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Benefits are moving the
heedle on organisational
success

03

Employee experience is more important than ever, as people increasingly expect more of their
employers. Employees around the world face huge challenges in their health, wellbeing and
financial security, and they’re looking to their organisations to provide a level of support that
was unimaginable even five years ago.

Benefits have become the primary way for employers to deliver an exceptional experience and hit their
key workforce objectives — to build a strong, inclusive culture, to make a tangible difference to employee
wellbeing, drive engagement and productivity, and to create a sticky Employee Value Proposition (EVP). It's
no surprise then that 71% of global HR and Reward professionals are planning to increase their spending on

benefits in the next 12 months.

INCREASED SPEND ON BENEFITS

444+

o of global HR and Reward professionals
are planning to increase their spending

on benefits in the next 12 months.

The conversation around benefits is no
longer about compliance; it's about the
value and impact that benefits can have
on employees in their day to day lives.
The objectives have shifted from simply
tactical and cost-based to strategic.

Benefits matter — there's no doubting
their impact on individual employees

but benefits are also moving the needle
on key markers of organisational
success. We're talking about productivity,
employee loyalty, resilience, growth...

In this report, we answer the question
‘what metrics matter?’ We bring together
Benifex original research, customer
stories and expert considerations to
show what the right benefits — designed
in the right way, and delivered with the
right technology — can do to impact
organisational success.
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Once you've got a global benefits platform in place, Over 1/3 of global employers say their top goal is
you'll be able to easily track benefits engagement to show the value of benefits all year, not just at
and take-up — without having to spend hours (and annual selection.

even days) crunching the results in spreadsheets.

METRICS: BENEFITS LOGINS AND SUBMISSIONS

However, simply having a platform in place won't The companies that drive the greatest levels of

||
B e n e fl t s drive the benefits engagement you're hoping for engagement year-round use a regular schedule of

. content and campaigns to remind employees what's
unless employees know about it...
available and link benefits messages to other initiatives

o e n g q g e I I I e n t As well as monitoring engagement and take-up (like wellbeing, sustainability and diversity).

during annual enrolment when you're running
campaigns to help employees understand the

existing and new benefits on offer — and make Crop tlp )
WHAT LEVEL OF ENGAGEMENT SHOULD YOU — their selections — keep an eye on engagement
SEE WITH BENEFITS TECH IN PLACE? ANYTIME ENGAGEMENT
throughout the year. . . .
® Benchmark Top performing programme 9 Y Reward teams are |ncreqS|ng|y IOOklng to

100 100

communicate how benefits are relevant to
employees’ individual circumstances and

o
607 e on their benefits platforms and using it as a hub
for resources, policies, content and communications, needs, whether that's helping them to rest and

- . anytime engagement will reveal how employees achieve better work-life balance, protect their
Benefit selections are using their platform. Do they see it as an loved ones, or navigate new situations.
everyday resource where they can go to get
o

477

As more employers start consolidating resources

o
(o}

8
Engagement (%)

Engagement (%)

to make b§nefits selections.'? HR and F.Qeword.leoders Statements (TRS) to show people the full value of
Monthly logins can use this knowledge to iterate their benefits everything the business is doing to support them.
) programme and better tailor communications. Crucially, TRS show employees how their full package

Engagement  Benefits submissions JANNFEBIMARIAPRIMAYSJUNFJULTAUGESEREOCIENOVADEC compares if they're thinking about moving elsewhere

— a powerful tool for recruitment and retention.

support, or somewhere they just go once a year HR and Reward leaders can also use Total Reward
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Customer success story The StrdtngI

Baker Hughes
Life’s Key Moments employed a storytelling approach
Lf I K M ts: Th b t . to summarise the Baker Hughes UK benefit offering . ,
Ires ey oments. eo Jec IvVes. to employees in a way that’s easy to understand qu he"O
How Baker Hughes took and accessible to employees and their families, to Life’s
. - by focusing on everyday scenarios. The team brought
a unlque StorY'telllng three topics to life with a range of scenarios and Key Moments
- ersonas that make benefits more relatable to key Heretohelpyounavigato lesbig chenges
GPPI’OGCh tO beneflts Reinvigorate the well-established .

moments in employees’ lives:

communhnications benefits scheme.

Changes in living situation
(persona example: I'm moving house’)

Baker Hughes collaborated with
Benifex to deliver a substantial
year-round campaign to Baker

i How we
Cqmpalgn features would like

you to
support

Col

Increase engagement with benefits
999 Changes in physical or mental wellbeing

(persona example: ‘| want to ensure I'm supported

outside of as well as during the
Hughes’ 5,000 UK employees. annual enrolment window.

in case | fall ill’)

Supporting Materials

Changes in financial situation

(persona example: ‘I want to invest for my future

0 O

or plan for retirement’)

These were communicated in three stages —
Bring benefits to life for employees. and across multiple print and digital channels.

o7 o8
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Highly Commended 2024

Baker Hughes Baker Baker Hughes
Hughes

Say ‘hello’

Say ‘hello’ to Life’s Key

to Life’s Key Moments

Moments

nnnnnnnnnnnnnnnn Dear employee,

to Life’

Here to help you navigate life’s b

How Life’s Key Moments will support

At Baker Hughes, we're committed to continually
reviewing, improving, and evolving. By ensuring
you and your teams have the freeciom, support
and tools you need to choose the best benefits,
you can focus on what really matters.

We understand that life changes, and our needs

change with them. So, we want to help you and
all Baker Hughes colleagues make the most of
the benefits available when it matters.

That's why we
educational reso
life's key moments.
Centered around thy
Moments campaign
the following:
Changes in living situ
Changes in physical or

Changes n financial situa

Benefits Hub

(The results

-

Employees
logging in
4500

4000

3500 3416

3000

2500

2269

2000

1500

1000

500

(o)

(Post campaign
launch/anytime)

2889

May - November

3906

November -
December
(Enrolment)

50% increase 357 increase

\

/

Employees
viewing a benefit

4500
4000
3500

3000

2000 1776

1500

1000

500

(o)

2500 2267

May - November
(Post campaign
launch/anytime)

287 increase

\

3432
3108

November -
December
(Enrolment)

107 increase

Employees
submitting a benefit

4500
4000

3500

3000 2721

2568

2500
2000
1500
1000 831
593
500
o .

May - November November -
(Post campaign December
launch/anytime) (Enrolment)

407 increase 67 increase
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METRIC: eNPS OR EMPLOYEE SATISFACTION

Employee
. satisfaction

EMPLOYEE
SATISFACTION

Employee
benefits
feedback

&

Q1=50% %
Q2=62% *
Q3=667% %,
Q4=70%%

Of course, it's not just benefits that influence
overall eNPS. But are you using your eNPS survey
to understand what your employees think of your
benefits now? And how are you trying to move
the dial?

Our research reveals a significant perception gap

between what employers think of the employee

experience — and what their people think. 64% of
global employers rate their employee experience
as ‘excellent’ but only 20% of employees agree.

This underscores the importance of surveying
employees reqgularly to understand what they
want from benefits, and what they think of

your current offering. And as well as offering
benefits that align with employee needs, the
technology you use to deliver them has a crucial
role to play in what they think of your programme.

If the experience feels clunky, outdated and hard to
navigate, employees are far less likely to appreciate
the benefits themselves.

But global employees don't think much of the
systems they use at work. Only 18% of employees

rate the tech they use to access employee

benefits as excellent, and 61% of employees say

the technology they use at work lags behind the
technology they use at home. Indeed, workplace
tech is the only technology that employees don't
choose for themselves... So, employers that want to
drive standout engagement should look to emulate
the hyper-personalised, curated and seamless
experiences that people are used to receiving from
the likes of Amazon, Netflix and Spotify.

L8881

EMPLOYEE RATING
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Customer success story

How London Gatwick
transformed employee
sentiment with a reward
and benefits programme
alignhed to their business
strategy

The pandemic significantly impacted London
Gatwick, with 80% of employees furloughed and
some voluntary redundancies.

The objectives:

1

Engage their people with a reward strategy
that would attract, retain and motivate the
best people to deliver for customers.

2

Rebuild and grow - developing their bench
strength to have multiple successors for each role.

-

3

Modernise their EVP and total reward
strategy, and ensure it was inclusive and fair.

~

The strategy:

Gatwick’s hew reward strategy needed to
encompass all elements of reward and
recognition, including global pay grading, flexible
benefits, digital recognition and beyond - to help
them become a competitive employer.

Employees previously didn't appreciate their total
reward package, so Gatwick needed a way to bring
all elements of reward together in one digital system,
making it easy for employees to access, engage and
see the value of everything on offer.

Gatwick partnered with Benifex to implement
OneHub — launching Discounts in July 2022,
Recognition (‘High Five’) in October 2022, Globall
Grading and Flexible Benefits ((MyReward’) in April
2023, and Total Reward Statements in October 2023.
They also introduced new benefits. On top of their
five strong core benefits, employees can how choose
from 11 new flexible benefits that suit their lifestyles,
needs and preferences — and are aligned with
Gatwick'’s wellbeing and sustainability goals.

14



(The results

-
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METRIC: EMPLOYEE TURNOVER

~

-

\

3 Employee loyalty

~

lobal employers say the #1 reason for offering benefits

G
Cis to retain existing employees and build loyalty.

(),

-

Attrition rate (%)

-

14
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EMPLOYEE TURNOVER
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2%

REWARD &
RECOGNITION

LENGTH
OF SERVICE

ENGAGEMENT BOARD

EMPLOYEE EMPLOYEE
SATISFACTION REFERRALS
HEALTH & NEW ROLES /
WELLBEING PROMOTIONS

J

Using benefits to communicate your culture is a
powerful way to attract, engage and retain the very
best people and help them thrive. That's because
benefits directly impact how valued, appreciated
and supported employees feel.

And although there are myriad factors that influence
employee loyalty — workload, workplace culture
and economic factors to name a few — the impact

of employee benefits on how employees feel about
your organisation shouldn’t be underestimated.

Are you correlating the success of your benefits
programme with employee loyalty?

Bringing together metrics around benefits
engagement, overall employee engagement and
employee retention on your reporting dashboard
will help you to communicate the strategic value
of benefits with stakeholders.

Some organisations are using employee
advocates or ‘influencers’ to champion benefits
programmes and raise awareness among
colleagues. This is a powerful way to get
employees excited about benefits and further
foster employee loyalty.




Customer success story The StI’CItGQY‘

During employee consultations, iPSL discovered its death-in-service

HOW iPS L bu i It The ObjeCtiveS: benefit wasn’t well known by colleagues yet was costly for the

company to provide. So, they decided to amend the level of the core
e m ployee onq Ity benefit, reallocating funds to a hew Flex fund of £300 per employee
q nd Im proved that can be used towards any voluntary benefits (excluding pensions).
benefits equity

iIPSL also rebranded the Choices benefits platform to YOU-,
Improve engagement with iPSLs extensive emphasising a colleague-centric approach, and initiated

Wlth CI F|eX fu nd benefits offering — many employees who logged a year-round communications campaign to introduce
the new platform and Flex fund.

onto the platform didn’t submit benefits.

2

You+ Flex Fund

Ensure the benefits scheme is truly flexible and inclusive.
Employee surveys and focus groups revealed that
colleagues liked the voluntary benefits, but financial
barriers prevented uptake among lower-income
employees; just 19% selected benefits compared to
407.-80% in higher paid roles.

19 20
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Winner 2024

(The results

)

-

.

Benefit selections
amongst lower paid
employees

Employees selecting
a benefit

Employees logging
into the platform

927

CA huge increase in benefits engagement and toke—up)

967

~N

Percentage (%)

-

o

7o

NN

DECREASE IN ATTRITION.

~

J

(24 A7

increase in Employer
NI savings.
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4 Pull Factor
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Good afternoon!

-

NUMBER OF EMPLOYEES
REEIEOSE APPLICANTS PROGRESSING
G
o
o =
increase in the
number of people
applying for arole. . ]
G
(]
@
. J
D

NEW HIRES

(o)
15%
of employees say their
benefits package played

a key role in their decision
to join the company.

- )

~

-

J
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METRIC: NUMBER OF EMPLOYEES APPLYING PER ROLE

It's clear how important benefits are for employees
deciding whether to stay with an employer; but for
people choosing a hew employer, they are even
more critical. There’s been a generational shift in
what people now expect from their employers,
and it's created a new benchmark for candidate
expectations of the EVP.

167

of global employees say

a great benefits package

would attract them to a
new employer.

In fact, 76% of global employees say a great benefits
package would attract them to a new employer
(this jumps to 84% for potential candidates in sought-
after technology roles). Employees are now actively
seeking out those organisations with great benefit
packages that support their wellbeing.

The most successful companies are
communicating the value of benefits throughout
the employee lifecycle, starting with their

hiring process. Pre-hire microsites are growing
in popularity and provide a seamless, more
personalised experience for employees entering
the business. And some employers are even
using a version of TRS that can be shared with
prospective employees; a great way to highlight
the full package you're offering.
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Customer success story

How Dojo used flexible benefits to elevate

their EVP and support recruitment

Whilst Dojo was growing rapidly, one part of the business had been left behind — employee benefits.
Dojo has what it takes to thrive in an extremely competitive marketplace, but to keep talent and attract

the best people, it needed to up its game and implement a new benefits strategy for all employees.

The objectives:

Overhaul reward and benefits to stand
out in a competitive marketplace.

1

-

\_

Review the existing offering, which
didn’t take long... It consisted of just
four basic benefits.

Undertake a consultation with Dojo
employees to understand what they
wanted from benefits.

Make benefits easy to access and
understand. The process was disjointed,
with information spread across different
locations including emails and the intranet.

The strategy:

Armed with the findings, the strategy to overcome
the challenge was to introduce a brand-new set
of benefits, and to host them, with the existing
offering, on a single platform — OneHub (hamed
DojoLife), making them easy to view and access.

Taking employee feedback into account, Dojo
introduced 17 new benefits and enhanced two
existing ones, totaling 21 benefits.

A host of materials were developed, reflecting
Dojo’s colourful brand. Central to these materials
was an engaging employee benefits brochure,
explaining all benefits on offer, and how to access
these through the new DojoLife platform.

The benefits platform was also essential in driving
engagement. OneHub is a super-modern benefits
platform and offered an excellent user experience
— especidally important at a company where
employees work with technology every day and
have high expectations.

Life happens

Howdo
benefits
work?

Get to know your benefits platform
njustaf and

New to Dojo?

VVVVV

Here’s the lowdown

How it works

Let’sdelvein

xcited? We thought you might be.

26
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Highly Commmended 2023

Let’s delve in

(The results

-

(7 2

75%

EMPLOYEE ENGAGEMENT

—&&7

75% of employees engaged
with the platform.

J

-

40% of employees went
on to select a total of 550
benefits (their core offering
is also stronq).

747, of employees said they've
recommended working at
Dojo to others, showing high

-

" 9% increase in positive responses
around benefits in Dojo’s annuall
employee engagement survey.

INCREASE IN EMPLOYEE ENGAGEMENT

engagement in the business.

-

J

N\

NEW EMPLOYEES JOINING DOJO

437 of new employees said the
benefits package played a key
role in their decision to join Dojo.

~
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METRIC: EMPLOYEE HEADCOUNT Does your benefits strategy and technology support your global growth targets? For organisations that are
expanding into new regions, having a global minimum standard for benefits is often high on the agenda.

Global Reward leaders look at how they can take those minimum standards into each country — balancing
the need to deliver a consistent experience globally with the need to tailor the strategy to local requirements,
cultures and needs.

G row t h To attract the best talent and drive strong recruitment in each region, you'll need to understand how your offering
stacks up against the competition. Do you knowv if your offering is standard or in the top quartile? And if your
) offering is more comprehensive than competitors, are you communicating that with prospective employees?

A global benefits expert can help you audit
) and benchmark your offering — as well as

understand the local benefits landscape.

Projected headcount growth  @QQ®) CTop tip
For example, this is what your benchmarking

YRYA 60% If you're implementing new benefits or rolling analysis might look like in India, Singapore
out a new global platform, ensure you track or The Netherlands:
the impact for each region — not only how

REIGON1 REIGON 2

engagement and take-up increases, but
how employee engagement, acquisition and

88% retention improves, as well as the benefits for
local teams so you can demonstrate ROI.

REIGON 3 REIGON 4

ANYTIME ENGAGEMENT

30
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Typical benefits in India

Typical benefits

Provider fund

Medical insurance

Life insurance

Personal accident

Lunch/Meal allowance

EAP

Wellbeing allowance

Travel/Commuter
allowance

Health assessments

Voluntary life insurance

Supplementary
pension plan

Car leasing (often
grade dependent)

Employee
funded

&
&
&

Employer
funded

&
&
&
¢
&
&
&
&
&

Prevalence

75%

75%

75%

75%

75%

50-747%

50-74%

25-497%

25-497%

25-49%

25-49%

25-497%

4 )

Competition

With growing competition
for talent, there's increased
demand for a competitive
benefits package and
flexible options.

/
\
Flex allowances é
These can typically

be spent on supplemental
health insurance options,

life insurance, and

pensions. Unspent amounts

are transferred into a

wellbeing allowance.

N

J

4 -

Health

insurance

This is a valued benefit.
Employers typically provide
base cover with the option
for employees to upgrade
and add dependents at
their expense.

~

Wellbeing
allowances

Increasing in prevalence,
used for leisure-based
activities and health and
physical pursuits.

o

/
ﬁﬁ\

Above market offerings

\

Companies that have voluntary life insurance or personal
accident and supplementary pension plans, where
employees can spend their benefits allowances.

J

Gﬂ Typical benefits in Singapore

Typical benefits

Central provident fund

Health insurance

Dental

Life insurance

Disability/Accident

EAP

Critical illness

Wellbeing allowance

Health assessments

Meal vouchers

Travel/Commuter
allowance

Holiday buy

Employee
funded

Employer
funded

¢
¢
&
Y
¢
¢
Y
Y
&
Y
¢

75%

75%

75%

75%

75%

75%

0-247%7

50-74%

25-49%

75%

75%

50-74%

Prevalence

4 )
Competition CQJ

Singapore has a

competitive talent market
with 64% of employees in
Singapore saying they are
open to hew opportunities.
Benefits are therefore crucial.

4 =)
Health
insurance

Employees expect this
with the option to add
extra cover such as dental
and dependants at their

4 )
Allowances 6

Flexible spending accounts
are very common and
can be used for wellbeing
benefits with money
allocated by the employer
for employees to spend on
health or wellbeing related

activities or costs.

g J

\expense. j
4 )

Flex funds

An increasing number

of companies are offering
a flex allocation that
employees can spend

on increasing health
insurance cover, adding
dependants or choosing

benefits relevant to them.

Flexibility

Singapore based employees are looking for more
choice and flexibility in their benefits provision.
We are seeing an increasing use of benefits allowances.

32
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Typical benefits in the Netherlands

Typical benefits

Pension

Medical insurance

Dental insurance

Accident and disability

Vision benefit

EAP

Travel/Commuter allowance

Partner life & accident

Bicycle benefit

Health & fitness reimbursement (wellbeing benefit)

Holiday buy

Employee funded

QR RQRRK

Employer funded

QCRARARRRRK

QU

Prevalence

75%

75%

75%

75%

75%

75%

75%

50-74%

25-497,

25-497%

0-247%

Competition

To remain competitive in a
globalised workforce, Dutch
employers are increasingly
adopting flexible and
comprehensive benefits
packages tailored to meet
employee needs.

-

J

Allowances

Allowances are common in
the Netherlands. Typically
allowances are tied to specific
purposes, such as commuting,
home office setups, or

meals. Wellbeing allowances
are increasingly common

in the Netherlands. Many
allowances in the Netherlands
are tax-advantaged.

O

~

J

Health insurance

Employers often provide health
insurance reimbursements

or supplementary private
health insurance to cover
services beyond the basic
package, such as dental

care and physiotherapy.

o

Flex funds T

Flex funds are increasingly
common in the Netherlands.
Employees can use flex funds
for a variety of purposes,
such as:

® Purchasing extra vacation
days.

® Contributing to a pension
or savings plan.

® Paying for health and
wellbeing programmes.

J

- N
(Key highlight

Offering a comprehensive and localised benefits
package is essential for fostering employee
engagement and loyalty in the Netherlands. Employers
in the Netherlands prioritise comprehensive benefits
packages to attract and retain top talent, with a
strong emphasis on financial security, health, and
work-life balance.

O
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Customer success story

c'wna)

How Ciena used global benefits tech to support
global operations and growth

The objectives:

Create a modern and consistent user
experience globally: despite being a leading
global software and networking systems
organisation, Ciena relied on outdated tech,
spreadsheets and manual processes to
administer benefits across 35 countries.

Reduce manual administration for the
benefits team; this was taking up days
of their time each month.

Make it easier to onboard new 3
employees — previously many were
waiting weeks to access benefits

The strategy:

Working with Benifex, they created Circuit —

an automated self-service portal that removes
manual processes and delivers a better employee
experience for Ciena’s tech-savvy employees.

The platform offers a smooth, modern and
consistent experience across all regions with

a single global look and feel. With employees

at Ciena often moving to different countries to
work, Ciena wanted a consistent look and feel.
This meant if someone was working in the UK
and moved to India, the benefits platform would
still be familiar.

e N
000 C )

and the approach was disjointed.

Ciena successfully streamlined their benefits process,
transforming the employee experience. Prior to
Circuit, employees and HR would struggle to find
information internally. Now, it's created a modern,
self-service environment, leading to a significant
saving in reporting of at least five hours/month.

With all the reporting in Circuit, there’s no risk of
human error, improving integrity/security of the data
— and providers and brokers receive timely reports.
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ciena Benefits Circuit

Benefits
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(The results

/

75% of employees engaged
with benefits at UK annuall
enrolment. annual enrolment reporting.

AN

f/.
-

70 hours per year saved just
from removing the manual UK

~

-

f. )
— 90% drop in enquiries
cas— to the Ciena benefits
D
team — from 10% of
employees to just 1%.
\ J

~

79% of employees logged in
at launch of Circuit in Spain
— the platform has been a
global success.

.

J

-

%

94% of UK employees shared
positive feedback regarding
the tool's navigation, and 94%
shared positive feedback
about the information within
the tool.

~
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METRIC: ABSENTEEISM RATES AND EMPLOYEE OUTPUT
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6 Productivity
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Benefits are a tangible way of improving employee
wellbeing — especially during crisis situations like
covid-19 or the cost-of-living crisis — and boosting job
satisfaction, employee engagement, and productivity.
Indeed, in our research report, HR and Reward
leaders reported their top goal for employee benefits
is to improve productivity and profitability (this was
rated top alongside building loyalty).

Benefits like private medical or health cash plans
can be vital in reducing employee absence and
sickness, and wellbeing-related benefits and
resources can also help prevent employees from
reaching a crisis point. Employees themselves point

to the importance of benefits that support their
wellbeing — 92% of employees say it's important
their benefits support their mental health and
emotional wellbeing.

of employees say it's important their
benefits support their mental health
and emotional wellbeing.

It should almost go without saying that healthy and
happy employees are the foundation of sustainable,
resilient and high performance organisations. But
there’s also plenty of data to back this up.

A 2024 study concludes that “employee benefit
schemes have significant influence on job
performance and satisfaction.” Similarly, case studies
in Finland reinstate the fact that employee benefits
are critical for maintaining a motivated workforce.
And in South Koreq, a five-year study found that just
a one unit increase in employee benefits leads to an
8% increase in employee productivity.



https://benifex.com/report-the-expectation-exponential?utm_source=flipsnack&utm_medium=owned_content&utm_campaign=gl_cont_2024_exponential_research_report&utm_content=gl_cont_2025_metrics_that_matter_report
https://www.researchgate.net/profile/Rajeswari-Panneer-Selvam/publication/381250617_EMPLOYEE_BENEFITS_SCHEMES_INFLUENCE_JOB_PERFORMANCE_AND_SATISFACTION_AN_EMPIRICAL_STUDY/links/66632a62b769e769191f9394/EMPLOYEE-BENEFITS-SCHEMES-INFLUENCE-JOB-PERFORMANCE-AND-SATISFACTION-AN-EMPIRICAL-STUDY.pdf?__cf_chl_tk=LGKDgVXptc2EMSfm5MSSEm1AkrwIIUsRjquqFzsknkk-1740582905-1.0.1.1-HG4ucnZcAsYVTZQf7xtUNSjBRTdrVMIRJxvgTSqSMHY
https://www.theseus.fi/handle/10024/856738
https://www.researchgate.net/publication/307614260_Disentangling_The_Effects_Of_The_Employee_Benefits_On_Employee_Productivity

Customer success story

The strategy:

Bupa partnered with Benifex in 2023 to launch Creating a seamless experience: Bupa’s new Viva
HOW Bupa tranSformed employee heqlthcq re qnd OneHub, branded internally as ‘Viva Benefits! Benefits platform provides a consistent, user-friendly
We"being benefits, St rengthening their bUSiness. OneHub centralises all healthcare and wellbeing interface, with tools like a mobile app for wellbeing
benefits, consolidates data across 21,022 global resources and meditation, helping employees
i . employees, and simplifies complex eligibility navigate their benefits effortlessly.
The ObjeCtlveSZ requirements, delivering a modern and inclusive

experience. (( \\ \
Before 2022, only 35% of employees had access -
Launching ‘MyHealthcare’ and the ‘MyHealthcare

~—
to a full portfolio of healthcare benefits, while a m
Allowance’: Bupa created a fully funded healthcare w Q

further 30% had minimal or decentralised options.
product, combining their private medical insurance,

Bupa wanted to:

health screening, and cash plan products. Working
with the ‘MyHealthcare’ product, Bupa introduced
a £350 annual ‘MyHealthcare Allowance’ that lets
employees choose tailored options, like dental check-
ups or health assessments, and even qift health
benefits to dependants.

Engage and support care-home
workers to reduce reliance on agency
staff and improve employee retention.

( )

Engaging frontline staff: To reach hard-to-engage
Ensure all employees had access to 3 workers, Bupa deployed on-site Employee Health
essential healthcare and support, Simplify and centralise the benefits Benefits Advisors to run roadshows, platform
reflecting their mission of helping people system, making it easier for employees demonstrations, and distribute engagement packs
live longer, healthier and happier lives. to understand and access their options. with posters, brochures, and scavenger hunts. \\

N\ J
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(The results

)

-

g

Bupa pledged to plant trees
for the first 2k logins to the
new benefits platform within
the first two weeks. Hitting

this target by 11:30 on launch
day, they achieved 3,913 logins
and have now reached 18,834
unique logins overall (79% of
employees have signed up)!

7197

SIGN UP

-

(—|—|j
MMM
1,000 | MM~
S eqeq 4
1,000 appointments across
GP, physio and mental health

practitioners were booked in
the first year.

~

47% of employees
submitted a
voluntary benefit.

(42,
OPT IN

427, of people opted-
in to the Allowance
this year, compared

to 28% last year.

~

\ /L
4 N\ [ )
297, 47, = 2023
|N 2023 Attrition fell =
from 29% 37 =2024
¢ in 2023 to
247 in 2024;
the industry /
o standard is 277%. Employee sickness absence
24 A t - felll:ro:ln 47 in 2023 to 3%
IN 2024 in 2024.
- NG /

44



(2 () (¢) (9) (9) (0) (9) () (0 (@)
2 () (¢) (9) (9) (¥) (9) () (0 (@)
2 () (¢) (9 (9) (¥) () () (@) (@)
2 () (¢) (9) (9) (2) (9) () (0 (@)

Lol L L L L1

H—— GENDER PAY GAP +—

22%, —

METRIC: Z OF EMPLOYEES DECLARING THEIR
PROTECTED CHARACTERISTICS

88Y, O DE&I Coverage

NEW PROVIDER BENEFITS

of employees declaring
their protected personal
characteristics.

@ DIVERSITY IN SENIOR ROLES

Diversity, equality and inclusion (DEI) has been
topping the agenda for businesses in recent years
as organisations aim to create an inclusive culture
that welcomes and supports employees from all
backgrounds. But for diversity and inclusion initiatives
to be successful, they must inform, and form part of,
all the experiences that employees have at work.
And employee benefits play a crucial role in this
progress towards inclusion — as benefits are a way
for organisations to demonstrate their values and
mission in real terms.

of HR and Reward leaders
say diversity and inclusion is
a very important area of
focus to improve employee
experience.

of employees say it's
important when evaluating
a hew employer.

Benifex, The Expectation Exponential Report.

\_

~

/

But how do you know if your benefits are serving
your people and furthering your DEI objectives? As
well as reqgularly surveying employees to seek their
feedback on your benefits offering, look to your
wider DEl metrics. For example, after introducing a
broader range of flexible benefits, you might see
that more employees feel comfortable declaring
their protected characteristics or your recruitment
diversity metrics are improving as you advertise
these benefits externally.

To move the needle on DEI metrics through
benefits, companies are thinking about accessibility
(who the benefit is available to) and flexibility

(how can it be applied). This means re-examining
selection processes, eligibility criteria, and
communications to ensure that benefits don't
inadvertently exclude anyone.

And many organisations have started to take a more
personalised approach to benefits that takes into
account the specific needs of different employees,
rather than focusing solely on traditional benefits. For
example, many businesses now offer Menopause
benefits or life-stage health support. And allowances
have grown in popularity as a way to offer
employees ultimate flexibility.
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Customer success story

NATS improved diversity through
menopause benefits and support

The objectives:

-

Address the challenges faced by peri- -‘
menopausal and menopausal women
in a male dominated workforce.

~

Support NATS' goals to: increase the
percentage of women overall and in

leadership roles, and improve retention
and sickness absence of women.

Enable managers

to better support
peri-menopausal
and menopausal
colleagues.

2

Reduce operational and financial costs to the business as a
result of menopause-related sickness. Due to regulations,
ATCOs had to wait for two weeks when changing/taking new
medication and required a letter from their GP. Many women
were waiting weeks to see a doctor, costing the business
c.£7,560 per ATCO for starting/adjusting an HRT prescription.

The strategy:

NATS implemented a comprehensive menopause strategy to address the challenges
faced by peri-menopausal and menopausal women in a male-dominated workforce:

A menopause policy and toolkit
for employees and managers.

A company-funded Menopause
Plan by Bupaq, providing quick
&7 access to a specialist GP who can
prescribe and offer support.

O) Making the Menopause Plan
( )) available for employees’ partners.

Becoming a Period Positive
Organisation, offering

complimentary sanitary products.

NATS launched a ‘one-stop-shop’ digital hub

for menopause-related resources and support.
This includes its Menopause Plan, manager
guidance, policy information, e-learning
modules, webinars, and information about the
Women's Network. This also links directly to their
benefits platform, and external resources.

Communications play a big role in the success

of the strategy — which needed to engage all
colleagues, not just women. The team created a
menopause hub on the intranet, manager-focused
training and quidance, webinars and e-learnings,
line manager guide, and operational guidance.

NATS used internal employee advocates to
promote its Menopause Plan, which not only
helps reduce the stigma by sharing experiences
but also highlights how impactful the Plan is.
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(The results

-

The percentage of women in the
business increased from 27% in
2022 to 29% in 2024, following
years of stagnation (demographic
hadn’t changed since 2018).

~

427,

in 2024

The percentage of women in
leadership roles increased by
1.3% to 42% in 2024 - reflective

of an ongoing upward trend (rising
from 33% at the start of 2019).

Employees feel
confident to
talk about and
seek help for
menopause.

122 colleagues have used the
Menopause Plan since June
2023, and six colleagues have
taken advantage of the self-
funded menopause plan.

J

After launching the Menopause Plan,
the absence rate for women over
35 dropped by 2.7%, and absence
length decreased by 12%, when
comparing the 17 months prior to
launch and the 17 months post launch.

-

~

|

Since launch,
NATS has 25x
more referrals/
queries to OHS.

J
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METRIC: % OF BENEFITS THAT ARE SUSTAINABLE

8 sustainability

How many of your
benefits are sustainable?

@@@ Sustainable benefit providers

\
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Benefits are increasingly seen by both employers
and employees as a way for people to live the
organisation’s values and support ESG goals. In fact,
the way an organisation approaches sustainability
can be the difference between an employee
staying or seeking an alternative employer with a
better culture fit. In the same way that consumers
switch, avoid or boycott brands because of their
eco credentials, employees too are looking to the
sustainability story within employer brands when
choosing who they want to work for...

of employers say benefits can
help align employee values with
organisational purpose.

of employees say sustainability
is important when choosing a
new employer.

As well as offering more green benefits for
employees (such as EVs, tree planting, charitable
giving and green pension options), employers are
also looking at benefit providers to assess their
sustainability credentials.

For example, HR and Reward leaders are looking
at whether the provider is aware of their carbon
emissions, what they’re doing to reduce their
carbon footprint, the business’ impact on the local
and global community, and how they’re becoming
a greener business.

And, importantly, companies are placing greater
emphasis on how they communicate with
employees about sustainable benefits. Forward-
thinking employers are consolidating messages
around benefits on the benefits platform to show
the impact of their ESG strategy — on their people
and the planet. They’re ensuring employees are
aware of sustainable initiatives, the impact of
selecting these benefits, and how to take action.

For green benefits where results can easily be
quantified, share the results with employees to show
the impact they’re having through their benefits —
for example, how many trees have been planted?
What's the carbon emission saving tied to the
benefit they’'ve selected?




Customer success story

How ScottishPower alighed benefits with

their Net Zero goails

ScottishPower only generates renewable electricity;
all their domestic green tariffs are backed by 100%
green electricity, made on windfarms in the UK. On
a mission to help customers live greener lives, they
want to help the shift to low and zero carbon modes

of transport — and they wanted to reflect these goals

by helping their employees live more sustainably.

53

The objectives:

Aligh employee benefits, technology and
communications with ScottishPower’s Net
Zero godils, as a principal partner for COP26.

Improve the employee experience. Enable
employees to easily access everything their
organisation does for them in one place,
support the company culture, and help
employees get more from their benefits.

2

The strategy:

Supporting their commitment to tackle climate
change, ScottishPower introduced new benefits

and enhanced existing benefits to help employees
live the corporate values. This innovative scheme goes
far beyond what most organisations do from a CSR
perspective. Some of the benefits available include...

Salary sacrifice electric vehicles (EV) with Tusker
— fully electric vehicles only, to 100% align with
ScottishPower’s net zero goals.

EV loan scheme — gives employees an interest-free
loan of up to £4,000 towards the purchase of an
electric vehicle.

EV grant scheme — employees can obtain a
grant (up to £6,000) for applying for sponsorship
to their EV.

Power Me — (worksite EV Charging Scheme) and
discounts on EV home chargers.

Cycle to work — voucher value increased to £3,000
so employees can use it to access electric bikes.

Public transport season ticket loans & First Bus
discounts — supporting use of public transport.

Pension scheme ESG — employees can now opt for
four green investment funds.

Smart Solutions employee discounts, Technology
vouchers, and Perks at work — giving employees
access to deals on sustainable technology.

Count Us In website — encourages employee pledges
to reduce personal carbon emissions, earning points
for their department on the leader board.

Payroll giving — promoting tax efficient charity
donations to climate action/sustainable charities.

Trees with Benefits — every time an employee
chooses a Benifex Marketplace benefit, a tree is
planted in a dedicated forest in Nepal.

Using OneHub as a central home for everything they
do for employees has given ScottishPower greater
scope to promote important benefits, like pensions,
which are receiving increased attention because
the information is more easily accessible through
Single Sign-On.
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Silver Award Winner 2023

More for you

“

(The results

)

-

tonnes saved
of co2 emissions.

460 tonnes of
CO2 emissions
saved, with

230 petrol/diesel
cars off the

road (due to EV
selections).

g

.

369%,

3697 increase in members visiting PlanViewer
to review their investment choices after launch
of the four new ESG pension funds.

J

J

.

-
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300 trees planted as a result of Marketplace
benefit selections by ScottishPower employees.

-

in OneHub logins
from 2022 to
2023.

/ 1in 3 employees

~

1367 increase

now Visit the site

o

monthly.

J
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METRIC: REVENUE

The ultimate
. Metric: Profitability
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Employers who offer more highly sought-after benefits also
tend to be more profitable. Not only do many of the other
metrics we've explored in this report play into organisational
profitability (benefits improve employee engagement and
retention, reduce turnover and sickness, move the needle on
sustainability and DEI etc), but there’s lots of evidence that
shows the more non-monetary benefits an employer offers,
the larger the improvement in their firm’s wealth.

A study on the profitability of 20 companies listed on

the National Stock Exchange over ten years finds a
“significant relationship” between employee benefit costs
and company profits; employee benefits costs positively
impacted company profit.

But this data shouldn’t come as a surprise. Employee
benefits — and how they are delivered — are a clear
reflection of what employers think of their people. Your
benefits strategy should demonstrate how employees are
valued, cared for and protected. When employees feel
valued and supported, they deliver better experiences

for customers (driving customer loyalty), become more
productive, and create a positive cycle that ultimately
improves the bottom line.

To make the greatest impact, it's essential to be able to tell
your benefits success stories to your executive team; the
insights we've covered in this report should help you do
exactly that.

CExpert insight )

“Benefits programmes — and the technology
used to deliver them — can be thought of

as ‘high performance systems’ due to the
compelling body of evidence that shows
how important they have become in creating
successful, profitable, and resilient organisations
with great cultures. Indeed, benefits have
emerged over the last few years as the

most effective way for organisations to
communicate their EVP, improve wellbeing,
and support employees.

Importantly, HR and Reward teams are
increasingly able to demonstrate the strateqic
impact of benefits on business success — and
show how benefits are moving the needle

on the metrics that we explored in this report.
Given that one of the top priorities for benefits
teams will be to secure funding amid tightening
budgets, being able to demonstrate the true
value of benefits is imperative.”

Gethin Nadin

Award-Winning Psychologist, Bestselling HR
Author and Chief Innovation Officer, Benifex
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Hello! We're Benifex

Connect, shape, and deliver your employee
experiences in one place.

Benefits

Run, manage and
administer engaging
employee benefits.

Discounts

Help employees’
money go further
with everyday
savings.

59

Book a demo

Wallet

Make anything a benefit with

card-based allowances.

Wellbeing

One home for all your wellbeing resources.

Reward &
Recognition

Shine a light on the
incredible things
happening across
your organisation.

\%
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benifex.com
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