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Join our affinity scheme to reward 
your staff and customers the easy way

Affinity Scheme

*Applies to Family Roadside & Relay cover in first year only. Other levels of cover are available and varying discounts apply. Enrolment offer available to new Members for their first 12 months of Membership only. 
Offer not available in conjunction with any other offer/discount or on any other AA product/service. Details correct at time of issue. 
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4EA. Registered in England & Wales, number 2414212.

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

• Discounts are claimed using a dedicated reference number

• Monthly reporting on calls and sales is available

• As well as AA Breakdown Cover, discounts are also available on AA Home Membership 
and AA Driving Lessons

For more information on AA Affinity Schemes please call Emily John on

01256 493 469
or email Emily.John@theAA.com
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LEADERIN THIS ISSUE

Benchmarking becomes 
more relevant again
For most benefi ts professionals, the last few years will have been largely 
taken up with projects such as auto-enrolment compliance, dealing with 
the impact of a volatile economic climate and working out how to 

motivate staff while pay freezes continue. Throughout this time, benchmarking benefi ts packages 
is less likely to have been a priority.

But as the economy has begun to pick up, and employees again become more mobile, many 
employers may be curious to know how their organisation’s package compares with those of its 
competitors. This is particularly the case in certain sectors, such as the oil and gas industry, 
where employers are facing competition for specialised skillsets and experience.

Employers now have numerous options available to them to offer staff fl exibility around 
benefi ts and tailor a package to suit their individual needs. This has led 
to some debate about the ongoing relevance of benchmarking 
benefi ts. Is how an organisation’s package compares with its peers 
now less important than how its benefi ts package is perceived by its 
workforce and the value staff attach to the perks they receive? (See 
How to stand out from the crowd, page 16).

Whatever approach employers take, they should not become so 
bogged down in benchmarking their offering and keeping up with the 
Joneses that they lose sight of why they are providing benefi ts in the 
fi rst place. Benefi ts represent a large portion of an organisation’s 
overall spend and unless they appeal to, and are valued by, employees, 
this money will effectively be wasted.

We know so many employers are doing fantastic things with benefi ts for their staff. So, after all 
that hard work, why not ensure your organisation receives the recognition it deserves around 
benefi ts by entering the Employee Benefi ts Awards 2015? There is a wide range of categories to 
choose from and the winners will join an illustrious hall of fame.

If you haven’t entered already, you still have a little time to do so before the fast-approaching 
deadline of 12 December 2014. See www.employeebenefi tsawards.co.uk for all the details.
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Robert Crawford

Employers should act now to 
backdate any employee pay that 
has been miscalculated, rather than 
wait to change their holiday pay 
policies following the Employment 
Appeal Tribunal’s (EAT) decision on 
three landmark cases in November.

The EAT ruled that overtime pay 
must be included in holiday pay 
calculations, a decision that shocked 
employers, with many fearing the 
potential cost.

The judgments were made in 
Bear Scotland v Fulton, which 
focused on whether overtime pay 
or shift allowances should be 
included in holiday pay calculations, 
and in Hertel (UK) v Wood and others 
and Amec Group v Law and others, 
both of which appealed an EAT 
decision in February. The tribunal 
found in favour of staff and 
supported recent decisions by the 
European Court that employees 
should receive their normal pay 
when on holiday.

Neil Carberry, director of 
employment and skills at the 
Confederation of British Industry, 
said: “This is a real blow to UK 

Holiday pay ruling raises fears
  REMUNERATION  

example, spent £40 million in 2013 
compensating staff who were 
accidentally paid the wrong amount 
and did not receive certain additions 
to pay, such as for working on 
Sundays and bank holidays.

Carl Richards, employment 
partner at law fi rm King and Wood 
Mallesons, said: “It very much 
depends on an organisation’s 
particular circumstances, namely its 
staff working patterns and payment 
arrangements, and its appetite for 
risk. There is then a judgement call 
to make as to whether to pre-empt 
any further clarifi cation in the law 
or wait and see.”

The government has set up a 
taskforce to assess the possible 
impact of the EAT ruling. 

Business secretary Vince Cable 
said: “The government will review 
the judgment in detail as a matter 
of urgency. ”

But employers’ fears remain 
about the potential costs of 
backdated pay claims. 

There is likely to be an appeal on 
the EAT’s ruling.
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@ Read a longer version of this story 
at bit.ly/1mkqTaj

The Employment Appeal 
Tribunal’s (EAT) decision 
to compel employers to 
include overtime in 
holiday pay has opened 
a gigantic can of worms 
for employers.

Firstly, the ruling’s 
ramifi cations remain 
unclear. For example, 

should voluntary 
overtime be included in 
calculations? And how 
far should employers 
backdate pay?

Secondly, in light of 
these uncertainties, how 
can employers possibly 
calculate the likely 
impact of the ruling on 
their organisation? 

And thirdly, should 
employers start to 
review their pay policy 
now or wait until the EAT 
gives more guidance?

The government 
plans to set up a task 

force through which to 
tackle the issue.

In the meantime, 
employers have two 
options: act now and risk 
making overpayments, 
or wait until the EAT 
gives further guidance.

Option two does not 
mean employers should 
do nothing. For example, 
organisations could, at 
the very least, educate 
staff about the ruling 
and the possible impact 
for them, because many 
will have heard about 
the issue in the news.

Such action can help 
to reinforce employers’ 
image as caring and 
working hard to protect 
staff rights.

There is no fear in 
organisations 
communicating an issue 
about which they do not 
have all the answers. 
After all, consider the 
alternative of doing 
nothing: employees’ 
questions and fears will 
escalate, opening a 
further can of worms for 
reward and benefi ts 
professionals. 

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

Clare Bettelley

TOP 15 MOST VISITED 
STORIES ON THE WEB

businesses, which now face the 
prospect of higher administrative 
costs, as well as the risk of 
backdated costs potentially running 
into billions of pounds.”

Holiday pay has been a long-
running issue for employers. In May, 
the Court of Justice of the European 
Union held that the Working Holiday 
Directive should require employees’ 
commission to be taken into 
account when calculating holiday 
pay. The fi nding in Lock v British Gas 
Trading and others means that 
employees who are paid wholly or 
partly by commission will be 
entitled to have this refl ected in 
their holiday pay. 

Lawyers are advising employers 
to assess the extent to which they 
comply with the new rules. 

The John Lewis Partnership, for 
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Marianne Calnan

Asda is facing mass legal action over equal pay 
after female employees alleged that they are 
being paid less than male colleagues for 
comparable jobs.

According to law fi rm Leigh Day, it has been 
approached by 19,000 Asda employees enquiring 
about equal pay. So far, it has agreed to represent 
400 of these.

The majority of the equal pay claims have 
been taken out by female shop-fl oor employees 
who feel that they are paid £4 per hour less 
than their male colleagues working in the 
retailer’s warehouses.

If the claimants are successful, they may be 
entitled to six years’ back pay to compensate for 
the difference in earnings, which would be the 
largest-ever private sector employment claim.

Bee Rycroft, senior corporate media relations 
manager at Asda, said: “This is a legal case, so we 
can’t say much more. It is worth understanding, 
however, that this is a case about the different 
types of work done by people and not about 
gender. Our [original] statement still stands:

“A fi rm of no-win, no-fee lawyers is hoping to 
challenge our reputation as an equal opportunities 
employer. We do not discriminate and are very 
proud of our record in this area which, if it comes 
to it, we will robustly defend.”

Michael Newman, discrimination and 
employment specialist at Leigh Day, said Asda’s 
check-out staff and shelf-stackers are mostly 
female, while staff in the warehouses, who are 

   TRIBUNAL   

paid more, are predominantly male.
Leigh Day and Asda are due to attend a tribunal 

hearing on 30 July 2015, said Newman.
“Although the cases started in 2008 and Leigh 

Day was involved from the start of this year, this is 
a preliminary hearing, so the tribunal will be 
deciding what documents need to be disclosed, 
dates for exchange of witness statements and 
dates for a fi nal hearing,” he said.

“There are likely to be several ‘fi nal’ hearings. 
Whether the claimants and comparators do work 
of equal value and whether Asda has a material 
factor defence (a good reason for paying men 
more than women) are likely to be [the focus for] 
at least two of the hearings.

“The real signifi cance of the case is about how 
segregated workplaces can be. As long as society 
still has such fi xed ideas about men’s work and 
women’s work, there is going to be a need for 
cases like this.”

Andrew Roycroft 
is a senior associate at 
law fi rm Norton Rose 
Fulbright

Many organisations impose clawback 
provisions on their executives’ bonuses, 
seeing the advantages of linking payment 
to long-term performance.

The tax position of such arrangements 
is complicated by the commercial 
imperative to pay the bonus upfront, and 
any repayment occurs only at a later date 
(clawback). Such bonuses are taxed on 
receipt, and the diffi culty is obtaining tax 
relief for the repayment.

The rules governing deductibility of 
amounts paid by employees are restrictive, 
particularly if the expense exceeds the 
salary from the employment and is a loss.

If the employee does not have suffi cient 
earnings from that employment in the 
same tax year, effective relief might not be 
available for all the repayment. Even if 
there is other income, since 2013 there is a 
limit (£50,000 or 25% of income) on the 
amount that can be relieved.

The availability of even that limited 
relief depended on the precise terms of the 
contract. In particular, it was important 
that the repayment was not liquidated 
damages for breach of contract.

The diffi culties of obtaining effective 
relief are acute for repayments made after 
the employment has ended, particularly if 
made in the following tax year, and the 
position is especially complex for clawback 
of shares or other non-cash assets.

There are other ways to structure 
bonuses that defer tax until the possibility 
of clawback has passed, but these typically 
involve using a loan. This has its own issues, 
including the annual benefi t-in-kind charge 
for interest-free loans.

Tax relief for bonus 
clawbacks is tricky

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

ADVICE FROM THE EXPERTS

@ www.employeebenefi ts.co.uk/compliance
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Asda faces equal pay claims

The latest information on legislation and tax issues affecting employee benefi ts, including an equal pay 
dispute at Asda, tax relief for bonus clawbacks, and a round-up of key compliance developments

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

Round-up of compliance matters in November 
COMPLIANCE

 The Employment Appeal 
Tribunal (EAT) ruled that overtime 
pay must be included in holiday 
pay calculations. See page 5 for 
more details. bit.ly/1upja3K

 PricewaterhouseCoopers lost a 
sex discrimination case against an 
employee who wanted to work 
fl exibly but had his request 
rejected. bit.ly/14mbEMj

 The UK living wage increased to 
£7.85 an hour and the London 
living wage rose to £9.15 an hour. 
bit.ly/1tuiIhM

 The Pensions Regulator has 
issued its fi rst fi nes and three 
fi xed-penalty notices, each fi ning 
employers £400 for failing to 
meet auto-enrolment duties. 
bit.ly/1nPKVQB

 Some actors who worked under 
a profi t-sharing arrangement have 
been denied the right to be paid 
the national minimum wage. 
bit.ly/1FM7HPf

 The government is to abolish 
short service pension refunds for 
employees who leave an employer 
after less than two years’ service.  
bit.ly/1rrlVdP
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�  Hear about the future of benefits at a 
conference focussed purely on innovation

�  Share and uncover ideas with industry peers 
at our facilitated networking roundtables

�  Learn how to implement the newest solutions 
into your benefits strategy

�  Gain insight and knowledge to ensure your 
personal career development (CPD certified)

MEET SHARE LEARN CONNECT
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Two categories at the 
Employee Benefi ts 
Awards 2015 
highlight the work 
UK employers are 
doing on defi ned 
contribution (DC) 
pension schemes.

‘Best DC pension 
default investments’, a 
category introduced in 
2013, recognises 
employers that have 
made a big effort to offer 
an effective default 
investment strategy for 
their DC pension scheme 
that is appropriate for 
their workforce.

Jobs and Business 
Glasgow won this 

award in 2014 for 
its strategy, 
which focused on 
behavioural 

fi nance research.
The ‘Best DC 

pensions change’ award 
acknowledges the most 
effective strategy to drive 
pensions change.

Judges will be looking 
for well-considered, 
innovative strategies with 
clear objectives and 
quantifi able results.

The deadline for 
entries is 12 December.

www.employeebenefi ts.co.uk  I  December 2014  I  9

EVENTS

@www.employeebenefi ts.co.uk/events

The deadline is fast approaching to enter the Employee Benefi ts Awards 2015, and fi nal 
plans are under way for another major event, Employee Benefi ts Connect 2015

The Employee Benefi ts Awards 
2015 have something for everyone, 
so don’t miss the entry deadline of 
12 December 2014. Categories are:

  Best staff travel policy
  Best healthcare and wellbeing 
benefi ts – small employer
  Best healthcare and wellbeing 
benefi ts – large employer
  Best mental health resilience 
strategy
  Best DC pensions change
  Best pensions communications
  Best DC pension default 
investments
  Best fi nancial education strategy
  Most motivational benefi ts
  Best fl exible benefi ts plan
  Best voluntary benefi ts
  Best employee share schemes
  Best international or expatriate 
benefi ts
  Best benefi ts communications 
– small employer
  Best benefi ts communications 
– large employer

  Best benefi ts to support 
working carers
  Best total reward strategy
  Best total reward statements
  Best alignment of benefi ts to 
business strategy
  Most engaging benefi ts 
proposition
  Benefi ts team of the year 
  Employee benefi ts professional 
of the year 
  Grand Prix

For more details, visit 
employeebenefi tsawards.co.uk/
enter/categories

Time to get better connected DC pensions in the spotlight 

Get your entries in to win 
a top industry accolade 

The fourth annual 
Employee Benefi ts 
Connect will enable HR 
and benefi ts professionals 
to explore industry 
innovations and 
progressive ideas. It takes 
place on 4 March 2015.

The event, at London’s 
Lancaster Hotel, offers the 

perfect opportunity for 
HR, benefi ts and global 
reward managers to make 
long-term plans to deliver 
the best benefi ts 
packages and strategies 
for their organisations.

Inspiring keynote 
sessions, free to attend 
for HR professionals, will 

address the hottest topics.
Attendees can also 

network and share 
knowledge at roundtable 
sessions, as well as visit 
benefi ts providers that will 
exhibit at the event.

Use this day out of the 
offi ce to learn, connect, 
network and share.
� For more information and 
to register to attend: www.
employeebenefi tsconnect.
co.uk

Sponsors include: Aon Employee Benefi ts, ASE 
Corporate Eyecare, Benefex, Benenden Health, BHSF, 
Capita Employee Benefi ts, Close Brothers Asset 
Management, Denplan, Employee Choice, Generali 
Employee Benefi ts, Incorpore, Medicash, Premier, 
Secondsight, SG Fleet, Sodexo Benefi ts and Reward 
Services, Sutton Winson, Xexec, Westfi eld Health, 
Zenith, Zurich Corporate Life and Pensions.
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Evolving a global mobility 
approach means staff can be 
effective in a new location 
from the word go.

Our strategy has grown 
organically, and the team and I 
will develop our talent as we 
diversify into new disciplines in 
new offi ce locations.

To expand internationally 
successfully, organisations 
must strive to introduce or 
develop their global mobility 
schemes. They must ensure 
these policies are competitive 
and comprehensive, that they 
meet the needs of their 
business, and that they align 
with the organisation’s 
values and culture. 

Effective communication 
is also vital. We have 
communicated our evolving 
global mobility policy to key 
business leaders, ensuring 
that they understand what 

and why the policy was 
developed and their important 
role in supporting the policy, 
the processes and, ultimately, 
their talent.

We have also made use 
of benefi ts providers that 
match the needs of the 
business from both a 
geographic and organisational 
culture perspective. 

We work with these 
providers to implement our 
ideas into the business, 
ensuring they understand that 
the uniqueness and 
requirements of the 
organisation are integral.

Detailed processes to 
ensure each step and 
responsibility of the global 
mobility process is well 
thought-out and documented 
can also be a game-changer in 
the global mobility sector. 

This has been key to our 

successful mobility 
management, as everyone 
knows what to do and when, 
which minimises mistakes 
and misunderstandings.

All global mobility 
preparation and processes 
should, ideally, be in 
partnership and collaboration 
with the business, giving 
people the opportunity to 
voice their opinion and share 
their experiences. 

The changes my team and I 
have made have been seen as 
a great business initiative and 
not an HR initiative, which is 
what has ensured our 
strategy’s success.

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

Follow us on Twitter: twitter.com/employeebenefi t 

Debra Corey is global rewards director at PageGroup

In association with

Global mobility strategy is vital

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

De

Russell heads incentives at Sky

 
Sky has appointed Seth Russell head 

of incentives. He took up the 

newly-created role in November. 

Russell will be responsible for strategy, 

design and implementation of staff 

incentives. He previously held positions at 

organisations including Three UK, BP, the 

BBC and Visa.

Home Retail reward role for Platt

 
Nina Platt has been appointed reward 

manager at Home Retail Group. An 

experienced human resources 

professional, Platt will, in her new role, be 

responsible for project management and 

delivery. She previously held positions at 

Dixons Carphone, Dixons Retail and Philips.

Craven appointed at Eversheds
Paul Craven has been appointed 

reward and benefi ts manager at 

Eversheds. His previous roles include 

compensation director at GlaxoSmithKline 

and head of compensation and benefi ts for 

the UK and Ireland at Sanofi . Craven has 

experience in managing teams of 

compensation professionals, designing 

and implementing compensation and 

benefi t structures, and project-managing 

teams responsible for rolling out 

new initiatives.

New Look welcomes Manning

 
New Look has appointed Keith 

Manning reward manager. He joined 

the fashion retailer in September 

2014 from Tullow Oil, where he was an 

interim payroll and benefi ts adviser. Manning 

has more than 20 years’ benefi ts 

management experience and over 30 years’ 

experience managing payrolls of various 

sizes. He has also worked for British Sugar 

and Outfront Media.

Fitzgerald joins XL Group

 
XL Group has appointed John 

Fitzgerald global compensation 

and benefi ts partner. He will lead 

the benefi ts agenda across the organisation’s 

international locations, as well as 

support compensation globally. Fitzgerald’s 

previous positions include international 

compensation and benefi ts manager at 

Discovery Communications and 

compensation and benefi ts manager at 

Integra LifeSciences.

PEOPLE MOVES
More than half of employees (56%) fi nd their work 
very or fairly stressful, according to research by 
charity Mind. The research surveyed more than 
1,250 working people in Britain and found that 
respondents consider work to be more stressful 
than debt or fi nancial problems (38%), health 
(29%) or relationships (20%).

 “Stress can impact on work, health and home life. Mind is 
looking to increase awareness here.”
Gareth Davies, research manager, Capita Employee Benefi ts 
(via Twitter)

 “So 44% don’t [fi nd work stressful] – isn’t that good?”
Association of Member Nominated Trustees 
(via Twitter)

 “56% fi nd work stressful. What more can be done to 
support our friends and colleagues?” 
Donald Scott, client and market development leader for the 
Midlands, PricewaterhouseCoopers (via Twitter)

MOST TALKED-ABOUT NEWS

100 Club column
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A NEW NAME IN PERFORMANCE  
AND REWARD ADMINISTRATION.
A NEW SYMBOL IN EXCELLENCE

Following the management buyout of Ogier 
Fiduciary Services, there’s a new name in 
performance and reward administration.  
Our approach is simple: raise industry 
standards by challenging standard practice.

Of course, you can rely on our Performance 
& Reward Management team to deliver the 
usual range of performance and reward 
administration services. What’s not so  
usual is our relentless pursuit of excellence, 
always raising the bar in delivering value.

Regulatory information is detailed on elian.com/legalnotice

ELIAN.COM/CORPORATESERVICES
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THE BIG QUESTION
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Is that the sound of the 
elves labouring away, or 
Santa puffi ng his way 
down the non-existent 
chimney? 

Actually, no, it’s me 
growling at anybody who 
mentions the words 
‘Christmas party’.

I am a December baby, and for years I have 
cultivated the image of a Scrooge-like 
character, stalking the fl oors, spreading my 
humbug among my workmates.

The reality is rather different. As a father 
and a grandfather, I do love the joy that 
Christmas brings to little faces. For me, 
Christmas is a family time, and we should 
embrace the more traditional aspects of 
the festivities.

Some might argue that the offi ce Christmas 
party is also a tradition, but I remain 
unconvinced of the benefi t. The fact that the 
venue is normally naff, featuring cold turkey 
and slightly lumpy gravy, should be enough to 
deter most people.

If it isn’t, then the thought of Daphne from 
accounts strutting her stuff to Abba, with the 
boss still stuffed like the Christmas turkey in 
his collar and tie, should make anyone think 
twice about attending.

Even worse, it is the general principle of 
enforced enjoyment. Don’t get me wrong, I like 
my colleagues, but alcohol and forced 
bonhomie do strange things to people.

So, while I hope you all have a marvellous 
time at your offi ce party, I shall not be joining 
you. I shall be washing my hair and doing a 
passable impression of the last turkey in 
the shop.

Happy Chrimbo!

Employers need to 
understand what their 
staff want. In whatever 
format it takes, being able 
to say thank-you to their 
workforce is really 
important for employers.

The cost of a 
celebration event is often 

easier to justify than the signifi cant cost 
through the payroll of remuneration.

But I think there are a few fundamental 
questions employers have to ask themselves.

First, they could ask their workforce how 
they want to be recognised. Often, when asked 
this question, it means more to staff to see a 
donation made to charity on their behalf, or to 
see some improvement to their workspace.

Opinions will differ on how recognition is 
perceived and expected in light of the widening 
social generations in the workforce. 

The second important question concerns 
the exclusivity of the Christmas party and 
whether it really can be all-encompassing.

With workforces becoming more globalised 
and agility through activities such as home 
working becoming the norm, it is not always 
possible for employers to ensure they do not 
exclude groups of their workforce through 
such an activity. This could inadvertently result 
in a demotivated workforce. 

Employers should think of more neutral and 
fl exible ways of thanking their workers. For 
example, we use an all-staff award site and 
allow employees credit to spend on a variety of 
options that, hopefully, cater for everybody.

So, although the Christmas party may be a 
worthwhile investment, employers should do 
their research fi rst to make sure the rewards 
they plan will be received by staff as intended.

While we fondly 
remember the traditional 
offi ce Christmas party as 
a great way to share the 
joy of the season and 
increase employee 
bonding, some of us have 
also encountered (or been 
told about) the team 

member who had one drink too many and 
fi nally said what they really thought about their 
boss, and the co-workers who truly got to 
know each other after losing their inhibitions.   

It can be the after-effects of the party that 
some remember most, with the breakdown of 
interpersonal relationships being one of a 
number of things that can follow the festivities.

Despite this, I still believe Christmas parties 
are worth the spend, but as Employee Benefi ts 
editor Debbie Lovewell-Tuck highlighted in her 
article ‘Ideas for alternative work Christmas 
parties’ (Employee Benefi ts, September 2014), 
it may now be time to start looking at how we 
organise and run these events.

We should not lose sight of the fact that 
although Christmas is a time of celebration, it is 
also a time of excess. Offering an activity-
based party therefore ties in nicely with this 
and an employer’s wellness agenda.

This will help give the party a new lease of 
life, create some fun and competition and help 
to burn off some of the food and drink 
consumed during the evening.

Ideas can include things as simple as 
bowling, Zumba and bubble football (which is 
great fun). Better still, employers can ask their 
staff to choose from a list of activities to 
encourage engagement.

It is employers’ opportunity to help 
employees move with the times this Christmas. 

Are Christmas parties worth 
the expense for employers?

Neil Parfrey is head of pensions at 

Heineken UK

Ian Hodson is reward and benefi ts manager at the 

University of Lincoln

Adam Brooke is employee benefi ts and wellness 

manager at JP Morgan

This month’s big question:

Do you agree with these views? Join the discussion by searching for the EmployeeBenefi ts group on 
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 CHILDCARE IN NUMBERS
Robert Crawford rounds up facts and fi gures about childcare over the past 
year to highlight the issues and trends affecting employers and their workforces 

of parents rate fl exible working as very important when looking for a new 
job around childcare needs. bit.ly/1o3c6I5 (Source: Working Mums, October 2014)

of respondents offer childcare vouchers to employees on a voluntary 
basis. bit.ly/1nyPI3Y (Source: The Benefi ts Research 2014, May 2014)

of Fujitsu staff have childcare responsibilities. bit.ly/1D0JLW2 

of working mums would consider sharing their maternity leave with their 
partner. bit.ly/1uo7wnR (Source: Working Mums, September 2014) the number of weeks all male civil service 

employees will be able to take as additional 
paternity leave from April 2015. bit.ly/1vsz3qH

The number of days’ 
unpaid time off work 
that expectant fathers, 
or the partners of 
pregnant women, have 
the right to take to 
attend antenatal 
appointments. This 
came into force on 1 
October. bit.ly/1x4fIY8

of respondents will continue to provide childcare vouchers after the 
introduction of the government’s tax-free childcare scheme in autumn 
2015. bit.ly/1kZbkKJ (Source: Jelf Employee Benefi ts, August 2014)

of respondents would be forced to leave work if the childcare support 
they currently receive is no longer available to them. bit.ly/1zFSvPq
(Source: Childcare Voucher Providers Association survey of 40,000 parents, October 2014)

the number of weeks’ maternity leave all female 
employees at Norton Rose Fullbright are entitled 
to take at full pay, from July 2014. bit.ly/1xaVrR8

of Fujitsu staff have childuj a cof Fujitsu staff have childo u a dcare responsibilitiese n scare responsibilitiesd s l bit ly/1Dbit ly/1Dt /1D/1Ddcdcd

National Savings and Investments (NS&I) and HM Revenue and Customs (HMRC) will work together to provide the new tax-free childcare scheme. bit.ly/1u2RgHd

Employees who discover they are pregnant and are due to give birth after 5 April 2015 can start sending their employers a notice of eligibility and the intention to take shared parental leave. bit.ly/1ppWGs0

An employment tribunal has ruled that failure to inform an employee about the ending of a colleague’s contract does not result in maternity discrimination. bit.ly/ZDtGXC
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HOW TO STAND 
OUT FROM 
THE CROWD
Benchmarking their benefi ts package against that of 
competitors will help employers attract talent as the 
economy recovers, says Debbie Lovewell-Tuck
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>  Benefi ts benchmarking remains 
important, but employers should 
set clear aims and expectations 
at the outset.

>  Common reasons for 
benchmarking benefi ts include 
good governance, the need to fi ll a 
specifi c role, post-merger or 
acquisition, or to cater for a new 
business division.

>  Specialised bespoke benchmarking 
surveys can be costly, but a lot of 
information can be obtained free 
of charge.

IF YOU READ NOTHING ELSE, 
READ THIS. . . 

JA
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O

COVER STORY

benchmark their entire package, but a 
more common approach is to look at 
individual core benefi ts, which are often 
the most costly elements of a package. 
These typically include pensions, 
healthcare and group risk benefi ts.

But Aon Hewitt’s How warns 
employers to take care when 
benchmarking benefi ts such as private 
medical insurance (PMI) because 
available data may not always be 
suffi ciently detailed to enable direct 
comparisons to be made.

For example, 
although two 
competitor 
organisations may 
offer PMI for staff, 
their policies could be 
vastly different in 
terms of excess 
levels, the number of 
staff covered, and the 

grade of employees who receive the 
benefi t. “Benchmarking surveys will 
only show that [an organisation] offers 
PMI,” says How. “But it is still useful for 
employers to know that competitors 
are offering the benefi t.”

Shift in approach 
There has also been a shift in the way 
organisations are benchmarking their 
benefi ts offerings.

Claus Adam, benefi t product 
manager of information solutions in 
Europe at consultancy Mercer, explains: 
“In the past, benchmarking was around 
benefi ts where employers would take a 
broad market approach. In the last year, 
we are now seeing organisations 
looking at sector or peer comparisons.”

Sector-specifi c data is typically the 
most detailed in terms of what benefi ts 
cover and what is funded for 
employees. But sector data is not 
always easy to source. 

“Some sectors may have to look 
quite hard to fi nd data, but big sectors 
have a lot of data available, [for 
example] retail, technology and 
pharmaceutical,” says How. “Niche 
businesses in niche markets may not be 

I
s benefi ts benchmarking still 
relevant? For some employers, it may 
not have been a priority in recent 
years, with projects such as pensions 

auto-enrolment compliance and dealing 
with the bearish economic climate 
taking precedence.

But, as the economy continues to 
recover and the war for talent picks up 
pace, many employers are focused on 
offering a competitive benefi ts 
package. After all, no organisation will 
want to be seen to be lagging behind 
its competitors.

Richard Colver, head of healthcare 
and wellbeing at JLT Employee Benefi ts, 
says: “Benchmarking is important 
because employers don’t want to be 
under, over, or out of market. Perception 
is king. It’s about being in the market 
and knowing what they need to offer. 
Employers are trying to take more 
of a wholesale view of it and know 
where they are.”

Important factor
Chris Wilson, director at Reward 
Consulting Partners, adds: “If you think 
about the cost of benefi ts, for a lot of 
organisations this is in excess of 20% of 
salary. Benefi ts are an important factor 
in the attraction and retention of staff.

“Total reward has helped to raise the 
profi le of benefi ts, so maintaining 
market position is important. The other 
important factor is that [benefi ts] are an 
indicator of culture and attitude to 
people and value.

“It is important to know what other 
organisations are doing and decide 
what is right for the particular labour 
market that employers are targeting. 
Different populations will fi nd different 
things attractive.”

There are several reasons why 
organisations undertake benchmarking 
exercises. Firstly, benchmarking can 
give employers a broad idea of what 
benefi ts package they should be 
offering when setting up a new 
business or division. 

Benchmarking can be equally useful 
when employers are harmonising 

packages after a merger or acquisition.
Paul Brown, head of fl exible benefi ts 

at consultancy Towers Watson, says: 
“Most organisations should benchmark 
periodically, but they don’t.”

He adds that while some 
organisations will conduct 
benchmarking exercises as part of a 
strategy of good governance, others 
will do so in response to specifi c 
business needs or issues, for example if 
they are struggling to recruit for a 
particular role or are looking to 
move into a new 
business sector, 
which may require 
different employee 
skillsets, such as a 
retailer launching an 
online business.

Martha How, reward 
partner at Aon Hewitt, 
says: “[Employers] do 
it largely because they want to test 
how competitive their [benefi ts] 
package is. A number of organisations 
have become less market-focused in 
recent years because turnover has 
been lower.”

Once employers have identifi ed the 
rationale behind benchmarking their 
benefi ts, the next step is to decide 
which benefi ts to include in the 
exercise. Some organisations will 

It’s about employers 
being in the market 
and knowing what 
they need to offer”
Richard Colver, JLT Employee Benefi ts
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so concerned about what other 
organisations offer.”

Where specifi c market data is 
unavailable, employers may be able to 
tailor general market data to suit their 
needs. For example, it may simply be a 
case of them removing, say, data from 
fi nancial services organisations within a 
benchmarking report because of the 
impact of the higher packages typically 
offered by these organisations, which 
could skew the data that is relevant for 
other business sectors. 

Broad sector or industry 
benchmarking data is most often 
available from large employee 
benefi ts consultancies, such as Towers 
Watson, Mercer and Aon, as well as 
from organisations such as Incomes 
Data Services. 

In some cases, certain information is 
available free of charge for 
organisations that take part in 
benchmarking surveys. Alternatively, 
such information is available for a fi xed 
subscription fee.

Meanwhile, smaller, more niche 
organisations can provide data about 
specifi c industries, such as the fi nancial 
services or pharmaceutical sectors.

Bespoke information
However, employers that are planning 
to use benchmarking data to address 
a specifi c issue may fi nd that paying 
for bespoke information achieves 
better results for their particular 
circumstances. The cost of doing so 
will be driven by factors such as the 
level of detail required. 

As a ballpark fi gure, employers can 
expect to pay between £10,000 and 
£20,000, says Towers Watson’s Brown, 
although in some instances this fi gure 
will be much higher.

“Benchmarking can be really tailored 
to an organisation’s needs and budget,” 
adds Mercer’s Adam.

Where employers opt to use generic 
benchmarking data, they should bear 
several points in mind. 

Reward Consulting Partners’ Wilson 
says some benchmarking surveys tend 
to focus on big-ticket items, such as 
pensions, company cars, share options 
and bonuses, and neglect some of the 
smaller benefi ts that may have a 
greater impact on employee 

CASE STUDY AKER SOLUTIONS
Aker Solutions benchmarks 
its benefi ts package on a 
global basis to understand 
what the market norms are in 
each of the countries in which 
it operates.

Philip Hutchinson, head of 
reward at the global provider of 
products, systems and services 
to the oil and gas industry, says 
the organisation starts by 
looking at the statutory 
minimums required in each 
country and what is typically 
offered above these. 

It follows this by 
benchmarking within the oil 
and gas sector, before looking 
at contribution levels in 
individual countries.

This means Aker knows that 
the age-related pension 
contribution structure it offers 
in the UK is competitive and 
unlike its competitors’ pension 

provision, which enables the 
employer to attract the mature 
talent it needs for its business.

“Benchmarking enables us 
to do that in such a way that it 
still remains attractive,” says 
Hutchinson. “Not only can we 
make our package more 
attractive, but when we send 
out our offer letter [to new 
joiners], we can highlight which 
elements of the package are 
more attractive.”

Bespoke survey data for a 
specialised industry typically 
costs between £2,000 and 
£3,000, he says.

“We need to be more precise 
about the oil and gas industry, 
which is why we are willing 
to pay,” he adds.

Aker tries to benchmark and 
gain information informally in 
countries where benchmarking 
data is unavailable. “People are 

generally happy to share 
information within the bounds 
of confi dentiality,” says 
Hutchinson. “It’s in their interest 
to do so if they are trying to 
attract talent to a particular 
region, such as Angola.”

Forward planning is vital 
before starting a benchmarking 
exercise, he advises. 

“Before an employer goes 
out and benchmarks, it should 
think about what it wants to do 
with the information. It can 
then gauge whether it is worth 
spending the money.”
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engagement, such as 
recognition schemes.

“What a survey will 
tell you is what an 
organisation is 
spending on benefi ts, 
but it is important that 
the benefi ts are right 
for the organisation,” 
he says. “Unless 
benefi ts are properly focused, an 
employer may be wasting its money.”

Whatever benchmarking data 
employers use, setting clear priorities 
around what they want to achieve and 
identifying where they wish to position 
themselves in the market will ensure 
they optimise the value of the exercise. 

“Prepare a board-level report and 
colour-code this to show where 
benefi ts are above or below market,” 
says Adam. “Decide if being below 
market on some is outweighed by 
benefi ts that are above market.”

Benchmarking alone may not give 
employers an accurate refl ection of the 
value of the benefi ts they offer, adds 
Adam. “What is the value of the package 

Viewpoint

It is really important to know how 
your core benefi ts offering 
stacks up in the market. But 
being in line with the market is 
just a ticket to the game; most 
value comes when staff consider 
benefi ts to be of value to them. 

Most salary surveys provide a 
rich source of intelligence and a 
chance to see how competitive 
various aspects of a package are. 
What is even more important is 
how this knowledge is then put 
to use to inform decisions.

We see employers struggling 
to understand in fi nite detail 
what a small handful of direct 
competitors offer, and then 
trying to match that package 
letter for letter, seeing this as the 
best way to ensure they attract, 
motivate and retain talent.  

The danger is that this leads to 
a boring blanket of vanilla 
benefi ts offering no excitement, 
little impact and no hint of what 
the organisation is all about. 

Sensible employers will ensure 
their package is broadly where 
they want it to be in the market. 
Core aspects, such as leave, cars, 
pension and healthcare, will be 
competitive unless something 
else equally important is in place.

Braver organisations will then 
go beyond the norm to seek out 
differentiators, searching for the 
things that align well with the 
values and beliefs of their 
organisations, yet truly stand out.

Employers should use benefi ts 
intelligence to ensure their 
offering is competitive, but then 
look beyond the data to ensure 
their offering is unique.

Samantha Gee 
is client 
director at 
Innecto Reward 
Consulting 

in the eyes of 
employees? That is 
key to the process. 
[Employers] could 
have a very expensive 
package, but may not 
achieve a high level of 
employee value.”

So, although 
benchmarking can be 

a useful exercise in determining 
whether an organisation’s benefi ts 
package is on the right track for its 
employee population, such data may 
not always provide the best value if it is 
used in isolation.

As Aon’s How says: “Slavishly 
following the market misses the point, 
but benchmarking is still a valid exercise 
for employers.” 

Debbie Lovewell-Tuck
is editor of
Employee Benefi ts

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

Unless benefi ts are 
properly focused, an 
employer may be 
wasting its money”
Chris Wilson, Reward Consulting Partners
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E
mployers have faced wave upon 
wave of new pension legislation 
this year, and making sense of it 
has been challenging.

The pension tax simplifi cation 
regulations that were introduced in 
April 2006, and caused huge 
consternation at the time, were pretty 
simple compared with the four major 
pension bills that arrived this year, 
which cover everything from the 
structure of pension schemes to how 
benefi ts are paid.

But while the pace of change is 
furious, the legislation is fragmented 
and sometimes contradictory.

In January, the Financial Conduct 
Authority (FCA) launched its ‘Scorpion’ 
campaign to stop unscrupulous 
salespeople encouraging pension 
scheme members to cash in their 
pension, often channelling them into 
dodgy alternative investment schemes.

But just six months later, Chancellor 
George Osborne said he thought the 
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>  Major changes will come to a 
head next April concerning how 
pension schemes can be charged 
and how benefits can be taken, 
which will have a significant 
impact on employers.

>  One of the most urgent actions is 
to ensure default funds are 
appropriate for income drawdown, 
or that there is a good mechanism 
for employees that plan to use the 
new freedoms.

>  A raft of legislation is being rushed 
through by the coalition 
government, but could be reversed 
by a Labour government.

IF YOU READ NOTHING ELSE, 
READ THIS. . .

public was responsible enough to do 
whatever they want with their pension 
pots, despite the FCA warning of 
mis-selling and “an urgent need for a 
coherent risk mitigation strategy”.

Employers are also right to be 
concerned about the 0.75% cap on 
default fund charges, which was 
confi rmed on 17 October and comes 
into force next April.

Pensions minister Steve Webb says 
he hopes the charge cap will transfer 
about £200 million from the pensions 
industry to the pockets of savers over 
the next decade. Some providers will 
try to make up lost revenue by charging 
employers additional administration 
costs, but overall the cap will deter 
workplace schemes from using the 
best funds.

More fl exibility
This will become critical next year when 
scheme members have more fl exibility 
about how to take their benefi ts. Most 
schemes will need to review their 
default funds because lifestyling is 
unsuitable for members who choose 
income drawdown.

These recent draft regulations also 
ban active member discounts, the 
system that imposes higher charges on 
deferred members than on those still 
working for the employer, and call time 
on consultancy charging, so employers 
will no longer be able to pass on any 
consultancy fees to scheme members. 

Even proposals that fi rst appear to 
have a limited impact on the day-to-day 
operation of workplace pensions could 
have far-reaching consequences. 

For example, the proposal to abolish 
the 55% ‘death tax’ on pension funds, 
announced by George Osborne to 
rapturous applause at the Conservative 

NOW GET YOUR 
HOUSE IN ORDER
Employers are having to come to grips with four major 
pieces of pension legislation, says Ceri Jones

The four pension bills
The Finance Bill 2014: This gave HM 
Revenue and Customs (HMRC) new 
powers to prevent pension 
liberation schemes being registered, 
starting from 20 March 2014, and 
made it easier to de-register such 
schemes if, in HMRC’s opinion, the 
scheme administrator is not a fi t 
and proper person.
The Pensions Act 2014: This 
received royal assent on 14 May, and 
sets the scene for the introduction 
in 2016 of a fl at-rate state pension 
to replace the current two-
component state pension (basic 
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Employers will have 
to tidy up their 
pension schemesstate pension and additional Serps/

S2P element). The act brings forward 
the date when the state pension age 
(SPA) rises to 67 and sets the 
framework for the SPA’s review. 
People who have reached the SPA 
before 6 April 2016 will have a chance 
to buy class 3A voluntary 
contributions to build up additional 
benefi ts. Some workplace schemes 
face complications because their 
benefi t formula references the state 
pension. The act also looks at the 
impact on contracting out for 
workplace pension schemes.

The Pension Schemes Bill: Out on 26 
June, this bill is designed to encourage 
pension scheme arrangements that 
offer an element of certainty or that 
involve pooling risk: so-called defi ned 
ambition schemes. This is ‘enabling’ 
legislation and no further news on it is 
expected for some time.
The Taxation of Pensions Bill: 
Introduced into the House of 
Commons on 15 October, this bill 
deals with the new freedoms 
announced in the last Budget which, 
from April 2015, will allow people aged 
55 to access their money purchase 

pension as they want during 
retirement, subject to paying tax at 
their marginal rate. It also introduces 
anti-abuse legislation to limit the 
potential for recycling tax allowances 
by limiting the contributions an 
individual can make once they have 
taken their 25% cash to £10,000 per 
year. The bill surprised the industry by 
taking the new freedoms a step 
further by suggesting pension pots 
could be structured like deposit 
accounts, with withdrawals made at 
will but with tax payable on 75% of 
each drawdown.
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Ceri Jones is 
a freelance
journalist 

@ Read also Flexible retirement options 
should lead to revamp at bit.ly/1p8NNDo

party conference, means that, from 
next April, benefi ciaries can inherit a 
pension pot tax-free, and will have to 
pay tax (at their marginal rate) only if 
the person who has died is aged 75 or 
over. The Axa Life Invest Populus survey, 
published in October 2014, suggests 
this will encourage one in fi ve staff to 
step up their pension contributions.

Bob Scott, a partner at fi nancial 
consultancy Lane, Clark and Peacock, 
says: “Each of this year’s four pieces of 
pension legislation could have a 
material impact on certain schemes, 
which may have to implement a major 
revision, certainly by April 2016, 
regarding the fl at-rate state pension 
and contracting out. It is a lot of work on 
top of new codes of practice on funding 
on DC [defi ned contribution] plans and 
initiatives such as the requirement for 
independent governance committees.”

Nest restrictions
There have also been other 
developments this year, such as the 
Department for Work and Pensions’ 
announcement that restrictions on 
Nest will be relaxed from April 2017, 
which gives some indication of its 
thinking for the timescale to introduce 
automatic transfers.

Also, Section 29 of the Pensions Act 
2011, which amended the statutory 
defi nition of money purchase benefi ts, 

did not come into force until 24 July this 
year. This was prompted by the case of 
Bridge Trustees vs Houldsworth, which 
confi rmed that benefi ts to which a 
guaranteed return was applied could be 
considered ‘money purchase’ even 
though a defi cit could arise from them.

The Pensions Act revised the 
defi nition of money purchase benefi ts 
amid intense lobbying. Schemes that 
fail the new defi nition, such as those 
with guaranteed underpins, will now 
need to undertake valuations and pay 
Pension Protection Fund levies.

If the Labour party wins the 2015 
general election, further changes are 
promised, such as the removal of 

higher-rate tax relief on pension 
contributions and the 

reduction of the lifetime 
allowance from £1.25 
million to £1 million. 

But there is no joined-up thinking in 
this pledge because breaching the 
lifetime allowance will be immaterial 
when excess savings are no longer 
taxed so heavily.

Labour is conducting behind-closed-
doors meetings to discuss potentially 
reversing the new pension freedoms if 
it gains power.

But matters could be worse. UKIP’s 
erstwhile pensions spokesman, 
colourful former Yorkshire MP Godfrey 
Bloom, quit the party in October, leaving 
a pensions policy vacuum for UKIP 

CASE STUDY HEINEKEN

Default funds will need re-brew after Budget changes
Heineken’s defi ned contribution 
pension scheme with Standard 
Life was established in July 
2011. It currently has about 
2,000 members out of a total 
workforce of 2,100, and assets 
under management amount to 
just over £40 million.

Neil Parfrey, Heineken’s head 
of pensions, says the scheme’s 
governance committee is 
currently re-examining its 
default funds after the 
Chancellor’s Budget changes 
liberalising how members can 
take their pension pots.

“If some of our members are 
trying to target cash at 
retirement, then the 
investment strategy required 
will be different from the way it 
is structured now to take them 
to buying an annuity,” he says. 

“We are in the process of 
analysing this and may end up 
with three different vehicles: 
for drawdown, for an annuity 
and for cash.

“The trick will be in fi nding 
out what our colleagues want 

to do. At the moment, the 
switching process in the 
lifestyle fund starts 10 years 
out, so we need some change 
because the current model 
is not fi t for purpose. It also 
raises the requirement for 
[employee] education.”

In line with the Association 
of British Insurers’ code, the 
scheme has a governance 
committee, with an 

independent chairman, which 
meets quarterly.

Parfrey adds: “We see the 
governance committee as an 
important part of our 
stewardship obligations 
towards our colleagues. 
Without the involvement of 
the committee, colleagues 
would need to take a more 
active role in their saving 
options, and our experience 
shows this is not a particularly 
common behaviour.

“There is also an implicit 
understanding from our 
colleagues that the 
organisation will take an active 
interest in their investments, 
probably driven by the fact that 
the majority of current 
members came from a defi ned 
benefi t scheme governed by a 
trustee board.”

Palfrey says there has been 
no real increase in transfer 
requests, but he does not rule 
out a surge when the new 
fl exibilities become better 
known in the run-up to April.
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TOTAL REWARD

engage and motivate employees through a 
notionally employee-driven, fl exible package of 
‘chocolate box’ benefi ts bundled together 
under the brand ‘total reward’ has become 
increasingly meaningless.

Brown argues: “For the 
majority of the workforce, 
they have had declining real 
pay for more than fi ve years 
now. Employees feel 
unrewarded at the moment; 
they have no more money, 
jobs are still being cut, and 
working hours and contracts 

are under pressure. 
“Against that backdrop, the language of total 

reward that has been in place since 2007 is 
outdated. If an employer asks an employee 
whether they feel totally rewarded, they will 
say no because their take-home pay is less 

IS TOTAL REWARD 
REALLY DEAD?

SH
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>  The relevance of total reward is in doubt 
because of continued downward pressure 
on pay. 

>  Employers need to focus on better use 
of data and evidence.

>  Organisations should engage with staff of 
all generations to find out which benefits 
they actually want and value. 

IF YOU READ NOTHING 
ELSE, READ THIS. . .

H
ow relevant is total reward for the 
current employee benefi ts landscape? 
Total reward, both as a concept and a 
framework for delivering benefi ts, is 

dead, according to Duncan Brown, head of the 
UK performance, reward and talent consulting 

The language of total 
reward, in place since 
2007, is outdated”
Duncan Brown, Aon Hewitt

practice at Aon Hewitt, and his colleague 
Martha How, reward and benefi ts partner, 
speaking at Employee Benefi ts Live.

But are they right? As we move into a 
post-recessionary economic cycle, but one 
where pay growth remains 
anaemic, is total reward still 
relevant and, if not, what are 
the alternatives?

Brown’s argument, as 
articulated in a six-page 
analysis in the journal 
Compensation and Benefi ts 
Review, is complex.

In essence, he argues that the downward 
pressure on pay seen since 2007/2008, the 
erosion of core benefi ts such as pensions and 
the fracturing of traditional employment 
securities (as seen in the rise of zero-hours 
contracts) has meant the idea of being able to 

Employers need to 
change their approach to 
total reward as the pay 
squeeze continues, 
says Nic Paton
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CASE STUDY BRITISH SUGAR

New emphasis needed to suit modern workforce
The language and emphasis of 
total reward need to change 
to better refl ect the priorities 
of modern employees, but it 
still has value as a concept, 
says Henk Verhoek, head of 
reward at British Sugar.

“When I look at the 
discussions going on, I do 
think there is one thing the 
industry often misses,” he 
says. “When thinking about 
total reward, it must not just 
be about pay or benefi ts, but 
also about learning and 
development, the working 
environment, leadership and 
the wider opportunities 
employers offer within the 
business. Employers have to 
take these into consideration 
when they are thinking about 
total reward.”

In November 2013, British 
Sugar unveiled a new online 
benefi ts portal, My Staff Shop, 

for its 1,250 employees, 
offering access to benefi ts 
such as a bikes-for-work 
scheme, childcare vouchers 
and a health cash plan. 

Its focus this year has been 
on generating staff 
awareness, engagement and 
take-up, with 67% of its 
employees now registered, 
compared with 5% before the 
portal launched.

“We are very focused on 
increasing awareness and 
sharing success stories,” says 
Verhoek. “Our philosophy is to 
be mindful of the different 
generations within an 
organisation. Employers have 
to have a suite of benefi ts 
that appeals to different age 
groups and need to be brave 
and regularly renew them.

“When you are speaking 
about total reward and just 
talk about benefi ts, there can 

be a disconnect, so you have 
to bring the different 
elements together. Total 
reward needs to be a much 
broader concept than just pay 
and benefi ts, the monetary 
side of things. It needs to be 
looked at as a whole.”

But Verhoek says 
employers need to consider 
how their pay scales compare 
with those of their 
competitors because staff are 
always concerned about 
whether they are fairly paid.

while they are being asked to do more.”
Also, the fact that total reward has become 

so commonplace means that its value as a 
strategic differentiator, something with which 
employers can drive their employee value 
proposition, is much weaker, if it is there at all.

But although the problem of employee 
disconnect from total reward is relatively easy 
to diagnose, the alternatives are rather harder 
to identify.

Smart rewards
Brown makes the case for what he calls ‘smart 
rewards’ based on four key components: 

First, a simpler, clearer and more fl exible 
focus on a few core values so that employers 
can demonstrate a clear ‘pathway’ between 
their business goals, people needs and reward 
strategy and policies; 

Second, a more evidence-based approach, 
with better and more proactive evaluation of 
reward, better use of assessment metrics and 
more systematic cost/benefi t/risk analysis; 

Third, a stronger emphasis on engaging all 
employees, rather than a top-down 
boardroom-led approach, with much more 

emphasis on transparency, simplicity, 
communications and delivery; 

Fourth, much better use of engagement 
data, more focus on what staff think of 
reward and of the need for benefi ts to 
refl ect, and be aligned with, 
generational and motivational 
groupings, with this needing to 
be a key performance metric.

“Most fl ex plans have either 
no choice or employees are 
overwhelmed with choice,” he 
says. “This is about having a much 
simpler, clearer, more open, realistic 
and, crucially, evidence-based 
approach, where communication 
is tailored to the employee and where there is 
more shared responsibility.”

Mark Carman, director of communication 
services at consultancy Edenred, says there 
needs to be more recognition among 
employers that the reward conversation 
has changed.

He says employers should start by 
considering how they can improve employees’ 
working environments to compensate for low 

@ www.employeebenefi ts.co.uk/benefi ts/total-reward

pay. “For 
example, in the 
convenience food 
sector, names such 
as McDonald’s, Pret A 
Manger and KFC have 
recognised that pay is low, 
but they can still try to have 
creative working environments 
and offer opportunities,” he adds. 

However, employees benefi ts by 
themselves can never be a substitute for 
decent take-home pay.

“The variables that make up total reward are 
certainly not dead,” says Carman. “What is 
needed is innovative ways to help 
organisations tick all the elements that make 
up a total reward strategy.”

Tristram Hawthorn, employee benefi ts 
consultant at KPMG, suggests that there is 
life yet in the principle of total reward, even 
though its presentation and communication 
need to change.

“The world of total reward is continuing to 
evolve, particularly as the complexity of 
communicating with baby boomers, 
generation Y and generation X increasingly 
requires a more varied and fl exible approach to 
reward and engagement,” he says 

Nic Paton is 
a freelance 
journalist

@ Read also Total reward is dead at 
bit.ly/1v4o2Ye
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through voucher schemes that the 
organisation may have run in previous years, or 
through staff surveys. 

Argos for Business offers a range of gift 
cards and reward cards that have either a fi xed 
value or are reloadable.

The provider also offers a ‘collection code’ 
product scheme that 
enables an employer to 
select a specifi c gift with 
which to reward an 
employee. A collection 
code is texted to the 
recipient, who can redeem 
it at any Argos branch. 

Danny Clenaghan, 
managing director at Argos for Business, says: 
“These are useful for employers that want to 
control their spend or want immediate benefi ts 
for staff. In theory, an organisation could send a 
collection code to an employee’s phone and 
they could collect their product in an Argos 
store within a couple of hours.”

Recognition schemes can also help to 
motivate employees by rewarding them for 
outstanding performance. But employers need 
to create a clear strategy that explains exactly 
how staff can qualify for a reward. 

Francis Goss, commercial director at 
employee and customer engagement services 
provider Grass Roots, says: “Clear goals will 
ensure that employees understand what they 
need to achieve and for what.”

This is particularly important with schemes 

BEAT JANUARY BLUES
January can be a low point for staff, but there are benefi ts 

that can give them a boost, says Clare Bettelley
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J
anuary can be a diffi cult time for business 
leaders faced with a workforce recovering 
from excessive festive spending, 
overindulgence and the dreariness of the 

winter season. But there are plenty of low-cost 
benefi ts that employers can use to motivate 
staff, which will be music to the ears of 
employee benefi ts professionals with a 
squeezed reward budget.

Bill Alexander, chief executive offi cer at 
experience day and gift provider Red Letter 
Days, says: “The big difference with January 
compared to the rest of the year is that staff do 
not have cash because they have just been 
through Christmas, so there is an argument 
that the best incentive in January is probably 
cash. Everyone knows that money would be 
spent repaying credit cards.”

Alexander rejects the suggestion that such a 
scheme would encourage employees to spend 

>  In January, employees may be suffering 
from the effects of their excessive festive 
spending, overindulgence and the 
dreariness of the winter season.

>  There are plenty of low-cost benefits that 
employers can use to motivate staff.

>  But employees may value their manager’s 
time more than any reward scheme.

IF YOU READ NOTHING 
ELSE, READ THIS. . .

beyond their means over Christmas. “The key is 
for employers to communicate the reward in 
January,” he says. “Employers can talk about the 
strategy beforehand, but they would only talk 
about the reward in January, when staff come 
back to work.”

Sodexo Benefi ts and Rewards Services is 
helping employees to manage 
their fi nances with its Money 
Boost portal, which it launched 
at Employee Benefi ts Live 
in September. 

Money Boost is designed to 
help employees monitor and 
manage their fi nances. Phil 
Sproston, sales director at 
Sodexo, says: “It enables employers to be 
facilitators of employee wellness and 
wellbeing, but it is ultimately about staff being 
accountable for themselves.”

Financial stresses
He says the portal can help employers to 
reduce the fi nancial stresses and strains their 
employees may face after Christmas and, in 
the process, boost their workplace motivation. 

But Red Letter Days’ Alexander says 
high-street vouchers remain the most popular 
and effective benefi t with which employers can 
motivate staff at any time of year. “Employers 
can suit their budgets and deliver something 
their employees really want,” he adds.

Employers can identify employees’ preferred 
retailers by tracking their spending behaviour 

Employers can deliver 
something their 
employees really want”
Bill Alexander, Red Letter Days
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CASE STUDY RYMAN, ROBERT DYAS, BOUX AVENUE

Dragon’s parties help staff roar into the new year
Ryman, Robert Dyas and 
Boux Avenue throw parties 
in January to help motivate 
staff for the year ahead.

The strategy is aligned to 
the retailers’ trading periods, 
which peak in December, 
making it diffi cult for staff to 
take time off.

The organisations, which 
are owned by Theo Paphitis, 
one of the dragons in the 
BBC Two TV show Dragons’ 
Den, host two parties, one in 
London for between 750 and 
1,000 staff and one in 
Manchester for between 
450 and 500 staff, where 
they lay on food and drinks 
in an informal setting.

Nicki Clarke, group PR 
director for Paphitis, says: “It 
is a lot cheaper and more 
cost-effective than a 
sit-down meal, and it is a 

chance for employees from 
three businesses to mingle.

“January is always 
miserable because no one 
has any money, so there is a 
bit of a lull, particularly as a 
lot of staff give up drinking 
for January, so the parties 
kick the year off and put 
them on the right foot for 
the year ahead. We get 
amazing feedback.”

The parties, which have 
been running for 10 years, 

also help to retain staff.
Clarke adds: “[Paphitis] 

believes in happy staff and is 
always doing motivational 
drives. Because of what he 
does, there are staff that 
have worked for the 
businesses for years.”

The longest-serving staff 
member has just retired 
after 45 years, says Clarke.

The parties are run by 
experience day and gift 
provider Red Letter Days. 

designed to recognise and reward certain staff 
behaviours that, for example, reinforce their 
employer’s corporate values. 

“The problem with some schemes is that 
different managers have different 
interpretations of what is worthy of a reward, 
so having a consistent approach is really 
important,” says Goss. “Sometimes that can be 
why these types of scheme fall over, because 
of perceived unfairness.”

A recognition toolkit may help managers 
learn how to effectively implement a 
recognition scheme by, for example, outlining 
the corporate values the scheme is designed 
to reinforce and the behaviours staff need to 
demonstrate to become eligible for a reward.

Good manners
But there are also many zero-cost ways in 
which employers can motivate their staff that 
may prove just as effective. Good manners are 
a case in point. For example, an employee may 
really value and be motivated by their manager 
verbally expressing thanks for a job well done 
or by making them a cup of tea.

Grass Roots’ Goss says cheap and cheerful 
tools, such as reward cards requiring 
employees to scratch off a panel to reveal an 
immediate reward, perhaps the chance to go 
home an hour early or to have an extra hour for 
lunch, can also be highly effective.

“There is a very limited cost to the business 
and a nice reward that is meaningful for staff,” 
he says. “Having something that offers staff 
more convenience in their working day seems 
to be really popular.”

But Yves Duhaldeborde, director in Towers 
Watson’s organisational surveys and insights 

practice, says time may be all that staff require 
to feel motivated, particularly from their 
organisation’s leaders.

“Employees at the moment want leaders 
who inspire them, as that is how they defi ne 
effective leadership, so that is something 
leaders should focus on more in January when 

staff come back and do not feel great,” he says.
Duhaldeborde says leaders must also 

consider how to motivate their workforce in an 
authentic way, communicating their passion 
for the organisation, why they care about the 
business, the importance of each employee’s 
role and what the organisation is doing that is 
not just about results for shareholders, but 
about a higher purpose, such as supporting 
local communities. 

Leaders need to remind staff in person why 
they are working for a great organisation as 
communication methods such as email or 
video-conferencing may appear impersonal.

But employers should thoroughly research 
exactly what motivates their staff before 
deciding on a strategy because a one-size-fi ts-
all approach is unlikely to reap the desired 
results, adds Duhaldeborde 

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

Clare Bettelley is 
associate editor at
Employee Benefi ts

@ Read also Motivation can drive productivity 
at bit.ly/YSxofA
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S
implifi cation has been at the heart of 
B&Q’s HR strategy over the past year 
as part of the organisation’s efforts to 
help staff understand and appreciate 

the value of their reward and benefi ts package. 
The move is aligned with B&Q’s business 

objective to simplify its pricing model in 
response to the retail price wars that have 
been preoccupying many of its competitors. 
This has involved introducing set product 
prices instead of temporary discounts.

Janet Mckenzie, reward manager at B&Q, 
says: “We are trying to make HR easier for the 
business and to make benefi ts information 
easier for staff to fi nd and understand.”

Mckenzie has focused on a number of major 
projects since joining B&Q in June 2013 from 
The Body Shop, where she was international 
reward, policy and mobility manager.

She has redesigned B&Q’s annual bonus 
plans, simplifying their messaging and design 
to make them easier for staff to understand. 
“If we have a bonus scheme that staff do not 
understand, then it is probably not as useful as 
it could be,” she says.

Until the end of 2013, B&Q ran three bonus 
schemes: a company profi t share plan, a management bonus plan and a store team 

bonus plan, each with its own criteria and 
payout levels.

For example, for the company profi t share 
plan to pay out, a company-level profi t target 
had to be hit and staff had to meet certain 
performance criteria, whereas the 
management bonus plan was based on 
company-level sales and profi t.

Mckenzie says: “We questioned why we 
were not having the same targets in place 
across the board, so we worked to bring those 
plans together.”

Annual bonus
The company profi t share plan and 
management bonus plans have been 
integrated into one scheme called ‘The annual 
B&Q bonus’, which is based on more 
streamlined criteria.

“When we are talking to an employee about 
their bonus opportunity, it is now a lot easier to 
explain what the opportunity is and what the 

plan measures are,” says Mckenzie.
But she acknowledges the challenges of 

assessing the impact of plan changes, which 
she is yet to do. “Bonus schemes are a 
challenge for everyone, in terms of proving a 
direct link between a bonus scheme and 
performance,” she says. “If anyone in the 
industry has cracked that, I would love to hear 
from them.”

The bonus plan redesign has been part of a 
comprehensive review of B&Q’s reward 
package, including all staff pay and allowances. 

Mckenzie says: “It has been about running 
the package through the prism of making HR 
easier and ensuring everything is as clear as it 
can be and we are in line with the marketplace.”

The reward package review is also aligned 
with B&Q’s ‘Building a better B&Q’ strategy, 
which aims to recognise staff performance 
and loyalty and celebrate employee success.

Accordingly, Mckenzie has launched a new 
recognition scheme, which aims to motivate 
and champion staff.

DIY retailer B&Q has spent the past year reviewing its reward and benefi ts 
package to simplify its offering to employees, says Clare Bettelley

HOME IMPROVEMENTS

Janet Mckenzie joined B&Q 
as reward manager in June 
2013 and has spent the 
past year overhauling its 
reward package.

She joined the retailer 
from The Body Shop, where she spent a 
year as international reward, policy and 
mobility manager.

Mckenzie previously worked as an 
interim reward manager for National Air 
Traffi c Services and as interim head of HR 
at Welsh construction organisation MIB 
Group. Before that, she spent four years 
as head of reward and benefi ts at 
infrastructure and media services fi rm 
Arquiva and four years as reward and 
benefi ts manager at technology 
organisation Lockheed Martin UK.

CAREER HISTORY

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

The ‘Everyday thank-you’ scheme, which has 
been rolled out across the organisation in 
recent months, has been designed to help staff 
focus on, and become aligned with, corporate 
values. These are based on the ethos that the 
B&Q workforce is one big family that runs the 
business as if it were its own, treats every 
pound as if it were its own, puts customers at 
the heart of everything it does and has a 
can-do spirit and makes things happen.

Mckenzie adds: “Managers have a stock of 
thank-you badges and cards on which they 
can write the positive behaviours they have 
seen to reinforce these.”

The scheme feeds into B&Q’s new quarterly 
star performer programme, which awards 
outstanding staff performance with cash, gift 
cards or dinner. There is also an annual 
recognition awards ceremony that recognises 
the employer’s 30 top performers, who each 
receive £1,000 and an extra week’s holiday.

In its reward review, B&Q also assessed the 
fairness of its package, particularly whether 
escalating payment levels in line with 
employees’ length of service was appropriate.

BUSINESS OBJECTIVES 
IMPACTING BENEFITS

� To make access to benefi ts easier for 
staff across the organisation, which will 
involve the launch of self-service access to 
benefi ts through store-based hand-held 
devices in 2015.
� To build more fl exibility into B&Q’s 
benefi ts provision.

Pension
> Money-purchase pension scheme 
(contributory) available to all staff.
> Employer contributions range from 2% to 
14% and employee contributions range from 
1% to over 8%.

Health and wellbeing
> Group life cover worth four-times salary 
for pension scheme members and one-time 
salary for non-scheme members.
> Ill-health early retirement cover option 
offered as part of the pension scheme.
> Health cash plan available to all staff.
> Private medical insurance for store 
support offi ce grades.

Holiday
> Six weeks and six days’ holiday including 
bank holidays, with an extra week’s holiday 
awarded for long service.

Workplace savings
> Kingfi sher annual sharesave three- and 
fi ve-year schemes, in which staff can save 
between £5 and £500 per month.
> Kingfi sher share incentive plan, in which 
staff can save between £10 and £125 
per month.

Voluntary benefi ts
> In-store employee discounts.
> Employer-negotiated discounts with 
other retailers.

Other benefi ts 
> Childcare vouchers.
> Payroll giving.
> Monthly bonuses for store-based staff of 
up to 10% of salary.
> Annual bonus for management and store 
support offi ce grades.

THE BENEFITS

B&Q is the UK’s largest home 
improvement and garden centre retailer, 
with more than 30,000 employees 
across 350 stores in the UK and eight 
stores in Ireland.

The workforce is broadly 50:50 male 
and female and ages range from 16 to 89. 
Employees’ average length of service 
currently seven years, with the longest-
serving employee clocking up 41 years.

The organisation, which reported 
pre-tax profi t of £364 million in the 26 
weeks to 2 August 2014, is part of the 
Kingfi sher group, which is Europe’s largest 
home improvement and retail group and 
the third largest in the world.

B&Q AT A GLANCE

we have a defi ned contribution pension 
scheme means that staff have to be more 
involved. Yes, they can go for the default option, 
but they have to be more involved in thinking 
about what they do with their money when 
they get to retirement.”

B&Q auto-enrolled its employees in 2013 
and has an opt-out rate of about 6%.

The title of the group’s campaign is 
purposely focused on workplace savings rather 
than being pensions-specifi c to enable the 
organisation to incorporate its share schemes, 
which include the Kingfi sher three- and 
fi ve-year annual sharesave schemes and the 
Kingfi sher share incentive plan.

Mckenzie hopes her work so far will help to 
raise awareness about B&Q’s generous 
benefi ts package, particularly its enhanced 
maternity and paternity pay and additional 
leave for staff undergoing fertility treatment or 
who have carer responsibilities. In the process, 
she hopes to attract and retain key talent. 

One thing is for sure: B&Q is well positioned 
in the war for talent in the ruthlessly 
competitive retail sector 

Its employees’ average length of service is 
seven years, but the range extends to 41 years, 
with the oldest employee aged 89 and working 
as a store assistant.

The organisation concluded that long 
service awards are fair, so it continues to run 
its long-service programme, which rewards 
staff with anniversary badges and cards, extra 
holiday after 10 years’ continuous service and a 
cash award after 20 years’ service.

Somehow, Mckenzie has also found time to 
work with B&Q’s parent organisation, 
Kingfi sher, on its workplace savings strategy 
over the past year.

Saving campaign
The group’s ‘Saving for your future’ campaign, 
launched in November 2013, is designed to 
engage employees with the organisation’s 
trust-based defi ned contribution pension 
scheme, provided by Zurich.

B&Q contributes 2% for staff who 
contribute 1% of their salary and then matches 
employees’ contributions up to 7%. Thereafter, 
it pays 10% for employees who contribute 7% 
and 14% for employees who pay in 8% or more.

The organisation has produced a series of 
short videos to help staff understand a range of 
pensions-related topics, such as annuities and 
investment choices, as well as an iPhone and 
Android app featuring pensions-related games.

Mckenzie says: “We want to help staff to 
become familiar with these areas. The fact that 

Clare Bettelley is 
associate editor at
Employee Benefi ts

@ Read more case studies at 
bit.ly/1lRQY0S
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Emotional intelligence is an important aspect of achieving 
health and wellbeing for employees, says Jo Maddocks
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Emotions need 
careful thought

 All living things have essential needs 
that must be met for them to thrive 
and fl ourish. For plants, it is the need 
for sunlight, water and soil, while for 

humans, their emotional needs will determine 
their emotional health and wellbeing.

When employees’ emotional needs are not 
met, whether through connecting with others or 
meaningful work, they become unhappy, angry 
and anxious. To meet these basic needs, humans 
possess a set of innate resources. How eff ectively 
an employee learns to harness their resources to 
achieve what they want from life is the essence 
of emotional intelligence (EI). Key examples of 
how to do this are described below.

Become aware of feelings
One of the most profound qualities of being 
human is the capacity for self-awareness, such 
as the ability to notice and think about feelings. 
All feelings are useful in that they are the body’s 
‘messenger’, which tells an employee what they 
need and how to behave. An important aspect of 
EI is learning to notice feelings as they occur.

The longer someone ignores or represses their 
feelings, the more likely they are to be unable to 
manage them later. For example, on experiencing 
mild frustration, an employee can do something 
to manage this feeling, such as breathing deeply, 
considering why they feel this way, or taking 
action to address the cause of their frustration.

Why do people often give excellent advice to 
others, yet do not apply it to themselves? One 
reason is that they are more anxious about their 
own problems, which interferes with their ability 
to think clearly and solve the problem.

This is most noticeable when staff  feel 
threatened, resulting in them, say, freezing during 
an important presentation, panicking when 

late for a meeting or losing their temper in a 
discussion. Under such conditions, employees 
literally lose access to their rational thinking brain, 
the prefrontal cortex, and their IQ drops.

In contrast, staff  can gain access to the 
deeper, quieter signals in the brain that allow 
more creative, intuitive and inspired levels of 
thinking by learning how to calm down the 
emotional brain, known as the limbic region. 

Research has found that people tend to do 
their most insightful thinking when relaxed and 
not trying too hard. For example, Managing the 
brain in mind by David Rock, published in August 
2009, found that 90% of people did their most 
insightful thinking during non-work activities, 
such as resting or during physical exercise.

Another powerful human resource is the 
imagination, which can be used to rehearse 
and plan for whatever outcome an employee 
wants to achieve, such as giving a confi dent 

presentation, succeeding in sport or feeling calm 
and relaxed after a stressful day.

By creating a positive expectation, people 
are unconsciously drawn to make this happen, 
which is why those who expect success tend to 
succeed and those who expect to fail may do so.

Role-play and practice
An extension of the imagination is to use role-
play and practice. This makes the experience 
more real and, at the same time, safe and non-
threatening to rehearse. Imagination and role-
play act as ‘reality generators’, fi ring off  the same 
neurons as if the action was real. For example, if 
an employee feels anxious about a meeting, they 
could visualise how they would want it to go and 
then role-play it with a trusted colleague.

The innate human resources are both a gift 
and a burden. If unmanaged, they can bring 
out the worst in an employee, such as irrational 
thinking, uncontrolled emotions and infl exible 
behaviour. But learning how to actively manage 
these resources through EI will bring out the best 
in employees’ relationships, work performance 
and emotional wellbeing �

�  An important aspect of emotional 
intelligence is learning to notice feelings 
as they occur.

�  Employees can gain access to the deeper, 
quieter signals in the brain that allow more 
creative, intuitive and inspired levels of 
thinking by learning how to calm down 
the ‘emotional’ brain. 

�  The most insightful thinking often occurs 
during non-work activities, such as when 
resting, during physical exercise or when 
an employee experiences something new.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

Read also How to manage workplace burnout at 
bit.ly/1yRoTzp

Jo Maddocks is director of 
research at JCA Occupational 
Psychologists
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Can employees be motivated to look after their health, or is 
enforcement needed? Robert Crawford reports

How to get up 
and running
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�  One of the oldest approaches to 
motivating employees is the carrot-and-
stick method. 

�  Health assessments can play a role in 
inspiring employees to make healthier 
lifestyle choices.

�  The success of a health and wellbeing 
strategy can depend on managers 
leading by example.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

 A healthy workforce is essential for 
building a productive and profi table 
business, but what is the best way to 
motivate employees to take care of 

their health?
Workplace health is diffi  cult for employers to 

manage at the best of times, but particularly so 
during the winter.

As well as the health-related problems 
already facing organisations, such as the rising 
tide of obesity and consequent health issues 
such as type 2 diabetes, coronary heart disease, 
high blood pressure, strokes and certain 
cancers, employees are more likely to reduce 
their daily physical activity and to comfort eat, 
drink and smoke more than usual at this time of 
year, particularly over Christmas. 

Also, staff  may be suff ering increasing stress 
caused by a fear of the future and uncertainty 
over employment, as well as possibly 
inadequate retirement savings.

So how can employers motivate staff  to 
be healthy? Will motivation alone work or 
is enforcement the only approach that will 
achieve results? 

Carl Chapman, head of wellbeing at 
actuarial, administration and consultancy 
services provider Barnett Waddingham, says: 
“I think motivation stems from within, so 
employers cannot enforce motivation.”

He adds that employers should also consider 
the legal implications of forcing employees to 
be healthy. 

Carrot and stick
One of the oldest approaches to motivating 
staff  is the carrot-and-stick method. 

Techniques such as fi nancial incentives could 
give staff  an extra push to take care of their 
health, as could perks such as discounted gym 
membership or a year’s free medical insurance. 

Health assessments can also play a role in 
motivating staff  to make healthier lifestyle 
choices. For example, if an employee is shown 
that their unhealthy eating habits and lack of 
daily activity may lead to diabetes, this could 
force them into reviewing their behaviour. 

Employers could also consider imposing 
penalties for staff  who fail to hit agreed health 
targets in an attempt to make them work 
harder to be healthier.

For example, some Middle Eastern 
organisations off er diff erent grades of sick pay 
depending on whether an employee has 
had a fl u jab. 

Dr Mark O’Connor, managing director at 
occupational health provider Work Doctors, 

says: “This is an extreme form of enforcement, 
which I have seen, and it is something the UK 
could not do for ethical reasons. It really does 
put pressure on employees to be healthy.”

But Rebekah Haymes, senior consultant at 
consultancy Towers Watson, says: “Enforcement 
comes into play and takes over from 
motivation because employers want to have 
a responsibility to change their employees’ 
lifestyle and it is good that an organisation does 
so. It is also good for business.”

Edenred’s report Health and wellbeing at 
work: The need for cultural change research, 
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HEALTH AND WELLBEING IN THE WORKPLACE

 What employees want          What employers provide

Flexible 
hours

PMI 
(funded)

Health screening 
(funded)

Gym membership 
(funded)

Healthy 
food

34.9% 16.7% 34.9% 8.3% 31.4% 5.7% 29.3% 5.6% 26.7% 7.8%

Promote good 
work/life balance

On-site medical 
professionals

No-notice 
discretionary leave

Counselling 
services

Lunchtime 
exercise classes

25% 9.7% 22.6% 7.3% 22.4% 3% 17.5% 19% 14.9% 3.9%

On-site 
massage

Work sports teams/ 
activities

Cycle 
to work

Healthier lifestyle 
posters

Cognitive behaviour 
therapy

14.8% 3% 11.9% 7.1% 10.8% 16.1% 8.8% 13.3% 8.3% 2.1%

Source: Capita Employee Insight Report 2014 
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University motivates staff  through online health portal 

CASE STUDY: UNIVERSITY OF SHEFFIELD

The University of Sheffi  eld 
motivates its employees to 
keep healthy via a free health 
and wellbeing portal. 

The portal, Juice, was 
launched for more than 7,000 
staff  in November 2012 and 
enables employees to make 
informed lifestyle choices, 
adopt healthier behaviours 
and go beyond their 
expectations and existing 
capabilities on a personal and 
professional level.

Andrew Dodman, director 
of human resources at the 
university, says: “We did not 
want to have the traditional 
approach of writing a policy, 
but wanted to create a healthy 

workforce through Juice with 
on-site access to activies to 
treat health and wellbeing 
holistically through physical, 
mental and social health.

“We felt the best way of 
engaging employees with 
their health and wellbeing 
was to make the drivers about 
the individual.”

Juice houses all the 
university’s health and 
wellbeing services and runs 
monthly health-related 
articles and campaigns.

The organisation runs 
about 30 weekly activities, 
including boot camps, cycling 
clubs, tai-chi and staff  choirs.

Staff  take-up has been 

strong, with more than 10,000 
regular visits to the Juice 
website and more than 30% of 
employees attending at least 
one activity session.

Dodman adds: “There is a 
strong obligation here of 
wanting staff  to be healthy 
and happy. We want staff  to 
engage and be productive and 
to have that commitment and 
passion to work for us.”

published in November, found UK employers 
are increasingly embracing health and 
wellbeing strategies to improve their business 
performance, with more than one-third (37%) 
of respondents saying it is core to their people 
strategy and they plan to increase investment in 
this area next year.

But Iain Laws, managing director at benefi ts 
consultancy Jelf Employee Benefi ts, says the 
success of a health and wellbeing strategy 
depends on managers leading by example.

“Like any management culture, a successful 
organisation comes from the top down, and a 
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Robert Crawford is 
a reporter at 
Employee Benefi ts

Read also Should employers incentivise staff  to keep 

healthy? at: bit.ly/1qx1T4b

healthy culture is no diff erent,” he says. 
Yorkshire Water, for example, uses senior 

managers’ commitment to their own health to 
inspire, motivate and engage employees in 
the organisation’s health and wellbeing 
strategy, which is designed to help create a 
healthy workforce.

Healthy culture
Mike Tyler, a partner at Lockton Benefi ts, 
says employers also need to build a culture 
that helps to support healthy behaviour from 
their employees.  

“You cannot have motivation or enforcement 
if there is no evidence of a healthy culture 
within the organisation,” he says. “If employees 

see their leaders working long hours, it plays 
down to the workforce.” 

Communication is an integral part to any 
motivation or enforcement strategy, and 
segmented messaging can help employers to 
engage and support staff  who most need to 
improve their health. However, organisations 
must be careful not to breach discrimination 
legislation in the process.

Communication campaigns
Employers must also be mindful of the fact that 
employees may not want to share their health 
data, so their communication campaigns may 
have to be more general than they would like, 
although this does not necessarily mean they 
will be less eff ective in motivating staff . 

However, employers must fi rst ensure that 
their benefi ts package supports their eff orts to 
motivate staff  to be healthy. 

Stephen Hackett, head of health and risk at 
Aon Employee Benefi ts, says: “Most employers 
now have a rich set of benefi ts that most of 
them have not reviewed. They simply have 
to relook at their health benefi ts to get their 
employees thinking diff erently and create a 
healthier workforce.” �

Susan Gee 
is occupational health 
and employee 
wellbeing manager at 
Yorkshire Water

Improving workplace wellbeing is about 
enabling employees to maximise their 
personal resource and, in particular, to 
create a good work-life balance.

Employers should adopt a holistic 
approach to health and wellbeing, 
supporting employees to function to the 
best of their abilities.

We are proactive rather than reactive to 
health issues faced by employees, focus on 
the prevention of injuries and illnesses, and 
eff ectively manage an employee’s return to 
work after a period of absence. Our 
employee wellbeing strategy focuses on 
health and safety, management of 
ill-health, and prevention and promotion.

Organising work tasks and practices so 
that employees contribute to, rather than 
damage, health, and implementing policies 
and practices that enhance employee 
health by making safe and healthy choices 
easy, help to create a healthy workforce.

Visible and genuine senior management 
support for wellbeing will also enhance the 
commitment and participation of staff .

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

1406029-20,000-EB-SA-0614

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

Encouraging fl u jabs can be 

part of a health strategy 
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Wendy Henry, 
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“There’s been a real buzz 
about the programme 
ever since it started and 
we’re already seeing 
positive results – small 
steps forward to a 
healthier future.”
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HEALTHCARE TRUSTS

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

A Healix Healthcare Trust gives you the same level of care and 

the capped annual costs of a PMI scheme, but lowers those 

costs by an average of 10%. Not only that, you’ll have greater 

control over what is covered and it couldn’t be simpler to set up.

And with all claims managed by Healix nurses, your employees 

will be delighted with the quality of service they receive.

Without compromising employee care
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operating costs
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Demand is increasing for health cash plans as a fl exible, 
aff ordable way to meet staff  needs, says Marianne Calnan

Growing interest 
in cash plans

�  The popularity of health cash plans 
can be attributed to their fl exibility, 
aff ordability and suitability to employees’ 
health needs. 

�  Employers’ desire to fulfi l their duty of 
care is also helping to drive health cash 
plan market growth.

�  Cash plans cover treatments such as 
physiotherapy and dentistry.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

 Employer interest in health cash plans is 
increasing, but what is driving demand? 
According to the Health cover UK market 
report 2013, published by Laing and 

Buisson in July, demand for employer-funded 
cash plans rose by 15.4% between 2012 and 
2013 to reach a total of 588,000 contributors. 

The report suggests that one of the biggest 
drivers of demand for employer-funded plans is 
the struggles of the NHS.

Philip Blackburn, economist at Laing and 
Buisson and author of the report, says: “At a 
time when the economy is struggling to grow, 
solid demand for private medical cover off ers 
the industry a chink of light that growth is likely 

when the economy wheels turn faster.
“Examples such as standalone diagnostics 

and therapy care provide a raised platform for 
medical cover to penetrate further across all 
ages as more cracks in NHS performance are 
expected under its fi nancial constraints.”

But Andy Nicholson, senior product 
manager at Bupa, says cash plan market growth 
is also being driven by employers’ interest in 
supporting staff  health and wellbeing. “We have 
seen year-on-year [cash plan] growth, up by 
around 30% in the last two years,” he says. 

Employers are increasingly interested in 
fulfi lling their duty of care around workplace 
health while encouraging staff  to become more 
responsible for their own wellbeing. Health cash 
plans off er a way to do this.  

David Castling, commercial sales manager 
at healthcare insurer Engage Mutual, says: 
“Although PMI [private medical insurance] 
covers things that are much more signifi cant 
than would be covered by a cash plan, it is a 
very reactive need. The potential benefi t of 
a cash plan is that it picks up smaller [health 
issues] more regularly. This might help prevent 
some more serious things coming to a head.”

Value-added services off ered with many 
cash plans, such as employee assistance 
programmes, discounted gym membership 
and staff  helplines, help to prevent staff  health 

issues developing and help employers to 
manage workplace risks, such as absenteeism.

Neil Carberry, director for employment and 
skills at the Confederation of British Industry, 
says: “Having healthy staff  is an essential part 
of running a healthy business. Investing in the 
wellbeing of employees is not only the right 
thing to do, it has real business benefi ts too.”

Sickness absence
Nick Bacon, professor of human resource 
management at Cass Business School, adds: 
“Employers recognise that improving staff  
health and wellbeing has signifi cant benefi ts, 
such as lowering the costs of sickness absence 
and improving on-the-job performance.”

Employers are also attracted by the value of 
cash plans as a substitute for pay rises, which 
are still thin on the ground. Bupa’s Nicholson 
says: “Employers are investing in cash plans to 
provide their workforce with a health benefi t 
that improves the remuneration package.”

According to the Health cash plans report 
2013, a study by Taylor Nelson Sofres published 
in February 2013 on behalf of PMI Health Group, 
cash plans have gained popularity among staff  
who earn less than the UK average salary of 
£27,000. By contrast, only 8% of lower earners 
value PMI highest among benefi ts they receive. 

Mike Blake, director of PMI Health Group, SH
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Discover personalised health plans to 
suit your business and your budget
Discover how we can help your business
www.simplyhealth.co.uk/eb

1410095-EMP-EB-SA-1014

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

Marianne Calnan 
is a reporter at 
Employee Benefi ts

Read also Buyer’s guide to health cash plans at: 
bit.ly/14W7WJi

says: “Although cash plans have become as 
popular as health insurance, this study shows 
that one size rarely fi ts all. They are also easy to 
sell and are valued highly because they are not 
deferred like other benefi ts, such as pensions.”

According to James Henson, sales director 
at corporate health insurance provider Health 
Matters, cash plans are equivalent to a pay rise 
of about £1,500 because of the savings they 
off er. “They are cheap and easy to use,” he adds. 

Others agree that employers are looking 
at cash plans as a low-cost way of giving 
something back to staff . Chris Parsons, sales 
director at benefi ts provider Simplyhealth, 
points out that plans start at £5 per month.

Howard Hughes, head of external 
communications at Simplyhealth, believes 
aff ordability is a signifi cant factor in the growth 
of health cash plan take-up. “It’s a very low cost 
for a high-value benefi t,” he says. 

However, cash plans could be impacted 
by the government’s plan to introduce a tax 
exemption on employer-funded medical 
treatment of up to £500, which was fi rst 
announced in the 2013 Budget. 

The government also plans to extend 
the tax exemption to medical treatments 
recommended by employer-arranged 
occupational health services, as well as 
those recommended by the new Health and 

Southern Water launches cash plan to meet staff  wish list

CASE STUDY

Southern Water’s reward team 
launched the organisation’s 
yourHealth Cash Plan in July 
this year after internal 
research showed help with 
healthcare costs was high on 
employees’ wish list of perks.

Just over 68% of the 
utility’s staff  have joined the 
scheme, which is funded by 
Southern Water, with 
employees paying only a small 
amount of benefi t-in-kind tax. 

Suzanne Gregory, reward 
manager at Southern Water, 
says: “The cash plan fi ts really 

well with our promotion of the 
wellbeing programme we are 
working on this year, and with 
employee engagement. 

“It promotes wellbeing 
because it off ers cash back for 
everyday health needs, 
including optical and dental 
check-ups and prescription 
charges. So, regardless of 
whether staff  choose to have 
NHS or private treatment, 
yourHealth cash plan gives 
them money back on the cost 
of treatment. Over £10,000 
worth of claims were made in 

the fi rst two months.”
The scheme, provided by 

Bupa, was promoted via 
employee briefi ngs, 
roadshows, drop-in sessions, 
emails, posters, newsletters 
and messages on the 
organisation’s intranet site.

Work Assessment Advisory Service.
But Clare Linaler, London portfolio manager 

at employee benefi ts consultancy Mercer, says: 
“I don’t think the tax exemption will drive a 
rise in spending immediately. We could see 
an increase in spend by employers, but I don’t 
think a change will occur instantaneously.” �

HEALTH PLANS’ GROWTH

Two out of three organisations plan to 
increase support for health and wellbeing 
programmes in the next two years 
Source: Towers Watson Health, wellbeing and productivity 
survey, May 2013

sh p
mething back to st
ector at benefi ts provider Simply

oints out that plans start at £5 per month.

HEALTH PLANS’ GROWTH
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Call us free on

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

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

BEST CASH PLAN 
PROVIDER

@HealthShieldUK

Whatever kind of day you’re having, our wide range of health cash plans will put a smile on your face. They can help you to reduce 
absenteeism and improve the wellbeing of your employees by covering optical, dental, hospital costs and more. Our voluntary
and company sponsored products include bespoke Tailored, Flex (available with or without dental) and Elements just for SMEs.
So, whatever your needs and budget – we can make your day. 

made   my day!

…but covering the everyday 
healthcare and wellbeing 
needs of all our employees 
with a health cash plan

Some days don’t start so well...

Health Shield Friendly Society Ltd is authorised by the Prudential Regulation Authority and 
regulated by the Financial Conduct Authority and the Prudential Regulation Authority.

EB_1214_049_Health Shield_FP.ps   49 17/11/2014   16:18



December 2014  I  www.employeebenefi ts.co.uk

46 SUPPLEMENT  FEATURE46 HEALTH AND WELLBEING  WEARABLE TECHNOLOGY

Wearable technology can help staff  and employers to monitor 
and improve workplace health, says Robert Crawford

Keep an eye on 
workers’ fi tness

�  Wearable technology can enable staff  to 
measure their daily activity levels and 
pulse rates and manage their health risks.

�  Wearable devices can capture vast 
amounts of biometric data. 

�  Concerns about data protection could 
hamper market growth.

IF YOU READ NOTHING ELSE, 
READ THIS . . .

 Smartwatches, health monitors, 
pedometers and activity trackers are 
all part of the emerging armoury of 
wearable technology, but can they 

really help to improve employee wellbeing?
The list of wearable technology is long 

and growing. Gadgets include the Fitbit, 
the Jawbone, Samsung Gear, the Garmin 
Forerunner 620, Google Glass and the Microsoft 
Band, and the Apple Watch is expected to 
launch in 2015. 

Other wearables are available from relatively 
unknown developers, too. For example, Pip 
is a device produced by Galvanic with Trinity 
College Dublin that can measure sweat and 
electro-dermal activity associated with stress 
levels. It enables employees to play a number 
of games, including Relax and Race, to help 
manage their anxiety levels. 

Meanwhile, a headband called Muse, 
designed in Canada by InteraXon, can track real-
time brain activity on a smartphone or tablet to 
help employees practise mindfulness.

Research by The Workforce Institute at 
Kronos, published in October, surveyed more 
than 9,000 people across eight countries and 
found that 73% believe wearable technology 
could benefi t the workplace, for example 
through increased employee effi  ciency, 
productivity and safety.

Employers’ growing desire to support 
employee health and wellbeing, and a shift 
in the way they deliver this, has also been 
driving the take-up of wearable devices in the 
workplace and this is expected to continue in 
the near future. 

For example, organisations have long been 
using mobile devices as a means to introduce 

healthcare apps with which employees can 
monitor their activity levels and weight, and as 
a tool to communicate benefi ts to staff .

Dr Paul Zollinger-Read, chief medical offi  cer 
at Bupa, says: “Healthcare is now moving out of 
its traditional locations and is getting up close 
and personal. Staff  will be able to understand 
what their lifetime risks are and how their 
behaviours are aff ecting those risks. These tools 
will also help employees to manage their own 
health and wellbeing, including reducing the 
onset of diseases such as diabetes.”

Wearable devices can capture vast amounts 
of biometric data, which can be displayed in 
simple, visual and practical terms.

Real-time data
But perhaps the biggest attraction of wearable 
technology for employers is its ability to 
generate real-time data, such as employees’ 
activity levels and sleep patterns, which 
can help organisations get to grips with the 
drivers of poor health in their workplace and, 
ultimately, reduce staff  health risks. 

Ian McKenna, managing director of the 
Finance and Technology Research Centre, says: 
“It is important for employers to articulate to 
staff  the benefi ts of sharing data. 

“Data usage will evolve a lot more quickly 
than people expect, and wearables will create 
signifi cant change.”

EMIS Group’s smartphone app, Patient 
Access, is a case in point. Employees can use it 
to update their medical records with health and 
fi tness data.

Dr Shaun O’Hanlon, chief clinical offi  cer 
at EMIS Group, which holds more 39 million 
patients’ medical records, says: “The visibility 
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Robert Crawford is 
a reporter at 
Employee Benefi ts

Read also How employers can use data to design a 

healthcare strategy at: bit.ly/1pkupSS

of data to healthcare practitioners enables 
employers and GPs to understand more about 
their employees. It enables them to make better 
decisions and create care plans for staff , which 
could include targets that can be measured and 
informed by wearable devices.”

Return on investment
Access to employee health data could 
bolster benefi ts professionals’ business case 
for a workplace wellbeing programme, for 
which it can be notoriously diffi  cult to secure 
management buy-in. Benefi ts professionals can 
use this data to demonstrate the workplace 
health risks present in the organisation and, 
importantly, the return on investment in 
reducing these. 

Martyn Anwyl, head of health and 
productivity at Buck Consultants at Xerox, says: 
“Wearables will be able to provide employers 
with metrics, which will provide data that 
can argue for the success of a wellbeing 
programme. For programmes that are not 
seeing a positive result, the data will be vital to 

focus and fi ne-tune the specifi c components.”
But concerns about data protection could 

hinder the growth of the wearable technology 
market, and raise fears that some employers 
may use data to monitor workforce activity 
rather than for workforce health benefi ts. 

But these concerns are thought to be 
minimal, particularly among younger staff . 

Joyce Maroney, director at The Workforce 
Institute at Kronos, says: “Younger employees 
have a growing acceptance of technology, but 
they will expect employers to pay for the use of 
devices if they are made to wear them for work.”

So, for now at least, the positives of wearable 
technology appear to far outweigh any 
negative aspects �

Jackie Buttery 
is a reward and 
employee benefi ts 
consultant

You don’t need to be a healthcare 
afi cionado to recognise the change that is 
happening in the health arena. 

Two years ago, buying a Fitbit, Jawbone 
or similar device was confi ned to the 
internet. Today, walk into any electrical 
retailer and these gadgets are on display.

The iPhone 6 now plots your stair 
walking, the Pebble sits inside your shoe 
and the Apple Watch will bring health and 
wellbeing to the masses.

Fewer people smoke, but many of us are 
touched by cancer or chronic ill-health. The 
importance of good health is rising in our 
consciousness as time goes by.

The already health-conscious have been 
raving about these latest technological 
gadgets, but if employers are to maximise 
attendance and productivity and the wider 
population is to get healthy, the real need is 
to reach those who are not proactively 
managing their health and who are at most 
risk long-term.    

Health apps and the Apple watch will 
deliver health advice to thousands of 
people not yet touched by the gadget 
revolution. Personal health headlines on 
these devices, combined with parallel 
employer messaging, should have the 
potential to transform workplace health.

I am no fi tness fanatic. The ‘be healthy’ 
mantra can be a bit much at times for most 
of us who are trying to juggle work, family 
and busy lives. 

But over the last year, I have walked four 
million steps. That sounds a lot, but in 
reality it has been achieved by wearing a 
Jawbone and using it to ‘nudge’ me to watch 
my activity levels each day. 

As mobile health apps proliferate, that 
potential to be steered towards getting 
more active can surely only grow. 

Viewpoint
Employees can earn rewards by wearing technology 

CASE STUDY: KRONOS

Workforce management 
solutions organisation Kronos 
operates a number of policies 
globally to enable staff  to 
engage with its wellbeing 
programme, including the 
off er of rewards for staff  using 
wearable technology.

These rewards include 
lower insurance premiums for 
US-based staff  and wellness 
prizes, which could include 
wearable devices themselves. 

Staff  simply have to upload 
their recent activity from their 
devices to the organisation’s 
wellness portal, where each 
employee has a personalised 
profi le to accumulate the 
points required for rewards. 

The policy has resulted in 
greater staff  engagement in 

the organisation’s health and 
wellbeing programme.

Neil Pickering, director at 
Kronos UK, says: “Encouraging 
and incentivising employees 
to exercise more to earn 
points enables them to keep 
healthy on their terms and 
gain rewards in the process.

“Since we allowed 
employees to use wearable 
devices, we have had greater 
engagement, and employees 
are now more conscious about 
their health. We believe 
wearable technology will take 
off  in the workplace.”

Kronos has introduced a 
global walking programme to 
put its wearable devices to 
good use. Each week, the 
organisation sets a weekly 

step goal for staff , which is 
monitored by their wearable 
technology devices. 

Pickering adds: “Our entire 
executive team is currently 
testing health and wellness 
devices to see how we can 
improve our programme.

“We are also looking to 
example other areas where 
wearable technology could be 
used in the workplace to 
improve safety, productivity, 
compliance and collaboration.”

EB_1214   47EB_1214   47 20/11/2014   11:5820/11/2014   11:58



Don’t sweat over it.

Incorpore helps the busy HR & Reward teams we work with to engage 

Visit www.incorpore.co.uk | Call 0845 300 6474

Sourcing a Gym membership scheme 
that covers all your employees?
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G
ym membership is a 
popular employee benefi t 
as employers strive to 
support staff health and 

wellbeing, engage employees 
with the business and attract and 
retain talent.

For example, Google offers its 
staff free gym access and fi tness 
classes, while JP Morgan, Pepsi and 
Barclays use provider GymFlex to 
offer their employees low-cost 
access to a gym through salary 
sacrifi ce arrangements. 

Discounted contracts
Corporate gym membership 
involves employers negotiating 
discounted contracts with local 
and national gym operators, or 
providing access to on-site gym 
facilities at little or no cost to staff.

Membership can cost from £10 
to more than £100 per month per 
employee, depending on the gym 
chain and branch location. Contract 
terms vary too, with some 
contracts requiring staff to sign up 
for a minimum of a year.

Membership can be offered as a 

core benefi t or through a fl exible 
or voluntary benefi ts scheme. 

In fact, gym memberships and 
retail or leisure discounts are the 
most commonly offered benefi ts 
via voluntary benefi ts schemes, 
according to Employee Benefi ts’ 
Benefi ts Research 2014, published 
in May.

The rise of budget gyms has 
made it easier for employers to 
offer a perk that staff can afford 
more easily, with employees able 
to pick and mix their membership 
package. For example, some gyms 
allow members to pay only for use 
of one of their gyms and then enrol 
for fi tness classes on a pay-as-
you-go basis. 

Gym membership contracts 

have also become more fl exible, 
with shorter-term options, after an 
Offi ce of Fair Trading investigation 
supported employers’ calls for less 
restrictive terms. 

A number of established gym 
chains, such as Virgin Active, have 
responded to the rise of budget 
gyms by ploughing millions of 
pounds into their existing gym 
networks to create ‘health clubs’, 
which has resulted in a two-tier 
gym market.

Something for everyone
Employers are increasingly offering 
staff access to gym membership 
through their health and wellbeing 
benefi ts strategy. Organisations 
are striving to offer something for 
everyone, including gentler fi tness 
class options such as yoga and 
meditation, and support for more 
holistic wellbeing topics such as 
mental health, work-life balance, 
nutrition and sleep.

Advice is also being offered on 
topics such as healthy eating and 
stress and debt management, 
which is proving increasingly 
popular among employees.

Gym membership can also help 
employers to support an ageing 
workforce, with the number of 
staff aged over 60 set to rise by 
13% by the end of the decade, 
according to Age UK’s Later life in 
the United Kingdom report, 
published in November. 

Also, research from the 

CORPORATE GYM MEMBERSHIP

The facts

What is corporate gym 
membership?
Corporate gym membership 
offers employees either 
fully-funded or discounted 
membership to a gym, health 
club or leisure centre, and is 
provided as a core, fl exible or 
voluntary benefi t.

Where can employers get 
more information?
Visit Employee Benefi ts’ website 
at bit.ly/1bcg6bY.

Who are the main providers?
There are no offi cial statistics, 
but some of the biggest 
established players include 
David Lloyd Leisure, Fitness 
First, GymFlex, Incorpore, LA 
Fitness, Nuffi eld Health and 
Virgin Active.

Gym memberships are in demand as the drive for better employee health gathers pace, says Marianne Calnan

13%of employers offer corporate gym membership to all 
staff as a core benefi t and 14% as a fl exible benefi t 

(The Benefi ts Research, Employee Benefi ts, May 2014)

3% growth in Nuffi eld Health’s revenue in 2013 
(Nuffi eld Health Annual Report, June 2013)

4.4m British adults belong to a gym or leisure 
centre (Kantar Media TGI Clickstream, September 2014)

STATISTICS

@ Read more buyer’s guides at: 
bit.ly/1k0Zqbv
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University of Bristol has found that 
employees who exercise regularly 
are generally happier, more 
confi dent and more forgiving to 
their colleagues, creating a more 
pleasant working environment.

The research, published in the 
International Journal of Workplace 
Health Management in January 
2014, also found that nutrition 
makes a substantial contribution to 
a content, motivated workforce, 
with healthy eating boosting 
employees’ wellbeing, energy and 
long-term health.

So, corporate gym membership 
seems an obvious choice for any 
organisation looking to boost 
employee productivity.
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CONFESSIONS OF A BENEFITS MANAGER

compare this to the extra work I 
have taken on. Because of 
acquisitions, there are 10 more 
countries in my region. Each one 
requires auditing, benchmarking, 
and annual renewals, not to mention 
all the queries, bitching and griping.

I’ve also had to take back 
performance management from 
the organisational development 
team because Creepy Caroline 
found a sneaky way to show it fi ts 
better with our team.

I sometimes feel like I am 
single-handedly carrying the HR 
department. I don’t 
even bother to 
mention Lazy Susan 
and how little she 
actually does. For 
some reason, perhaps 
due to that sweet, 
gormless little face of 
hers, she seems to be 
completely immune 
from criticism from 
Big Bad Boss. That’s 
another thing: I take 
all the criticism around here, and 
take it good-naturedly for the most 
part. Now the worm will turn.

I am so convinced by my own 
arguments that I am completely 
taken aback when Big Bad Boss 
argues back. He starts off by 
blaming the lack of budget and the 
distribution guidance. He says we 
are a small team of high 
performers, so there isn’t the 
wiggle-room of larger teams. In 
other words, if he gives me a good 
increase, his manager will have less 

50  I  December 2014  I  www.employeebenefi ts.co.uk

We are in the midst of pay 
review time, and I’d like 
you to know that, just for 

once, it is all about me.
Normally at this time of year, I am 

running around looking after 
everyone else, making sure all the 
budgets add up and having 
interminable pointless 
conversations about the forced 
distribution for merit reviews that 
we disguise as ‘guidance’.

I am still doing all that work, and 
more, but I am also preparing a very 
important business case: for my 
own pay rise. Sitting with senior IT 
executives while they plan for their 
teams, I realise that perfectly 
useless managers are getting 
above-average pay rises.

It’s the same with sales: guys 
who were already overpaid when 
they joined are getting huge hikes 
because they have supposedly 
done such great deals this year. Isn’t 
that what commission is for? I’ve 
seen the most ineffective people 
get rises above budget.

Well, I haven’t had one. Not for 
three years, and that has to change.

Of course I’ve written down all 
the arguments and, after a deep 
breath, I go in to Big Bad Boss to 
make my case. I don’t know why 
this should be so cringing; 
practically all the senior 
management team always walk 
around with their hand out. But it is 
not really my style. Still, no one is 
going to do it for me.

I give Big Bad Boss a three-year 
history of my pay and benefi ts. I 

Because I’m worth it
Candid puts the case for a personal pay rise to Big Bad Boss, arming 
herself with the information to counter all arguments against

left for him. Well, that’s OK, I say. He 
can take it outside of merit and give 
me a grade uplift instead.

But, apparently, a grade uplift is 
out of the question too. He says 
there is no market data to support 
any change. Really? Now I have him 
trapped. I may not have brought up 
any market data, but that doesn’t 
mean I haven’t thought of it.

It’s a pretty stupid man who tries 
to argue market rates with a reward 
professional. I send him a two-pager 
with all the most favourable market 
comparisons, and add a couple of 

recent positions 
advertised on 
HR jobs site 
Changeboard. All 
show, unarguably, 
that I am underpaid 
for this role.

Just when I think I 
have a big increase 
in the bag, fi nance 
sends out the news: 
the merit budget has 
been postponed. It 

seems the sales guys have not 
done such great deals this year 
after all, and we’ve had what is 
known as a bad quarter. I’ve lived 
through enough bad quarters to 
know it means that all spend that is 
remotely discretionary is 
completely discriminated against.

It is pretty irritating to go through 
all the hassle of collecting pay rise 
suggestions from managers across 
the company, only to be told the 
whole exercise was a waste of time.

But wait, you say, surely the 

increases are being postponed, not 
cancelled? Yes, that is true, but by 
the time they are reinstated, there 
will have been enough other 
changes that we will have to do the 
whole thing again. Sometimes the 
decisions made around here are 
just ridiculous. To make things 
worse this time, it has a direct 
impact on me, too. My hopes of a 
pay rise are dashed.

It is not long before the phone 
starts ringing with Higher Beings 
complaining they will lose some key 
person if they don’t give an 
exceptional increase. This is another 
strange fundamental of corporate 
life: for every diktat, there is an 
exception. And such exceptions 
become so widely known that they 
are taken for granted.

Finally, it fi lters down to me that 
fi nance has even come up with a 
budget for exceptions to the pay 
freeze. So although there is a pay 
freeze, a few people will still get a 
rise, a few very special people.

That is all the ammunition I need. 
I am back in to see Big Bad Boss. 
His distribution arguments fall away; 
we both know there is cash to 
splash outside the merit budgets. I 
watch as he fi shes around for 
another argument to use against 
me, but he is disarmed.

It’s the squeaky wheel that gets 
the oil.
Next time… Big Bad Boss goes 
missing.

@ Read more Confessions at: 
bit.ly/RKlOt2
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It’s a pretty 
stupid man who 
tries to argue 
market rates 
with a reward 
professional”
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CONTACT DIRECTORY
BENEFITS TECHNOLOGY

See the benefits with market 
leading workplace technology
It’s a reality that most employees don’t see the 
true value of their reward package.

With Staffcare’s new user experience we can help 
your employees see the full benefits picture and 
understand the investment you make in them.  

Our latest workplace technology will help you 
communicate, manage and administer:

Total Reward 

Request a copy of our latest research at 
www.staffcare.net/seethebenefits

Staffcare
T: 0845 372 6644

W: staffcare.net

StaffcareTV

/Staffcare

Staffcare

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

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

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

Jelf Employee Benefits 

Tel:  
Email: benefits@jelfgroup.com

Web: www.jelfgroup.com

Workplace Options’ services are specifically designed 
to promote: employee engagement; performance; 
productivity; workplace wellness; duty of care; and 
a maximum return on investment. Products include:

Employee assistance programmes: 
delivered worldwide
Wellness programmes: wellness coaching 
and health assessments
HR and business support: mediation and 
outplacement services

  Crisis support: critical incident planning, trauma 
counselling, on-site and telephone support

100+ customisable seminars/
webinars on a wide range of work-life and 
management topics

For more information please contact us on 
+44 (0)20 8987 6579 or info@workplaceoptions.com

Workplace Options
T: +44 (0)20 8987 6579
 Freephone: 0800 027 4939
E: info@workplaceoptions.com
W:  www.workplaceoptions.com

Follow us:
@WorkplaceOption

yourWorkplaceOptions

/workplace-options

/workplaceoptions

.co.uk

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

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

BENEFITS SOLUTIONS

BREAKDOWN COVER

Staff could save up to 34%* 
off our online prices and 
20%* off at each renewal

Discounted AA Breakdown Cover is available 

for your staff and colleagues – join our affinity 

scheme to reward employees the easy way.

* Terms and Conditions apply

For more information contact

Emily John on 01256 493 469 or

email Emily.John@theAA.com

AA
T: 01256 493 469
E: Emily.John@theAA.com

NEW

EN
TR

Y

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

can be tailored to include both regional and 
company requirements.

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

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

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

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

VOLUNTARY BENEFITS
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make light work
of christmas... 

...with B&Q Gift Cards
It’s all about aspiration, desire and choice, so when 
it comes to celebrating your team’s achievements 
the B&Q Gift Card has it all.  

 Remote activation giving greater security 
 Free delivery 
 Generous discounts available 
 Load values available up to £5000

 Next day despatch guaranteed 

Allow us to help unleash the festivities in you, 
whatever the requirements. 

Call us now on 0333 014 3090 or email
Business.Services@b-and-q.co.uk
Visit diy.com/business-services
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