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Few employers now will not have personal
experience of having five generations of
employees in the workplace – and the
challenges and opportunities this presents.
Certainly, having members of the
baby-boomer generation, and the wealth
of knowledge and experience they have
amassed during their careers, working
alongside members of generation Z who
are entering the workplace for the first
time can be invaluable when it comes
to learning and passing on knowledge
to new entrants.
In turn, members of younger generations
may be able to share their knowledge and
experience of some newer developments,
for example, around technology and how
these can be applied in the business world.
With people now living and working even
longer than ever, the multi-generational
workforce looks set to grow further.
As the current retirement age becomes
less and less relevant, however, employers
must ensure that staff who continue to
work past this age do so because they
want to, not simply because they cannot
afford to retire. Retaining experience and
talent can be invaluable, but organisations
must ensure their talent pipeline does
not become clogged at the upper end
by employees who wish to retire but

cannot afford to do so, becoming
disengaged as a result.
Designing and implementing a benefits
strategy that meets the needs of both
a multi-generational workforce and those
of an employer managing such a diverse
employee base can be a complex task.
Research has consistently shown that
stereotypical assumptions about what
different age groups value are not always
accurate, so employers should invest time
in understanding and identifying which
benefits hold the greatest appeal to each
cohort within their workforce. Find out
more in A new age of options on page 8.
The fact that people are now living
longer also means more employees are
becoming members of the sandwich
generation, with responsibilities for both
children and elderly parents or relatives.
Familial worries and caring concerns
can be a source of stress for employees,
particularly if regular care arrangements
break down or an unexpected situation
arises, for example, a parent requiring
post-hospital care. The impact this can
have on productivity in the workplace can
be significant, resulting in many employers
looking for ways to support employees with
caring responsibilities. Find out how in New
horizons for working carers on page 12.
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Benefits for a multi-generational
workforce in numbers
Louise Fordham rounds up some
of the latest statistics on benefits for
a multi-generational workforce

69%

of employers believe regular age
discrimination checks and reviewing their
pay and benefits from an age perspective
are effective or very effective (Source:
Mercer, October 2015) bit.ly/1lyF7ud



67%

87%

of generation Z
employees view salary
as the most important
aspect of a job (Source:
The Forum Corporation,
March 2016)
bit.ly/21H7ln9

have adapted their workplace
pension scheme to suit
the needs of millennial
employees/staff (Source:
Aegon UK, October 2015)
bit.ly/1VGSuFx

45%

of employers offer advice
and support to staff caring
for older relatives (Source:
Mercer, October 2015)
bit.ly/1lyF7ud
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Reaping the rewards
of positive engagement
Is there too much made of generational
differences in the workplace?

Evan Davidge | Head of reward
Arup

There are several different ways of cutting
a multi-generational workforce but most
research shows that there are five distinct
age segments, ranging from traditionalists
(1928-1944) to generation Zs (born after
1995). A lot has been written about the wants
and needs of different generations in terms
of how they perceive work and their attitudes
towards employee benefits. But is some of
it myth or reality? And is there too much
made of generational differences?
Arup embarked on a major UK benefits
review in 2011. Although we found that
there was high satisfaction with the
benefits package, it was very much geared
to longer-serving and senior people through
legacy arrangements that had existed over
many years, with little attention given to
the growth and diverse needs of a multigenerational workforce. Specifically, we
take on around 300 graduates a year and
the package was not responsive. In turn,
this was impacting on our aspiration to be
an employer of choice and diversity. Above
all, group risk benefits were becoming
out-dated and unsustainable, affected
by legislative and societal changes.
Our research showed that the financial
lifecycle had a significant bearing on our
employees’ disposition towards benefits with
different perceptions of what is important to
them. For example, younger generations are
more motivated by lifestyle benefits while
older generations favour risk protection
benefits. But there were common
denominators in relation to work-life balance,
a flexible package, exciting and challenging
work on major projects and wellbeing. Many
‘Arupians’ have an independence of spirit
that is reflected in their pursuit of work and
technical excellence, it is what makes us stand
out as a world-class organisation. However,

the organisation was not perceived to be
fully reciprocating on that intellectual and
emotional commitment.
So rather than treating each generation
differently, we adopted a common philosophy
focused on creating healthier and engaged
employees, as well as achieving reasonable
prosperity through the benefits package.
Flexible working, career breaks or
sabbaticals, holidays, flexible benefits and risk
protection benefits were changed, along with
the roll-out of a wellbeing programme. All
employees had an opportunity to give their
feedback on the changes. We initially met
fierce resistance from senior employees, but
we were able to convince them of the merits
of a more inclusive benefits package.
The results have been encouraging. The
Working at Arup survey, conducted in 2013,
found that 85% of respondents are proud to
work at Arup and 80% would recommend it
as a place to work. Research undertaken on
our behalf by the UK graduate careers survey
and the Times Top 100 graduate employers
in 2015 rates Arup as top in our sector.
Active flex enrolment has increased from
47% in 2011 to 78% in 2015. Notably, travel
insurance take-up has increased by 500%,
mainly by younger employees. Satisfaction
with benefits is at an all-time high: 80% of
employees believe the package meets their
needs. Two-thirds of our employees are
actively engaged in improving their wellbeing.
Productivity has increased across the UK, with
Arup achieving its best profits for many years.
The key lesson from engaging a multigenerational workforce with benefits is to
find a common philosophy. Every generation
has different needs and a good benefits
manager should have the insight to meet
the expectations of everyone, irrespective
of age. This is reality as opposed to myth ■

“OUR
RESEARCH
SHOWED THE
FINANCIAL
LIFECYCLE
HAD A
SIGNIFICANT
BEARING ON
DISPOSITION
TOWARDS
BENEFITS”
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We have a large diverse
workforce and Lifestyle
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reward solution.

“

Head of Reward and Global Mobility,
Amey PLC

Lifestyle Vouchers have over 150 of the best shopping and leisure brands,
so you can really show employees and customers your appreciation.

For more information call 0345 600 7610
or visit www.thelifestylevoucher.co.uk
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A new age
of options

Need to know
• Workforces are becoming
more multi-generational.

How can benefits professionals create an attractive
strategy for different employee age ranges?

• But this development does not
necessarily mean that employee
benefits should also become
increasingly segmented and
generation-specific.
• The answer could lie more in
segmentation and targeting of
benefits communications than
employee benefits themselves.

@

What does a motivation strategy
for a future workforce look like?
bit.ly/21dImHR

Cameron Law

Nic Paton |
Freelance journalist

Many workplaces are becoming ever
more age-diverse as the working population
ages, and employers face five generations
working side by side as generation Z now
joins the workforce. But is this generational
melting pot changing people’s priorities
around electing and choosing benefits?
Against such a challenging and evolving
demographic backdrop, how can benefits
professionals create a strategy that is
appropriate, and attractive, to five very
different generations of employee, and
should they even try? And where does this
leave big-ticket benefits such as pensions
and healthcare?
Martha How, reward partner at Aon
Employee Benefits, led the study Employee
reward and benefits for multi-generation
workforces published in September 2015,
which argued that traditional generational
assumptions around benefits, for example,
that older people will generally be more
interested in and engaged with pensions
and health-related benefits than younger
employees, was often far too simplistic.
In fact, the psychological forces that drive
the choices people make around benefits
are often nuanced and complex.
“We wanted to look at segmented
employee choices through their flex
platforms to see if there were any trends
between the generations in terms of what
they chose,” How explains. “It was slightly
complicated by the fact employers will
often offer different levels of funding for
different benefits, which can affect take-up.
So we only looked at 100%-funded
benefits, in this case holiday buying or
selling, travel insurance, retail vouchers
and critical illness. To my surprise, we did
not see massive generational differences.
We were expecting some sort of

Read also
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Viewpoint
David Sinclair is director at the
International Longevity Centre
UK (ILC-UK)
Unless employers reconsider their
workforce planning in the light of
population ageing, they will face
substantial personnel and skills
shortages in future years. There are 9.2 million
workers in the UK over the age of 50, many of
whom will leave work permanently over the
next 15 years, taking their acquired skills
and experiences with them.
In the agriculture and real-estate sectors,
more than 40% of workers are aged over 50
but the overall number of people over 50 is small
compared with other sectors, according to the
Chartered Institute of Personnel and Development
and International Longevity Centre UK’s Avoiding
the demographic crunch: labour supply and the ageing
workforce report, published in June 2015.
There are over 1.5m workers over the age of 50
in health and social work and more than 1.2m over
50 in education and retail. There are also more
than 1m in manufacturing and over 700,000
in the construction industry.

If employers are to deliver a skilled workforce
in an ageing society, they must do more to ensure
the retention of older workers is at the heart of any
HR strategy. Employers need to start planning for
the long term, ensure that recruitment is inclusive
and not discriminatory, and better support line
managers to deal with an ageing workforce.
Many older people will not stay in the workforce
for financial reward alone. Employers must look
to reward that empowers and engages the older
worker rather than a strategy that relies primarily
on financial reward.
Flexible working is likely to need be a key part
of the offer for older workers. And employers
will have to look at how reward can ensure that
older workers are not forced out of work due
to a need to care for a combination of parents
and grandchildren.
If we want a healthy older workforce, reward
must better support health and wellbeing.
Older workers are likely to want different
benefits to younger colleagues. In an ageing
society where employers may be supporting
people aged 16 and aged 70, the reward
package of the future might need to be more
of a pick-and-mix offer than a one size fits all.

Statistics

17%

Generation Z (under 20 years old)
Generation Y (aged 20-34)
Generation X1 (aged 35-44)
Generation X2 (aged 45-54)
Baby boomers (aged 55 and over)

(Source: Aon Employee Benefits’ Employee reward and benefits for multi-generational workforces report, September 2015)

3%

5%
5%

3%
4%
3%
2%

1%

Dining card

Gym

Retail vouchers

1%

2%
2%

3%
2%

9%

12%

15%
15%
1%

Travel insurance

2%
3%
3%
2%

10%

12%
1%

Bikes for work

12%

Critical illness

3%
4%
4%
5%
3%

Holiday sell

Holiday buy

Holiday overall

00%

24%
24%
24%
21%
19%

15%
17%

22%
11%

14%

19%
20%

25%

How benefits choices differ across generations

speculative news piece about generational
segmentation, but what this told us instead
was that people just relish choice.”
The answer to the challenge, or perhaps
more accurately one answer, is not benefits
at all, but benefits communications, says
James Malia, managing director at P&MM
Employee Benefits. “The key thing is
how [an employer] communicates with the
different demographics, and then simply to
have as broad an offer as possible,” he says.
“It is always going to be the case that some
employees are interested in pensions and
others are not. But if [the employer] can
offer a broad spectrum of benefits, whether
it’s gadgets, childcare vouchers, or extra
holiday, wellbeing, education, cars,
whatever it is, then [it is] going to be
able to give people the opportunity
to be interested in different things.”
Aon’s How adds. “I think the conclusion
we have to draw is [employers] really need
to offer everybody everything because it
is dangerous to make assumptions about
younger or older workers. But also
recognise there are clear communications
preferences between the generations.”
Instant communication
Younger employees are more amenable to
SMS, Facebook and instant communication,
says How. The older demographics, by and
large, tend to prefer a benefits booklet,
even if it is sent to them by email. “It is
about offering everything to everyone,
having a really good suite of products,
but then segmenting communications,”
she adds.
Alongside communication, richer
financial education is going to be another
key, says Mark Carman, director of
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Case study | SAS
SAS offers benefits to reflect lifestyle, not generation

communication services at Edenred. “It is
about having benefits that appeal to all
generations, but also ones that specifically
appeal to younger-, middle- and older-age
employees. And then it is just about better
communications and education generally.”
Financial education can be implemented
from the day an employee joins an
organisation to the day they leave. It can
help educate staff about how to make
the money they have go that little bit
further. “But, of course, the challenge for
organisations here is that could be seen
as a tacit admission on their part that
they are not paying people enough
money,” says Carman.
In an environment where working lives
for all generations are becoming ever-more
fluid, employers are going to need to
completely rethink rigid conventional

“WHAT
WE NEED
IS DEEP
FINANCIAL
EDUCATION
SO THAT
PEOPLE
CAN START
TO MAKE
PROPER
DECISIONS”
John Ritchie,
Ellipse

With some 700 employees in the UK, software organisation SAS already has
a five-generation workforce.
Chris Carter, head of reward, says: “The multi-generational issue is really coming
to life now. It is becoming more and more relevant as we talk about how we look
at, design and use benefits. SAS is quite paternalistic still and we offer a core set
of benefits. But we are very conscious about needing to offer people opportunities
that will allow them to retire at the earliest possible stage.”
For example, the organisation has deliberately kept employee contributions to its
pension scheme as low as possible, both to make it attractive generally and a more
compelling ‘sell’ for younger employees.
“Particularly for younger people we know they’re going to be coming into work
with debt, so we don’t want to discourage them from joining the scheme,” says
Carter. “But, at the same time, we want to get them used to the idea of having
to make an employee contribution.”
The organisation has also ensured that there is built-in flexibility to many of its
benefits. For example, life assurance is set at a standard four-times salary, but
employees can trade up to 10 times or
down to two times. Income protection,
too, is set at a minimum level but cover
can be increased.
“While [we] can generalise about
generations, it is really more about
lifestyles,” says Carter. “So, if [an
employee is] in their 50s but single
and without dependants, say, [they]
are maybe not going to be that
interested in even four-times life
assurance [cover].”

employee benefits models, including
focusing more on anytime benefits
structures, says John Ritchie, chief
executive at online group risk insurer
Ellipse. “Even flex platforms, as they
stand, are strangely inflexible,” he says.
“[Employees] get a window opening once
a year, generally at a time of year, three
weeks in December [for example], when
everyone is busy with other things. At

that point, [they] can increase or decrease
[their] cover, but it all still looks like the
fixed benefits era.
“What we need is deep financial
education so that people can start to make
proper decisions for themselves. I think the
future has got to be comprehensive financial
education for all generations, and then the
sort of open platform that is a fundamental
part of an anytime benefits structure.”

Did you know?
47% of employees rank eyecare as one of their top 3 preferred benefits
We are a partnership between ASE Corporate Eyecare and Boots offering advice, expertise and a range
of products and services in the area of workplace healthcare, with a focus on corporate eyecare.
T. 0844 800 4028

E. sales@eyecareplans.co.uk

www.eyecareplans.co.uk
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Worried about mum?
Eldercare makes it easier for employees to care for
loved ones and have peace of mind in the workplace.
Eldercare provide technology-enabled care as part
of Employee Assistance Programmes. Helping employers
look after their people, as they in turn look after others.
Ask our advisors for information
on support for working carers.
Call: 01706 232088
Email: info@eldercare.co.uk www.eldercare.co.uk
Eldercare (UK) Ltd services are fully accredited by the
Telecare Services Association and Care Quality Commission
Eldercare (UK) Ltd, 847 Burnley Road, Loveclough, Rossendale, Lancs. BB4 8QL
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New horizons
for working carers
Taking stock of caring requirements for staff
of all ages makes good business sense

Need to know
• Societal changes, especially the ageing
workforce, means supporting working
carers is a key issue for employers.
• Employers should take stock of caring
requirements within their organisations
to ensure staff receive relevant and
valuable support.
• Well-tailored benefits packages could
help an organisation to win the race
to hire and retain talented staff.

@

What can employers do to meet
the demand for eldercare?
bit.ly/1Rw5HwN

Louise Farrand |
Freelance journalist

Changing society
Society’s changing composition means
that the benefits employers can offer to
employees at different stages in their lives
will become increasingly important. Tony
Wood, head of Mercer’s employee health
and benefits business, says: “One in three
of the UK workforce will be over the age
of 50 by 2020 and one in nine workers
will be a carer. That will have a significant
impact on corporate Britain.”
According to Mercer’s Age-friendly
employer research, published in October
2015, 84% of organisations are unsure
of how to respond to the challenges of
an ageing workforce. It is also a diversity
issue because it is often women who are
most likely to give up their careers and
become carers, says Wood. “From a talent
management point of view, organisations
are worried about their female population,
keeping them in the workplace and helping
them feel supported,” he explains.

“ONE IN
THREE OF
THE UK
WORKFORCE
WILL BE
OVER THE
AGE OF 50
BY 2020 AND
ONE IN NINE
WILL BE
A CARER”
Tony Wood,
Mercer

The good news is that there are quick
wins employers can introduce. “There’s
not going to be a mass flock back towards
paternalism,” says Wood. “Employers can’t
afford to pick up costs but they want to
facilitate employees’ access to information
and advice.”
Starting the conversation
The first step is to take stock of the
workforce in order to understand how the
caring responsibilities among generations
differ. Chris Minett, managing director
at the Positive Ageing Company, says:
“It’s about recognising who in the
organisation it is going to be most

relevant to, [using] webinars and seminars
to help self-identification and forecasting
what demographic changes are going to
take place.”
That process will help employers to
maximise the value of solutions on offer.
Andrew Drake, head of reward and benefits
at JLT Employee Benefits, says: “Understand
how many people have an issue with
eldercare. If [employers] have, say, £20,000
to spend and [they] can do something
that’ll impact 500 people or 2,000 people,
it’s a no-brainer.”
Second, employers should consider
what they can do to improve their
existing offering. Flexible working may

iStock

The changing nature of society, especially
the ageing population, means employers
should think strategically about the benefits
they offer to different generations within
the workforce. Working flexibly while caring
for families is not only the future way of
working, it also makes good business sense,
says Ben Black, director at My Family Care.
“Employers need to compete in smart ways
with [organisations such as] Google which
have embraced this from the start,” he adds.
Nick Boyton, risk and flexible benefits
client relationship director at Broadstone,
says: “There is more of a race for talent
at the present time. Employers need to
think about attracting a diverse workforce
that gives them the best possible chance
of thriving.”

Read also
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Case study | Centrica

Viewpoint

Centrica considers whole family experience to support carers
Utility firm Centrica, which
owns British Gas, is one pioneer
in the field of eldercare.
Alison Hughes, Centrica’s
head of HR policy and diversity,
says: “Historically, we had a
family leave policy that
was focused on childcare:
maternity and paternity.”
While still focused on making
parents’ lives easier, Centrica
decided to look at the whole
family experience.
“One of the policies we
have in place is carers’ leave

for somebody who has eldercare
responsibilities or responsibility
for a disabled child,” says Hughes.
Centrica’s staff can take
advantage of up to one month’s
matched paid leave every year.
For example, if an employee
looking after a parent after
a stay in hospital for several days
took two days of annual
leave, then Centrica
would match that two
days. “It gives people that
extra support and time
off, and also means

be well established in many workplaces,
but there are still some gaps.
Another example of a quick win is
setting up a knowledge-sharing network
for employees. This could sit within
the organisation’s intranet and, for
instance, be used to share details
of new technology solutions.
The sandwich generation
Many employers will find that a large
proportion of their workforce fall into the
sandwich generation: that demographic of
employees that support both children and
elderly parents. Organisations can offer a
range of benefits to support this squeezed

“THERE ARE
LOTS OF
EMPLOYERS
THAT HAVE
TICKED
THE BOX
IN THE
PAST BY
OFFERING
CHILDCARE
VOUCHERS”
Ben Black,
My Family Care

people aren’t using up all
their annual leave for caring
responsibilities,” says Hughes.
The policy has been hugely
popular. Centrica also helps its
carer employees by allowing
them to work flexibly: working
from home or altering working
hours on a temporary basis.

generation, such as on-site nurseries,
emergency childcare and eldercare.
Changes to childcare vouchers mean that
the government’s tax-free childcare scheme
will replace voucher schemes in 2018,
so employers may look for other support
options. “There are lots of [employers]
that ticked the box by offering childcare
vouchers,” says Black. “In [2018] every
[organisation] is going to have to sit up
and say ‘We’re not doing anything anymore,
what should we be doing?’”
Back-up childcare is a growing area. Black
says: “Every parent will favour a different
emergency solution, whether it’s a good
local nursery or a brilliant nanny who can
come to their house quickly. The best
emergency arrangements work where
you match supply with demand.”
Eldercare emerges
Meanwhile, eldercare is an emerging
offering for most employers and benefits
consultants alike. Wood says: “There is
a lack of facilities and solutions. We are
working with government on this and
[it] hasn’t got the answer yet either.”
Eldercare should be tailored to
employees’ needs, whether it is domiciliary
care, finding a care home, or helping
them access available funding.
It sounds expensive but it does not
have to cost a fortune, says Black. “There
are loads of co-pay arrangements. The
important thing for the employer to
do is to offer [these] in the first place.”

Katherine Wilson
is strategic manager
at Employers for
Carers, Carers UK
Three million
people in the UK
combine working
with caring for a disabled person,
someone seriously ill or an older
loved one, according to the 2011
census. Without the right support,
the stress of juggling work and care
can force people to leave their jobs.
People aged between 40 and
49 are the most likely to leave the
workforce, or reduce their hours,
to care. This is the time when many
people are raising families, while
their ageing parents are starting to
need increasing levels of support.
This is also the age when many
people are at the peak of their
careers, meaning that leaving the
workforce at this time can have
a serious impact on future career
prospects, lifetime earnings and
pensions. That is not to mention the
significant impact on business, which
loses experienced, skilled workers
and incurs greater costs, a growing
concern in an increasingly
competitive skills market.
Supporting carers in the workplace
makes good business sense. Small
changes can lead to greater staff
retention, less absence, improved
performance and a healthier bottom
line. Areas that employers should
consider include updating HR
policies to take into account wider
caring issues, such as offering
flexible working hours and care
leave; supporting line managers to
identify employees who have caring
responsibilities, such as including
information about caring in relevant
manager training programmes and
supporting materials such as toolkits,
and setting up a carers network so
staff with caring responsibilities
can support one another.
Employers could also let
employees know about carer-friendly
policies and practices through staff
communications, and signpost
employees to external information.
In the current economic climate,
there has never been a more
important time to retain skilled
workers and support employees to
work healthily and productively.
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multigenerational
workforce
supplement
communication

A mixture
of new and old

Need to know
• Targeted messages can help to ensure
that communications are relevant, but
they should not exclude any individuals
or information.
• Organisations should take into account
employee feedback and campaign data
to determine whether an approach is
effective for its particular workforce.

Key pointers to consider when communicating
with a multi-generational workforce

• Utilising a variety of channels enables
employees to consume information
in their preferred medium.

@

Key strategies to avoid in
benefits communication
bit.ly/22iRxak
iStock

Louise Fordham | Deputy editor
Employee Benefits

As the age range within the workforce
lengthens and shifting demographics
continue to generate increasingly nuanced
employee requirements, many employers
are working to ensure that their benefits
package meets the varied needs and
expectations of staff across multiple
generations. Developing a communications
strategy that engages all members of the
workforce can help employees to feel the
full value of the benefits available to them,
no matter what their age.
1 . Ta i l o r e d a n d i n c l u s i v e
By fully considering the demographic
of a particular workforce and then taking
a segmented approach, employers can tailor
communications so that employees receive
the most relevant information for them.
Matthew Gregson, consulting director
at Thomsons Online Benefits, says: “The
content has to match where [employees]
are at in their life journey and where they
are at in their work journey.”
However, assumptions about preferences
based on which generation they belong to
should not preclude access to information.
“[Employers] can target what they think is
most relevant but then provide the same
level of detail underneath that, so that
they’re not second guessing or excluding
someone from potential insight or support,”
adds Gregson.
Similarly, business-wide benefits
communications should be inclusive of all
employees. Chloé Port, head of employee
communication, corporate solutions at
Xerox HR Services, says: “If communicating to
everyone in one go, [organisations should]
make sure to support the values of all the
generations rather than just focusing on
one. Often by pointing out differences

[they] can bring these into the open
and provide an opportunity for different
generations to learn from one another.”
2. Choice of channels
Instagram campaigns can prove popular
among younger workforces, while printed
communications sent to employees’ homes
at the weekend, can help to engage the
baby-boomer generation, explains Port.
“Everyone is different though, so there
needs to be a variety of communications so
that people can pick and choose,” she adds.
A multi-channel, multi-media approach
can cater for the range of ways in which
different groups of employees opt to
consume information, as well as ensuring
the medium suits the message.
Digital channels can be particularly
effective for delivering regular benefits
updates, says Gregson. Social media is
designed for providing such short, sharp

Read also

“AVOID
TRYING TO
BE ACHINGLY
COOL FOR
YOUNGER
WORKERS”
Nick Throp,
Like Minds

updates to users. Although just 5% of
employers use social media in benefits
communication, according to Thomsons
Online Benefits’ 2015 Global employee
benefits watch, published in October 2015,
it has the potential to be a valuable benefits
communication tool. Nick Throp, director at
Like Minds, says: “Generation Z is brilliant
at assessing information really quickly.
In terms of communication, that means
[employers] literally just have seconds
to create a connection.”
3. Be authentic
Branding considerations in communication
campaigns, such as tone of voice, should
align with an organisation’s values, says
Gregson. “The brand needs to be
representative of who the [employer] is as
a business as opposed to trying to appeal
to a hugely diverse workforce,” he explains.
Straying far from an organisation’s values
may risk alienating certain segments of the
employee population. “Avoid trying to be
achingly cool for the younger workforce;
that is inauthentic,” adds Throp.
4. Feedback and impact
Listening to employees’ feedback is a key
part of developing an effective strategy.
“It’s about establishing a continual dialogue
between [the employer] and employees,
keeping the conversation going and
finding out what they want,” says Port.
Employers can also gain insights and
thus inform their strategy going forward.
“Monitoring what type of communication
works and how [organisations] need to
evolve it is essential, because otherwise
[employers] might be doing things that they
are told are great for others but they will
have no way of measuring whether or not
they are great for [them],” adds Gregson
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That’s three in a row

Aetna International Named ‘Best Group International
PMI Provider’ for the Third Consecutive Year
We’re honoured to receive the Best Group International PMI Provider award three years in a row at this year’s Health
Insurance Awards. It’s a terrific vote of confidence in our ability to build a healthier world. And it means so much coming
from you — the people who trust us enough to recommend our products and services to clients.
Each day, we’re working hard to deliver on the promise of quality health care wherever our members call home. Putting our
core values of caring, integrity, inspiration and excellence into motion, we are dedicated to transforming health care by
increasing access, developing innovative world-class solutions and empowering people to live healthier lives. Thank you
for your faith in our ability to continue this important work.
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