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Agenda

 Assessing the effectiveness of your benefits portfolio
 Providing meaningful options for your employees

 Building in flexibility to provide for employees’ changing needs
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How effective is your benefits portfolio?

* How do you check?
* Evidence based or anecdotal?

* Useful tools:
- Google analytics data?
- Staff surveys
- Behavioural data
* Demographic analysis
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Example data

Benefit portal usage analysis

October 2018 December 2018 February 2019
Users New Users Sessions
1,071 1,045 1,444
_W—w“\
Number of Sessions per User | Pageviews Pages / Session
1.35 5,432 3.76
Avg. Session Duration Bounce Rate
00:03:01 48.89%

premier

Staff survey results
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B
Building your benefit strategy

A solid strategy
incorporates all
elements

i Effective
Engagement is
critical to your
approach

Health & Lifestyle Financial
Wellbeing @ D
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Bikes 2 Work Gym membership
Dental Flexible working

Cinema tickets P€NSION  Childecare Vouchers
Personal Accident Travel Insurance
Group Life  Critical I1lnesS optical
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Heath Cash Plan
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Making it happen

Required
Expected

premier

Set corporate objectives

Start with the budget allocated

Allocate the budget required to satisfy regulatory
liabilities (pension)

Allocate budget to expected benefits as benchmarked in
your industry peer group

Build in a communications budget

How much is left over?

Using the data, which benefits will support corporate
objectives and satisfy employee ‘wants’?



Stretching your budget

« Measure usage — what is being accessed and by whom?

« Expand voluntary benefits and measure take-up

« Working groups — employee forums

 |s usage linked to awareness?

« Does access to specific benefits change member behaviour?

MWWMWMWMWMWM

October 2018 December 2018 February 2019 pril 2019 June 2019
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Don’t expect more until you do more

131

million
sick days

37%

Mental health sufferers are
more likely to get into
conflict with colleagues
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30

million
musculoskeletal

50%

Mental health sufferers are
potentially less patient with
customers or clients

60% 31%

Of employees have experienced
mental health problems where
work was a contributing factor

Of employees have been
formally diagnosed with
mental health issues

Stress is now the No.1
cause of long-term
absence for all workers

Source: ONS, BITC, CIPD
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Financial stats

» Of people over » Of 35-44 year » Of 25-34 year * The number of * British people
age 65 were in olds have more olds own their 17-20 year olds drink 100
work in 2017/18 than £100 in own home — holding a million cups of

savings down from 55% driving license tea daily (ITC)
(Finder.com) in 1998 has fallen by
(Institute of 40% since early
Fiscal Studies) 1990s (Auto
Express)
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Making it flexible

« Access to benefits ‘on the go’ using technology

« FEasy to select / change

 Instant gratification

« Regular nudges / reminders —preferably with employees setting up
personal profile to avoid being ‘badgered’

« Effective communicate of all the peripheral benefits available (e.g.
EAP connected to health plans)

« Get feedback

* Review and update benefits regularly
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Making it relevant

Your
Benefit
Strategy
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What happens in practice?

One benefit — two stories...

Example 1

Initial communication generates interest and
popularity of benefit

No ongoing communication (it's considered
not required as the benefit is well known)

Awareness declines
Claims fall

Should the benefit be continued?

premier

Example 2

* Initial communication generates interest and
popularity of benefit

* Regular communication on its usage, how to
claim, benefits to individuals etc. is provided

* Used regularly and claims increase over time

» Value for money increases



Benefit Governance

Objective
setting

Robust governance will
help you maintain a
dynamic strategy:

Dynamic
communication

« Keeps you up to date

. Identify
* Helps you move with resource

changing demands

* Results monitored for

success and ROI Demographic
analysis
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Identify
priorities

Stakeholder
consultation

Campaign
calendar

Clear objectives
demonstrate added
value

Effective Planning

Better member
outcomes
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What's stopping you?

According to the Premier Wellbeing Appraisal:

» 55% of participants said that lack of time and resource were

the biggest barriers,

« whilst 29% felt that lack expertise was blocking them from

implementing a strategy.

e Solution — seek advice

Sue Pemberton

Head of Employer Services
T: 020 3727 9787
sue.pemberton@premiercompanies.co.uk
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Contact Us

Premier

AMP House
Dingwall Road
Croydon

CRO 2LX

WWww.premiercompanies.co.uk

T: 0203 727 9800

Premier Pensions Management Ltd and Premier Benefit Solutions Ltd together are herein
referred to as “Premier”.

All information presented is believed to be reliable, but no representation or warranty (express
or implied) is made or given by any person as to the accuracy or completeness of the
information contained herein and no responsibility or liability is accepted for any such
information or opinions. Information or opinions expressed may change without notice and
should not be considered recommendations. Premier Pensions Management is a limited
company registered in England and Wales, registered number 4692580. Registered office AMP
House, Dingwall Road, Croydon CRO 2LX.

About this document

This document contains intellectual property rights and copyright which are proprietary to
Premier. The work and the information it contains is submitted solely for the purpose of making
a proposal. It is to be treated as confidential and shall not be used for any other purpose. It
shall not be copied or disclosed to third parties, in whole or in part, without the prior written
consent of Premier. Information, fees, images and dates are correct at time of publication but
may be subject to change without notice. All fees quoted exclude VAT.

Sue Pemberton

Head of Employer Services
T: 020 3727 9787
sue.pemberton@premiercompanies.co.uk




	Slide Number 1
	Agenda
	How effective is your benefits portfolio?
	Example data
	Building your benefit strategy
	Slide Number 6
	Making it happen
	Stretching your budget
	Don’t expect more until you do more
	Financial stats
	Making it flexible
	Making it relevant
	What happens in practice?
	Benefit Governance
	What’s stopping you?
	Slide Number 16
	Slide Number 17

