat the peer-to-peer 
recognition of being awarded a gift.”

motivation 
& recognition
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It is a good idea to keep staff guessing when awarding gift 
cards, adds Thomson. “If [an employer is] awarding the gift 
card, regardless [whether it is] single or multi retailer, it’s 
about it remaining a treat. [An employer] can award someone 
a card and it becomes part of their utilities [or] eaten up in a 
food shop.” He says: “Then it loses the essence of what that 
award was for.”

T h i n k  s t r a t e g i c a l l y
Organisations should think strategically when rewarding 
their staff. For example, some organisations give employees 
city breaks to reward great performance, says Herman. 
The employee does not necessarily know how much the 
employer has spent on the travel package, meaning they 
can value a £500 spend even more than a cash reward 
of £1,000.

The top benefits highly engaged employees received in 2015 (Source: Red Letter Days for Business’ The rewards report, March 2016)

Statistics

Cash bonus 

Regular verbal thank you 
from a manager

Meal or night out on the 
employer

Voucher to spend on 
themselves

Over  me pay or training to 
help at work

25%

30%

23%

18%

17%

Giving staff a cash bonus means an employer is running 
the risk that employees will simply spend it on paying off their 
credit card, for instance. Instead, through travel gift cards, 
employees can receive a treasured memory.

How organisations frame the awarding of a gift card is also 
important. Thomson says: “It’s not so much about the value of 
the award, it’s the peer recognition around it. If [an employer 
has] a really good communication strategy around what [it is] 
rewarding and why [it is] rewarding [this], [it] can get more 
value from a £20 reward than a £50 reward. It’s about 
packaging it properly.”

So with multiple operators in the market, how can employers 
find a gift card arrangement that suits their workforce? 
Knowing the audience is key. “It’s about aligning the gift card 
and the retailer with the brand [the employer is] delivering 
to and [its] employee base,” explains Thomson  
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Golden rules 
of reward

B i l l  A l e x a n d e r  |  C h i e f  e x e c u t i v e  o f f i c e r
R e d  L e t t e r  D a y s  f o r  B u s i n e s s

An employee reward scheme is an effective way to show 
appreciation of an organisation’s most vital assets
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than a pot of money. People will talk openly about 
this kind of reward too, which, in turn, encourages 
other team members to do well.

Group travel incentives are a great way to honour 
employees. Having teams travel together allows 
them to mark the occasion and experience the 
trip as one. In turn, this cements a strong bond 
between colleagues. It does not have to be 
expensive and the payback lasts a long time.

Finally, there is one last step that must not be 
forgotten: communication. This is the cement 
that makes the campaign come alive, gets people 
excited and keeps them interested in the reward 
scheme throughout its life.

Promote schemes or ini  a  ves, send round-robin 
emails, fl yers, and posters. When the programme 
is in full swing, celebrate the winners. So many 
schemes fail on this one aspect alone; they have 
a well thought-out programme but do not do the 
communica  ons to deliver great results and, 
more importantly, a return on investment ■

Employees are the lifeblood of an organisation. 
An organisation could be selling the most effective 
product or service in the world but without good 
staff it is lost. A reward scheme is an effective 
and engaging way to show appreciation for the 
hard work of an organisation’s most vital asset: 
its employees. Get it right and a reward scheme 
can help improve employee engagement, loyalty 
and even impact the bo  om line. Before an 
organisa  on embarks on an employee reward 
and incen  ve programme, there are four golden 
rules: purpose; empowerment; meaningful 
reward; and communica  on.

A  c o n s i d e r e d  a p p r o a c h 
Organisations should be clear why they want to roll 
out an employee reward and incentive programme. 
This is not rocket science, but it is an essential first 
step. Organisations should be clear about why they 
are looking to launch an incentive; they may wish 
to simply show appreciation for another successful 
year, or celebrate the completion of a particularly 
challenging project, a simple morale booster, or 
to attract and keep existing hard workers. All of 
these need similar yet considered approaches.

Knowing the purpose will help organisa  ons 
decide what type of incen  ve to off er. Ask some 
per  nent ques  ons about the logis  cs of the 
scheme: do you want to reward high performers, 
or the whole team? Do you want to mo  vate 
employees to reward their own colleagues? Or 
are you looking for instant rewards that have 
meaning and are ideal as a hear  elt thank you?

Timing is a factor too, so consider seasonal 
impact; will the scheme be tied in with a Christmas 
party or a team away day? The incentive scheme 
also needs to be transparent and easy to use.

Rewarding employees empowers, and can 
really motivate a workforce but it is important 
to do it right and get employee buy-in. Once an 
organisation knows why it wants to reward and 
motivate employees, it should get them on board 
from the outset and keep them involved all the 
way through the campaign.

A vox pop can be useful to see what incen  ves 
would inspire staff , so be sure to communicate 
results of ini  al think tanks back to them. Updates 
will keep staff  interested up to the launch and a  er.

Organisations should make sure they take 
feedback on board and implement it into their 
programme; people will lose interest if they do not 
feel they have been listened to. Involve employees 
in the initial design of the scheme from how it will 
operate and who makes decisions, to how rewards 
are communicated.

R e w a r d s  t h a t  c o m e  a l i v e
A good benefit is something meaningful and 
memorable, that will create memories that will stick 
with employees. A few examples of staff incentives 
include: team-building activity days; incentive travel 
or weekends away; cash bonuses; high-street 
vouchers; peer nominations and employee of the 
month awards; or time off for duvet days.

Each of these incen  ves works in the right 
environment. Cash bonuses can be useful and 
temp  ng, par  cularly in the run-up to January 
because they help clear those expanded Christmas 
bills. However, this is double-edged because staff  
are usually coy about talking about money, so the 
incen  ve scheme almost operates out of sight, 
losing valuable communica  on benefi t.

So try to choose an incentive that creates 
talkability and memories that last a lot longer 
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Making 
connections

Involving staff in the design of a corporate gift 
card scheme can increase engagement

T y n a n  B a r t o n  |  F e a t u r e s  e d i t o r
E m p l o y e e  B e n e f i t s

the notion behind a scheme, they must appreciate the value of 
the reward and understand the reasoning behind the scheme 
implementation. Bill Alexander, chief executive officer at Red 
Letter Days for Business, says: “We’ve always said the direction 
has to come from the top, there must be something [the 
employer] wants to change or improve.

“It’s got to have buy-in from the board. Once the [employer 
has] done that, and that’s usually the easy bit, the key is to let 
go of the responsibility and actually include employees in 
creating it. What that does is make [employees] feel it’s their 
scheme, empowering them.”

Whether it is an incentive, a long-service recognition award 
or a motivation scheme, once the objective is set, the employer 
should work with employee groups to communicate exactly 
what the key goals are. “There may be guidelines and some 
ideas of what is possible, but, with an incentive scheme, staff 
should be allowed to come up with the parameters for KPIs 
[key performance indicators], for example, and also feedback 
on [benefits] themselves; what is it they actually want out of 
it?” says Alexander.

Working on employees’ feedback, the employer can then 
determine what kind of gift card would be most appreciated as 
a reward in any particular scheme for any specific employee.

For employees to engage with the scheme and value the 
reward, the gift card must be relevant and appeal to their 
lifestyles. The versatility and choice available with a gift 
card means that it can be a very personal reward. In addition, 
advances in the delivery systems mean that employers do 
not have to wait for a gift card to arrive in the post to award 
their employees, and instead can send a digital code directly 
via email.

Alex Preece, co-founder of Reward Cloud, says: “[Employers 
are] able to find out exactly what their employees enjoy 
spending their money on, and then add that personal touch 
by sending a John Lewis, an Amazon or a Debenhams gift 
card instantly to their inbox. Instead of using cash, which isn’t 
practical in big businesses, they’re able to actually find out 
which brands are more appealing to their staff and then use 
targeted, real-time connections to deliver that personal code, 
that gift card, to their employees, as and when they need to.”

Choice and personal taste play important roles in engaging 
employees with a corporate gift card. A workforce 

These are uncertain times we live in; almost five months post-EU referendum and the country 
is still waiting to see how the Brexit vote might affect the day-to-day cost of living.

Reports of the plummeting pound and trading rows between suppliers and supermarkets 
mean discount shopping, daily deals and group-buying offers have never been more popular 
with the British consumer.

The corporate gift card market both feeds the desire to make the hard-earned pound stretch 
that bit further, and, alternatively, offers the recipient the chance to ‘treat themselves’ while their 
salary is reserved for the essentials.

This type of reward element is just as important now as it ever has been, says Samantha Gee, 
director at Verditer Consulting. “More so now, because there’s so much pressure on other things, 
particularly around pay,” she explains. “All the things that have happened with Brexit and 
additional costs, such as the living wage and [pensions] auto-enrolment, means that pay 
increases are no longer a way of increasing the [reward] package. Looking at something 
such as voluntary benefits is a way of adding value for little cost.”

Corporate gift cards are an effective way for an employer to recognise an employee for 
their work and effort, and, within incentive schemes, as a means of increasing engagement 
and motivation while ensuring targets are met. However, to make sure employees buy in to 
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•  To engage employees with corporate gift cards, 
organisations should involve staff in the creation 
of a scheme.

•  If employees have an input into the parameters of 
an incentive scheme, they are more likely to show 
greater appreciation of a reward.

•  Offering employees a choice of reward will also 
increase engagement with a scheme.

What are the best approaches to measuring 
employee engagement? 
bit.ly/2eo7M62

Need to know

Read also@

motivation 
& recognition
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of employees would like 
multi-choice gift cards to 
be included in their rewards 
package (Source: Sodexo Benefits 

and Rewards Services, October 2016)

of 25-34 year olds would 
like a voucher from their 
employer to spend on 
themselves (Source: Red Letter 

Days for Business, March 2016)

of 35-44 year olds would 
like a voucher from their 
employer to spend on 
themselves (Source: Red Letter 

Days for Business, March 2016)

43%

28%

20%
University of Reading offers online recognition to its employees 
for a job well done with gift cards and vouchers

The University of Reading awards vouchers or gift cards to staff in recognition of a job 
well done.

Its online recognition scheme, Celebrating Success, was introduced in 2012 as a 
means for managers to offer employees an immediate reward, as opposed to waiting 
for the annual pay review or payroll cycle. It was also introduced to increase 
employees’ awareness of how staff are recognised and rewarded at the university.

A manager will award an employee points, which can then be redeemed through 
an online catalogue for gift cards or vouchers from a retailer of their choice. The 
award can range from £25 to £100.

The scheme rewards employees who demonstrate the university’s professional 
behaviours. When completing a nomination form, the manager will select which 
behaviour the individual has demonstrated, for example, achieving results, working 
together, or embracing and enabling change.

Claire Eckett, HR manager, reward and benefits, says: “Within the system there 
is the Hall of Fame, so [employees] can see who has received an award and what 
they’ve done. We hope that will act as a bit of an inspiration.

“Even though it’s not very much, it is a little thank you, and because [employees] 
are redeeming [points] for vouchers, they can buy something they want.

“With vouchers, the perceived value is greater than the face value. It’s become 
very popular with staff, it’s achieved a lot of good will on quite a small budget, 
and people can get what they want.”

Since the scheme was launched, the number of employees receiving an award 
has increased year-on-year; in the last financial year, 650 of the university’s almost 
4,000 employees received an award.
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can represent a cross-section of the whole population, so 
rather than present all employees with a gift card that is 
valid with perhaps one retailer or with a single brand, offering 
the opportunity to spend their reward in a place or on an 
experience of their choosing, will create greater engagement 
among employees.

M a k i n g  a  c h o i c e
Some providers offer employees the option to choose a 
gift from a catalogue, or to receive a gift card of their 
choice. Mike Morgan, chief executive officer at PeopleValue, 
says: “Enabling the employee to gift themselves, to have 
something that they can remember as a recognition of 
that performance is far more powerful than having 
£50 in their bank account.”

The message behind the scheme 
should be reiterated often, says 
Verditer’s Gee. Promoting the 
scheme as part of a wider reward 
offering can also boost engagement. 
“It comes back to giving enough 
choice so that [employees] can select 
what means something to them; engaging 
them at the start, helping to build it; and 
offering what’s relevant to them in a way that 
they want to access that information,” she says.

“If it’s part of a bigger thing with a purpose, 
for example, wellbeing or making things more 
affordable, [have] something that glues all of 
the aspects of the benefits together, perhaps 
with some interesting branding and [give] it a 
name so that it has impact.”

Another key factor in engaging employees with a 
scheme is in the actual recognition for the employee’s efforts 

or achievements. “I think that the work 
in terms of the appreciation of the 
employee is done upfront, in the 
sense of ‘how does [an employer] 
recognise an individual within an 
organisation that’s done a good job, or 

supported some behaviour that [it is] 
trying to encourage?’,” says Morgan. 

“The reward part ultimately is the 
mechanism, for example, a simple ‘e-thank 
you’ from the boss or a posting on a social 
network can be as equally impactive as 
physically having the reward as well.”

While many employees may have one 
eye on a daily deals website to see if they 

can get something cheaper elsewhere, the price 
that cannot be beaten is the appreciation shown 
by an employer
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Building a  
support act

Early intervention is a critical factor in 
offering effective rehabilitation support

S a m  B a r r e t t  |
F r e e l a n c e  j o u r n a l i s t

The most comprehensive form of support is available on 
group income protection policies, says Mark Witte, senior 
consultant at Aon Employee Benefits. “Where an employee 
is, or could potentially be, absent long term, insurers will 
provide access to vocational rehabilitation support,” he says. 
“This is overseen by a nurse or rehabilitation specialist who 
will work with the employee and employer to ensure the 
right treatment and support is provided to help them return 
to the workplace.”

A v e n u e s  o f  s u p p o r t
This support can come from various sources, pulling in 
other employee benefits, as well as the insurer’s own 
resources. Saumya Barber, rehabilitation services manager at 
Unum, says: “We’ll assess what the employee needs, directing 
them to their HR department if it’s a benefit or service the 
employer provides, for example, medical insurance or an 
ergonomic assessment, or referring them to our employee 
assistance programme (EAP) if applicable. Where the 
treatment can’t be provided through existing benefits 
we would consider funding it ourselves. Each case is 
different and requires a tailored approach.”

Initial access to these services is usually driven by the 
employer. For example, some providers offer employers 
access by phone, email or online, although employees can 
also make the initial contact with their employer’s consent.

While they will not provide the same level of support 
available through a vocational rehabilitation service, there 
are often services available that employees can access 
without needing authorisation from their employer.

These include EAPs, second medical opinion services, 
bereavement counselling, and practical and emotional 
support from providers such as RedArc and cancer charity 
Maggie’s. “These services can provide really useful support 
to employees and may help to prevent a group income 
protection claim altogether,” says Witte.

But, whether it is an EAP or a more tailored vocational 
rehabilitation service, the key to success is early intervention. 

Traditionally bought for their financial benefits, group risk products are increasingly offering 
valuable rehabilitation services. But, while these can help reduce long-term absence and support 
employees with serious health conditions, it is important to raise awareness of these services to 
ensure they are used as effectively as possible.
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•  Insurers are keen to provide rehabilitation 
support as early as possible because this can 
reduce absence and improve the outcome for 
the employee.

•  Robust absence procedures will ensure that those 
cases suitable for rehabilitation are identified as 
early as possible.

•  Communication is essential to enable early 
intervention and maximise the value of 
rehabilitation support services.

How can employers gauge a return 
on investment on group risk benefits?
bit.ly/2e55mc4

Need to know

Read also@

group risk
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Sally Wilson is senior research 
fellow at the Institute for 
Employment Studies

Given the range of health reasons an 
employee may take time off for, and 
the variable fitness requirements 
for different professions, there is 

no one-size-fits-all role that an employer should take 
in workplace rehabilitation. But broadly the employer’s 
role is to take appropriate steps to support the 
individual back to work. In general, good practice 
guidelines regarding rehabilitation focus on longer-term 
absences since these are more likely to result in 
difficulties returning to work.

Employers have a duty of care towards all of their 
employees and this does not cease when an employee 
is absent. The employer should expect to be involved in 
negotiations that facilitate timely re-entry to work, and 
should also bear in mind that return to work may not 
necessitate full recovery of that individual. Keeping in 
touch during absence is recommended, but this should 
be done in a way that is acceptable to and sensitive to 
the absent individual. Where occupational health 
services are available, employers should be referred 
or signposted to these as early as possible.

A very important feature of long-term absences is 
that they often result from long-term, chronic health 
conditions. Many chronic conditions are treated as a 
disability under the Equality Act, which states that 
employers should take steps to remove, reduce or 
prevent the obstacles a disabled worker faces.

Effective approaches to support a person who has 
been affected by a mental health condition will differ 
significantly from those required by a person with, for 
example, mobility issues. All employers would be 
advised to seek expert guidance and proceed to make 
adjustments with the full involvement of the employee.

Paul Avis, marketing director at Canada Life Group Insurance, says: “We need to know as soon 
as possible that an employee could potentially be a claim on our group income protection plans. 
Engaging early greatly improves the chances of an employee returning to work.”

To illustrate this, the average return-to-work time through its early-intervention service is seven 
weeks, with eight out of 10 employees returning to work within the deferred period. But, where 
the employer facilitates early intervention in the first four weeks of absence, the average length of 
absence is just five weeks.

Unfortunately, achieving these results is not easy, with the majority of cases reported 
to insurers several months after the employee first went off sick. A strategic approach to 
absence can prevent this delay, says Nick Homer, propositions manager, corporate risk at 
Zurich. “[Employers] need to have robust procedures around absence to ensure that any 
cases that could benefit from rehabilitation are identified as 
quickly as possible,” he adds.

T r i g g e r s  f o r  e a r l y  i n t e r v e n t i o n
Having triggers in place to flag up any cases that might benefit 
from early intervention can also help. Homer explains: “We 
don’t need to know about colds and stomach bugs but the 
sooner we can get involved with a mental health or 
musculoskeletal case the better the outcomes.”

Insurers can take the hassle out of setting up these 
systems. For example, as part of its Sick Pay Complete 
product, Ellipse provides an integrated absence management 
system, TeamSeer, to ensure it is alerted to any cases that 
might benefit from rehabilitation as early as possible.

In addition to having the correct procedures in place, 
communication is also an important factor in the rehabilitation 
process. As a bare minimum, this includes letting line managers 
know what support is available so they can direct employees 
to it. Barber says: “Employers shouldn’t keep quiet about 
these benefits. They provide invaluable support to line 
managers and HR, who might not have the time or expertise 
to support someone with health problems, but they also 
demonstrate the [organisation] is looking after its employees’ 
health and wellbeing.”

Oracle introduces rehabilitation helpline to 
support managers

Supporting the health and wellbeing of its UK employees 
is important to technology organisation Oracle. To help 
achieve this, in November 2015, it introduced a vocational 
rehabilitation helpline, Swift, for managers in collaboration 
with Unum, alongside its existing portfolio of healthcare 
and wellbeing benefits.

This acts like a triage service, says Claire Hallmey, wellbeing 
manager at Oracle UK. “If an employee has any health issues 
their manager can call this helpline and get advice from a 
vocational rehabilitation specialist,” she explains.

“They understand all the products and services we offer and can help the manager to 
signpost the employee to the most appropriate support. This could include a referral to 
the employee assistance programme, a desk assessment with the health and safety 
department or into the private medical plan.”

Since the helpline was introduced, it has made a significant difference. Hallmey says: 
“We do see a lot of enquiries going through the helpline and it’s also increased the 
number of referrals that are made while employees are still at work. Helping them 
at this early stage can make a big difference to their prognosis.”

To ensure it brings as much benefit as possible to employees, Hallmey is planning a 
new communications programme this year. “When we launched Swift our focus was 
primarily on managers,” she says. “This year, we’ll also communicate it to employees. 
It’s important they know this support is available for them.”
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Growing the 
digital tree

New technology promises a future of 
immediate interactivity with pensions 

C l a r e  B e t t e l l e y  |
F r e e l a n c e  j o u r n a l i s t

online functionality, such as self-service tools. For example, 
Aegon introduced self-service functionality through its 
pensions portal from April 2015, enabling members of its 
schemes to manage and draw down their pensions online.

Standard Life saw almost 10,000 of more than half-a-million 
pension scheme members take their pension benefits online 
during 2015. Jamie Jenkins, head of pensions strategy at 
Standard Life, says: “We wanted members to have the ability 
to look at their retirement options, make their own decisions, 
do their own thing and self-serve, but equally [we introduced 
the feature] because it’s more efficient [for us as a business].”

However, the industry must work harder in the future to 
support employees at, or nearing, retirement, says Paul Waters, 
partner, workplace savings solutions, at Hymans Robertson. 
“There’s loads of good pensions technology out there, but the 
majority of it requires members to really engage and use the 
tools and become an expert [in pensions savings],” he says.

T a k i n g  a c t i o n
Pensions technology needs to evolve to enable and support 
employees not just to engage in their retirement planning, 
but also to take action when and where required, to ensure 
that they achieve their desired savings outcomes, adds Waters.

Automation is key to the future success of pensions 
technology. Paul Sturgess, director, pension administration 
and strategy, at Equiniti, says: “The online representation of 
a pension scheme is only as good as the levels of automation 
within an underlying system.” 

This is being employed by organisations such as Mercer, 
which uses automation in the video series it produces. The 
series, which is designed to nudge employees into actively 
managing their retirement plans, contains personalised content, 
which means that each video addresses employees by name 
and talks to them in the context of their respective pension 
plan. Clickable links are embedded within each video, 
which take employees through to, for example, a dashboard 
displaying their current pension plan in full and allow them 
to, say, change their contribution payments.

Mark Rowlands, head of [defined contribution] DC services 
for the UK DC and financial wellness team at Mercer, says: 
“Video is effectively an emotional nudge that creates an 
emotional and personalised connection, and it removes the 
gap between good intention and action because employees 
can actually take action when they receive the video.”

Pensions technology was thrust into the limelight following the announcement of the pension 
freedoms in the 2014 Budget, with employers and trustees demanding to know how their 
pensions systems could be evolved to support employees’ retirement plans. 

The freedoms saw the removal of compulsory annuitisation at retirement with effect from 
April 2015, which means that pension scheme members can now take their pension when and 
how they want at retirement, be that in the form of drawdown in full or in phases on an ad-hoc 
basis, with up to 25% being tax-free, or by buying an annuity.

One of the ways in which industry responded to the freedoms was by offering additional 
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•  The introduction of the pension freedoms 
intensified the need for online pension tools.

•  New pensions technology will be more 
interactive, allowing employees to make 
immediate changes to their pension plan.

•  The growth of defined contribution assets 
will help drive product innovation.

How can employers support staff around 
pension investment decisions?
bit.ly/2eniDNG

Need to know

Read also@

pensions
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Rob Yuille is head of retirement policy 
at the Association of British Insurers

The long-term savings industry has 
been arguably slow to embrace the 
digital revolution. As a long-term 
product with low levels of engagement, 
while progress has been made, the 

savings industry has not fully embraced the possibilities 
of digital technology.

The Pensions Dashboard is designed to enable 
people to see all their pension savings in one place 
online. Given that people are forecast to have 11 
different jobs during their working life, the Pensions 
Dashboard is a critical piece of infrastructure to 
empower customers and help them save for retirement.

By giving customers a complete overview of their 
pension savings, a Pensions Dashboard can help tackle 
under-saving, help people locate lost pension pots, and 
inform decisions on retirement planning. A range of 
organisations could use the data to help engage savers.

In September 2016, Simon Kirby MP, economic 
secretary to the Treasury, announced the next phase of 
the project to make the Pensions Dashboard a reality. 
The ABI will be managing a project to develop a 
prototype dashboard, to test how a saver could use a 
digital identity to access real but anonymised data 
about their defined contribution (DC), defined benefit 
(DB) and state pension entitlements. This is a 
significant step forward in opening pensions data to 
help savers understand their various pension pots.

The ABI-led cross-industry group will be reporting 
to HM Treasury, which will oversee the project after a 
commitment to launch a Pensions Dashboard by 2019. 

Given the diversity of pension provision, we 
know we cannot do this alone. We are welcoming 
government and the support of the industry in 
its widest sense to deliver the dashboard for the 
benefit of savers facing an increasing retirement.

Scottish Power uses technology to keep 
employees’ retirement plans on track

Scottish Power’s UK pensions manager, Anne 
Harris, is keen to keep up with advances in pension 
technology to ensure that employees’ retirement 
plans are on track. She says: “Pensions are becoming 
more and more complicated, so employees are 
becoming switched off. 

“It’s vital that our stakeholder pension scheme 
members are saving enough for their retirement, so 

we’re using technology to deliver something that’s very simple. Members don’t want to 
know the complexity [behind the technology], they just want to know whether they’re 
on target or not [for achieving their desired income in retirement].”

The energy group uses Hymans Robertson’s Guided Outcomes technology to 
support the 2,600 members in its stakeholder pension scheme, which is invested 
by Fidelity International, and which runs alongside two existing defined benefit (DB) 
pension schemes. Of the employer’s 6,500-strong UK workforce, just 200 members 
are not covered by any of its three pension schemes.

Stakeholder scheme members can use a modelling tool, which is based on a red, 
amber and green traffic-light system, to check that they are on track to achieve their 
desired income in retirement. If not, they see an amber or red status symbol and are 
guided to take actions that would get their plan back on track, such as increase their 
scheme contribution rate.

Employees in the stakeholder plan are typically allowed to contribute 3%, 4% or 5% 
and Scottish Power will match these rates up to a maximum of 10%. But to support 
employees using the technology, Scottish Power is allowing employees to increase 
their contribution rate by just 2% each year until they achieve a green status, which 
means that their retirement plan is on track.
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Through the use of data and analytics, employees will have access to a more personal benefits 
experience in the future, including around their workplace pension. “Data, insight, and action will 
become the mantra that drives benefit design and communication,” says Rowlands. “The benefits 
and reward world will look very different in 24 months’ time.”

The launch of HM Treasury’s Pensions Dashboard is also hoped to further encourage 
employees to actively engage in, and save more for, their retirement plans. A prototype 
of the Pensions Dashboard, which is being designed to enable pension scheme members 
to view all of their DC pension pots in one place, is expected to launch by March 2017.

But the technology needs to show all of employees’ savings 
vehicles to be effective, says Mercer’s Rowlands. These may 
include individual savings accounts (Isas), the new lifetime Isa 
(Lisa) and other sources of income, such as buy-to-let property.

“Employees need to be able to look at all their pension pots 
and all the state benefits that they have got access to, but 
even that’s not enough,” adds Rowlands. “What’s important is 
that [everyone] stops thinking [in terms of just a] pension and 
starts thinking about savings. We need to get away from this 
bubble that the pensions industry has worked in and think 
about [the issue] more holistically.”

The growth of DC pension fund assets with new product 
development will help encourage further investment in 
technology. It just needs the industry to circumnavigate the 
challenges of competing commercial interests among providers 
around collaboration for projects such as the Pensions 
Dashboard, and data consolidation, particularly given the task 
of data extraction from more traditional pensions providers.

“If the Pensions Dashboard can be nailed and delivered in 
a way that lets the whole pensions community leverage the 
tehnology solutions [used], then that will be a driver to adapt 
technology and make it much more relevant for [employees 
to use],” says Hymans Robertson’s Waters
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World-class 
streamlining

Spend on global benefits needs to be utilised 
wisely to create real value for money

K a t i e  S c o t t  |  R e p o r t e r
E m p l o y e e  B e n e f i t s

Working with a global employee benefits consultancy or 
broker that has a global footprint that corresponds with an 
organisation’s own is an effective strategy for minimising 
reward costs, says Lee Thurston, director at JLT Employee 
Benefits. With local jurisdictions potentially selecting their 
own consultants and providers, organisations could fall victim 
to paying fees and commissions for each operating location on 
individual contracts. “By appointing a global consultancy that 
has the capability to provide the local administration, broking 
and consulting services that are required, [the consultancy] 
then can give [the organisation] a discount on the fees or 
commissions it charges as a result of it being the broker 
and consultant in multiple locations,” says Thurston.

Linked to this is leveraging the size of an organisation 
to generate a bulk discount on services. “It will give the 
efficiencies and economies of scale,” adds Thurston.

Events such as a merger or acquisition could also be 
used as a trigger to renegotiate benefits contracts at a 
potentially better rate.

According to Thomsons Online Benefits’ September 2016 report, Global employee benefits 
watch 2016/17: driving global benefits transformation, 38% of respondents acknowledge that 
they do not have accurate data on their organisation’s global benefits costs.

With this in mind, how can an organisation deliver a consistent approach to global reward, 
while ensuring that its spend on global benefits is utilised wisely to create real value for money?

T o t a l  r e w a r d  o p t i m i s a t i o n
Understanding the current benefits that employees value is an important starting point when 
looking at benefits spend, says Ian Milton, senior consultant at Willis Towers Watson. Total 
reward optimisation, where data is collected from employees to find out which benefits drive 
employee motivation and retention or which are generating less interest and could therefore be 
potentially removed, can help with this, adds Milton. “Streamlining costs [needs] to be balanced 
with the true understanding of what it is that employees will value, where the organisation will 
perhaps get the biggest bang for its respective budget, and also ensuring that it aligns to the 
goals of the business as a whole,” he explains.

Going through this process will enable an employer to understand where there may be 
under-used or under-appreciated benefits. Chris Bruce, managing director and co-founder 
at Thomsons Online Benefits, says: “[Employers can] either change the benefit or look to 
improve the communication to make sure they are getting better value for money.”
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•  Multinational pools and captives can streamline 
insurance processes and lead to a reduction in 
benefits spend.

•  Employers can utilise their scale and size to help 
drive efficiencies in purchasing larger contracts 
across numerous locations for a discounted price, 
rather than smaller, individual contracts.

•  A global consultancy or broker will have relevant, 
up-to-date knowledge about the benefits markets 
in multiple countries.

How to construct a market-leading global 
benefits strategy
bit.ly/2ebLKFv

Need to know

Read also@

global 
reward
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Dan Sharman is an associate at 
international law firm Bird and Bird

As part of a global benefits strategy, 
international organisations often want 
to expand their share plans to cover 
employees who are based overseas.

However, granting employees equity 
is a complex area, giving rise to a number of local legal 
issues. Each must be carefully considered as early as 
possible to avoid problems leading to costly errors for 
the employer and disappointment for the employee.

Tax can make or break an employee share plan and 
its ability to provide a meaningful incentive for 
employees. In each jurisdiction, an organisation should 
take professional advice as to the tax implications of 
making equity awards, including whether there are any 
tax-planning opportunities available in that country.

Other important considerations are whether the 
organisation or local employer has tax and/or social 
security withholding obligations, and whether there 
are any particular filing or reporting obligations.

Employment and securities laws will vary, and should 
be investigated prior to expansion. The former includes 
issues such as whether works council or union consent 
is required, or whether the terms of the plan are likely 
to breach any discrimination laws; a common issue 
being how the treatment of retirees interacts with 
age discrimination laws.

Securities laws can make operation of the plan 
difficult, and breach can lead to fines and even criminal 
sanctions. Key considerations include whether any 
consents are required to launch the plan, what 
communications can be made to employees, and if any 
filings with local securities authorities are necessary.

Establishing a budget at the outset, with a suitable 
buffer to deal with unexpected expenditure, can help 
control costs. Expanding into one country at a time 
may also help keep things manageable.

Capgemini centralises costs with multinational pooling 

Capgemini, which operates in 44 countries 
around the world, reduced spend on insurance-
based employee benefits, such as medical 
insurance, and critical illness insurance, by using 
multinational pooling to combine local contracts 
into one international set-up.

The project, which started at the end of 2013, 
looked to be smarter around global financing, 
changing a fragmented benefits structure into 
a more harmonised arrangement.

Kris Bezzant, senior vice-president and global 
head of reward at Capgemini, says: “To buy 
insurance in a highly fragmented way with each 

little business unit or legal entity doing their 
own thing, is not the most financially efficient 
way of approaching the topic. If [an employer] 
can take [its] package of insurance to the 
market in a very connected and co-ordinated 
way, [it] could drive down costs.”

Bezzant, who acted as one of the leads on 
the project alongside partner firm Aon Hewitt, 
began by conducting an audit to assess the 
current benchmarks of benefits costs and 
coverage across the organisation. It looked to 
use multinational pooling as a financial savings 
mechanism, balancing the risks of individual 

insurance contracts by consolidating these.
Bezzant says: “If [organisations] can drive cost 

savings just by acting smarter, and those cost 
savings don’t impact employees, but can be 
smarter in the way that [employers] finance 
things, then to me, it’s a no-brainer.”
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Viewpoint

Case study | Capgemini

global 
reward

A global consultancy will also have on-the-ground knowledge of local legislation that 
employers will need to adhere to in each country, ensuring that organisations stay compliant, 
says Kevin Melton, sales and marketing director at Axa PPP Healthcare.

On some occasions, it is essential to insure locally, says Naomi Saragoussi, head of health and 
protection UK at PricewaterhouseCoopers (PWC). In countries such as Denmark, for example, 
there is an annual benefits spending cap, and if insurance benefits exceed this amount, they 
become taxable, so it is important to consider these remits, she explains.

M u l t i n a t i o n a l  p o o l i n g
Utilising multinational pooling or captives is another way employers could reduce the costs of 
global benefits spend. Multinational pooling is used to combine employers’ risk contracts, such 
as life insurance, disability insurance, accident insurance and medical insurance, into a pooling 
network in order to gain from favourable claims experience. The majority of multinational pools 
operate on a re-insurance basis, meaning that although the insurance contracts remain local, the 
risk is transferred from the local organisation to a central provider.

By using a multinational pool, organisations could reduce risk spend by up to 15%, says 
Damian Ross, regional manager for UK, Ireland and Nordics at Generali Employee Benefits. 
“One of the biggest advantages is obviously the payback of the international dividend,” he adds.

Similarly, a captive can be used to reduce costs. This is where a non-insurance organisation 
creates and owns its own insurance business, providing self-insurance for its own policies.

Utilising benefits technology can have many cost-saving impacts for a global organisation, 
for example, by reducing physical administration costs. Using a single platform across all of 
an organisation’s locations can reap financial benefits because this enables organisations to 
reconcile and manage benefits invoices more easily. 

Implementing a global reward strategy can reap numerous benefits for organisations, however 
utilising technology and the expertise of a global consultancy or broker can help employers drive 
down spend to be more cost-efficient, creating a benchmark for global budget setting 
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Show some 
staying power

Goodman Masson is working proac  vely 
to retain and mo  vate its staff 

T y n a n  B a r t o n  |  F e a t u r e s  e d i t o r
E m p l o y e e  B e n e f i t s

give amazing benefits; that’s why we’ve done what we’ve 
done, our whole philosophy stems from our strategic aim.” 

The organisation recognises the importance of employee 
engagement and retention to a successful business. In 2014, 
Goodman Masson’s employee engagement programme, The 
Experience, received a trademark. The programme was 
developed to put employees at the centre of the organisation’s 
growth agenda, and to help support it as a great place to work.

“The aim of The Experience is to become an amazing 
business to work for,” explains Michael. “It’s exciting, it’s 

With an employee base consisting mainly of sales-related roles, Goodman Masson recognises 
the importance of offering a varied benefits package in order to retain and motivate staff.

The financial recruitment organisation has been placing finance professionals in all industry 
sectors for over 20 years and roles in its 140-strong workforce range from associate consultant 
through to senior director.

Goodman Masson’s approach to people management stems from its strategic aim, which is “to 
treat our people better than any other business in the UK”. This philosophy lies behind its reward 
and benefits strategy, explains Andrew Michael, managing director.

“[Employers] have to manage employees in the right way, and give them the right environment 
in which to develop,” he says. “[Employers] have to create a fun environment, but also have to 

At a glance | 
Goodman Masson

 Goodman Masson is a fi nancial recruitment fi rm, founded in 
1993. It recruits across all industry sectors to place fi nance 
professionals covering accoun  ng, tax, treasury, insurance, 
internal audit, risk, compliance, fi nance change, actuarial, 
banking opera  ons and corporate fi nance.

It has around 140 employees with an average age of 
28 years. The job roles range from associate consultant 
to senior director, and 78% of employees have more 
than two years’ service.

employer
profile
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@ Read also
Misys places focus on employee 
engagement and wellbeing
bit.ly/2eKj6uJ
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Andrew Michael, managing director 
at Goodman Masson

Andrew Michael, managing director, 
joined Goodman Masson in 2009 after 
previously working at recruitment firm 
Hudson for just under 10 years.

Michael says: “Myself and my fellow 
board members are incredibly proud of what we’ve 
built, not just from a benefits perspective, but the 
organisation and the approach to managing 
our clients. The growth of our client base has been 
something we’re proud of. We’re also proud of our 
management approach at Goodman Masson. We’ve 
spent a huge amount of time and money and effort 
in making sure our managers manage and engage 
our people in the right way.”

•  To treat employees be  er than any other business in 
the UK.

•  To become the largest fi nancial recruitment business 
in London.

Career historyBusiness objectives

P e n s i o n
�  Stakeholder pension with 

a 1% employer and 1% 
employee contribution.

�  Goodman Masson went 
through auto-enrolment 
in 2014.

G r o u p  r i s k
�  Group income protection, 

employer-paid for some 
employees.

�  Critical illness insurance, 
employer-paid for some 
employees.

H e a l t h c a r e  a n d 
w e l l b e i n g
�  Private medical insurance, 

employee-paid.
�  Eyecare vouchers, 

employer-funded 
for all employees.

�  Personal accident 
insurance.

�  Sports and social clubs: 
football team, netball 
team, running club.

W o r k - l i f e  b a l a n c e 
a n d  f a m i l y  f r i e n d l y
�  Mortgage fund.
�  Exotic holiday loan 

scheme.
�  Home technology loan.
�  Knowledge fund.
�  Home improvement loan.
�  New parent loan.
�  Reduced-rate babysitting 

service.
�  Childcare vouchers.
�  Student loan fund.
�  25 days’ holiday with the 

option to buy and sell up 
to five days per year.

�  Early finish on Fridays.

C o m p a n y  c a r s
�  Salary sacrifice company 

car scheme.

O t h e r  b e n e f i t s
�  Free cereal daily.
�  Free fruit deliveries.
�  Hot breakfast on Fridays.
�  Charity challenges.
�  Monthly top-performer 

prizes.

“ THERE’S A 
DIFFERENT 
BOND, AND 
FEEL, TOWARDS 
GOODMAN 
MASSON AS 
AN EMPLOYER”

employer
profile
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Benefits

fun, it’s dynamic, but it’s a business that looks after its people, 
that’s the sole philosophy about it.”

The Experience is built on four pillars: work, to ensure 
that employees have the right tools and infrastructure to do 
a great job; grow, to give them the opportunity to develop 
professionally; reward, to ensure that they are well and 
correctly rewarded; and connect, to create an environment 
that people want to be part of and do not want to leave.

For Goodman Masson, it is key that the organisation’s 
benefits programme is a constantly evolving piece. “A big 
conversation that we have constantly as a board is ‘what else 
can we do for our people’,” says Michael. “If [employers are] 
constantly asking that question, and speaking to their people, 
they’re naturally going to evolve their benefits programme; it 
shouldn’t stand still.

“It’s [about] trying to have the mindset of ‘how do we 
continually improve this?’ and that has meant we’ve come 

up with the 
knowledge fund, 
or the student 
loan, or the new 
parent fund. All 
of that didn’t 
come out of just 
one meeting, it 
was a gradual 
process.”

Goodman 
Masson’s 
employees have 
access to its 
flexible benefits 
scheme, the 

Benefits Boutique. Within this, some of the most popular 
benefits are the organisation’s more unique offerings. The 
mortgage fund, for example, a benefit proposed by chief 
executive officer, Guy Hayward, was introduced in 2012, to 
allow employees to save for a deposit for their first property. 
The fund requires an individual to deposit 20% of their basic 
salary for a three-year period into the fund, and at the end of 
this time the organisation will top it up by 50%. Employees can 
also deposit their bonuses, and at the end of the three years, 
Goodman Masson will add 33%. So far, 34 employees have 
joined the scheme, and three have bought their first property.

“There’s a different bond, and feel, towards Goodman 
Masson as an employer,” says Michael. “Even if [an employee] 
is not in the fund, knowing that [they] work for an organisation 
that is that giving, and is that generous, creates a different feel. 
It’s not just all about the people in [the fund].”

The organisation offers other unique benefits to help retain 
and engage employees, and also to support their lives outside 
of work. If an employee joins the exotic holiday fund, Goodman 
Masson will pay for the cost of a holiday upfront, and the 
employee will pay back 80% of the cost over the course 
of a year through monthly salary deductions.

The home improvement loan works in a similar way, 
with the employer paying an upfront cost and the employee 
spreading repayments over three years, with 10% of the loan 
value written off each year. The organisation’s new parent 
fund works in the same way to help employees spread the 
cost of becoming first-time parents.

Goodman Masson’s student loan fund is structured in 
a similar way to the mortgage fund, and aims to write off 
student debt within three years.

The organisation also introduced a 3.30pm Friday finish, 
which gives employees the opportunity to leave at this time 
each week.

The average employee age at Goodman Masson is 28 
years, so it has specifically designed its strategy to offer 
highly attractive benefits to its workforce. To support 
employees’ wellbeing, the organisation introduced a weekly 
fruit delivery, a dry-cleaning collection service and it also 
offers access to a beauty therapist and a barber.

The results of its engagement programme are evident: 
turnover rates are low for the business sector, with 78% of 
employees staying for longer than two years, and absence 
levels have decreased. Its work on the Benefits Boutique 
offering won Goodman Masson the award for Best reward 
strategy aligned to business strategy at the Employee Benefits 
Awards in 2013, and the award for Most engaging benefits 
proposition in 2016. It has also achieved first place in Great 
Place to Work’s UK Best Workplaces 2015, medium category.

In a sector known for its high staff turnover rates and 
transient workforce, the results speak for themselves
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confessions

This isn’t something I ever thought I’d say: Big 
Bad Boss is going soft. He went to a benefits 
conference recently, and came back talking about 
mindfulness. Really? Personally, I am all for that; if 
we could just get the Higher Beings, our executive 
management team, to mellow out a bit this could 
even be a nice place to work. But I can’t see it 
really; they are about as enlightened as a room 
of particularly ill-disciplined toddlers.

I know the conference was about wellness, 
because I wanted to go to it myself. It sounded 
great fun with on-site massages and free gym kit 
on offer. Not the sort of thing I’d expect Big Bad 
Boss to go for, but he did. He must have run out 
of cycling shorts. Sadly, I had to stay behind and 
man the phones. While I was slogging away at a 
succession of spreadsheets, he was being plied with 
non-alcoholic smoothies and nabbing freebies. No 
surprise then he’s been talked into hiring Smarmy 
Consulting to start a new wellness programme. But 
mindfulness. Here? I can only assume it was the 
cheapest way to tick the ‘wellness’ box. What a 
shame no one talked him into an on-site gym.

Elena arrives in yoga pants and a waft of 
patchouli. She is very attractive, and I wonder if 
she was the one who talked Big Bad Boss into this 
whole business. This could get interesting. Sure 
enough, he fawns over her and sends me (me!) 
to get her a cup of herbal tea. I am certainly not 
feeling any calmer at this point. Elena starts the 
class by just sitting there in silence looking at us 
with a gentle smile on her face. Much as I enjoy 
any pause in my busy day, as the silence draws on 
and on, I become increasingly uncomfortable. I can 
see that everyone else is cringing too. What is she 
doing? Why doesn’t she say something? I suspect 
this silent treatment is something they teach you 
at enlightenment college because all guru types 
seem to do it.

Finally, when we are beginning to wonder how 
she can possibly make a living at this, she starts. In 
a soft purring voice, as if she is talking to a fearful 
pet, she announces that effective leadership in our 
company can create a positive work environment. 
Tell us something we don’t know.

She goes on to say that, by noticing our thinking, 
we can realise that between stimulus and response 
there is an opportunity for choice. That’s all very 
well, but I suspect the Higher Beings will choose to 
be bullies in any case. In fact, I notice none of them 
have actually turned up for the training. Apart from 
Big Bad Boss who clearly has his own reasons for 
being here, the other Higher Beings have all found 
more important things to do.

Enlightened Elena then says she wants us to get 
out of our heads and into our bodies. There is 
another uncomfortable silence. Only Big Bad Boss 
looks enthusiastic. She says we can do this by 
practising mindful walking. We have to push all the 
chairs to the middle, leaving a little track around the 
edge of the room. Then, she shows us a special 
‘mindful’ walk, which you start by sticking one leg 
out with the heel striking the floor and then slowly 
transfer weight onto it in order to stick out the other 
leg. And I mean s-l-o-w-l-y.

We follow her round the room in a strange 
slow-motion conga. I try not to giggle. I know I look 
silly, but not nearly as daft as Big Bad Boss who, tall 
and gangly, bears a strong resemblance to John 
Cleese even before you add a silly walk. I disguise a 

leaked chuckle by clearing my throat. I can see the 
benefits of mindfulness already. I will only have 
to think of this moment to perk up considerably.

Elena goes on to speak to us about focusing on 
the present moment. Whenever we do a task we 
should involve all of our senses, and keep our 
thoughts firmly on the matter in hand, gently 
guiding our mind back when we get distracted. She 
closes with a guided meditation that has us all so 

relaxed I notice that Big Bad Boss falls asleep. He 
wakes with a little snort and rushes over to thank 
Elena and gets us to give her a round of applause. 
Perhaps this really will be the beginning of a new 
era in gentle management.

Later, back at my desk, I notice Lazy Susan taking 
a piece of paper, peering at it intently and running 
her hand over it before hole-punching and putting 
it into a lever arch file. Achingly slowly she starts 
again with another sheet. Mindful filing it may be, 
but jolly inefficient. I can’t bear to watch. An 
unnatural peace settles on the office. Even Big Bad 
Boss looks unusually relaxed. That is, until he gets a 
missive from the Higher Beings. He storms out of 
his room, shouting that I need to send a summary 
of the healthcare costs upstairs, pronto. No 
pleasantries. No visible concern for a positive work 
environment. Not even a slither of a gap between 
stimulus and response. Money well spent then
Next time... Candid changes the pension rules.

Playing those 
mind games

Candid explains why mindfulness had a 
mercifully brief impact on her workplace

“ I ASSUME IT WAS 
THE CHEAPEST 
WAY TO TICK THE 
‘WELLNESS’ BOX”

@ Read also
More confessions
bit.ly/1OgAv5U
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helping to put your 
employees in the picture.

Many employees struggle to understand various financial issues that may relate to them and often fail to understand the many 
benefits on offer in the workplace.

We have a complete service offering to help you put your employees in the picture. This includes:

 Developing financial education programmes tailored to each employee segment

 Offering a range of topics from retirement and flex windows through to debt management and share scheme launches and maturity

 Providing multiple delivery mechanisms from seminars and webinars to animation and interactive games

To find our more about how we can help you put your employees in the picture, please contact us on  
0800 234 6880, email us at info@wealthatwork.co.uk or visit www.wealthatwork.co.uk

WEALTH at work and my wealth are trading names of Wealth at Work Limited which is authorised and regulated by 
the Financial Conduct Authority and is a member of the Wealth at Work group of companies. Registered in England 
and Wales No. 05225819. Registered Office: 5 Temple Square, Temple Street, Liverpool L2 5RH. Telephone calls may be 
recorded and monitored for operational and training purposes.
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  Retirement    Investments    Insurance    Health  

Auto-enrolment 
doesn’t have to 
be a handful
If you run your own business, you’ve got a lot to think about. 

So, you don’t want the added stress of setting up your workplace 

pension. With deadlines approaching fast, we can start you on 

your auto-enrolment journey in less than 10 minutes, whatever 

the size of your business.  

We’re one of the UK’s leading providers, offering businesses 

like yours workplace pensions since 1886. Plus, our website is 

packed with free tools to help you understand the ups and 

downs of auto-enrolment. 

Get expert help, every step of the way. 
Visit aviva.co.uk/business/pensions
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