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The traditional approach to rewards, with high
fixed costs and rigid benefit options, may have
worked in an earlier era of command and control

management.Today, however, employees and
employers alike value a holistic approach to rewards
design and implementation – one which engenders
the right behaviors to build a truly adaptive enterprise.

A single definition of total rewards doesn’t exist,
nor should it. Because an integrated rewards system
should aim to deliver the right behaviors and
attitudes that drive the business forward, there’s no
single framework. However, a total rewards approach
to compensation and benefits design should
encompass financial, non-financial and
environmental factors.

Vicky Wright, head of performance and reward
consulting at Ernst & Young, identifies the forces
conspiring to push total rewards to the top of the HR
and compensation agenda:
• continued competition for skilled talent;
• the challenge of engaging young – and highly

mobile – knowledge workers;
• tightening budgets and the rising pressure to get

better value-per-dollar out of salary spend.

As she explains, “There’s every evidence that
organizations who work to design and implement an
integrated employment offering – one that has
financial and non-financial elements – see the pay-
off in terms of attraction, retention, and motivation.”

Facing the communication challenge
Total rewards is about the communication of value
and the understanding that value comes in tangible
and intangible forms. Some companies issue a total

Here, Claire Leheny talks to leading practitioners and consultants about how they are taking total
rewards beyond an idea, and creating a truly strategic practice that drives business performance.
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rewards statement – a summary of the total
compensation, benefits, and work experience
elements – to employees on an annual basis. But the
work of educating and informing the workforce about
their rewards should be evolutionary and ongoing.

“Communication is everything – and yet so hard
to do,” reflects Tim Wilson, compensation and
benefits director of the UK-based bank Lloyds TSB.
He should know. Wilson has spent the last several
years – ever since the merger of Lloyds and TSB –
trying to change employees’ attitudes and
expectations about rewards. This has meant
approaching communication as a process. It’s about
education and negotiation, working with employees
to recognize that they control their financial future
and can create a working environment that best
suits their needs.

And in January of this year, his team rolled out a
flexible benefits package branded “Flavours” that
comprises 13 core options to 80,000 staff in the UK.
The communication plan? “Our approach was to
drip-feed information and put teasers out for nine
months prior to launch. This steady trickle created a
buzz and meant people were eager for the whole
story when we introduced it.”

Stakeholder involvement in change initiatives is
key. For many companies this includes negotiating
reward terms and conditions with trade unions – a
process that tends to act as a deterrent. But,
according to Alex Lewis, head of HR at Airbus,
“Too many people blame unions for being the
reason for not changing reward schemes. This is
more often than not an excuse.”

“I’ve never met a group of union members,
who – when given a really forward thinking and
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My organization has recently
developed a new work-life balance
program. How can I most effectively
communicate our work-life balance
initiatives to employees?

Barbara Holmes is managing director of
Managing Work | Life Balance – a
consultancy that provides Australian and
Asia Pacific organizations with effective
work/life strategies. She offers the
following advice:

Some of the most common issues to be raised in work-life surveys
are that staff don’t know what options are available, or how to
access them. Our experience would suggest that what is needed
is an ongoing and multi-focused approach that will reach staff at
all levels of the organization in a way that can be easily accessed
and understood. A successful communication strategy should
focus on the following:

#1. Get executive support.
Buy-in and commitment to work-life strategies from senior
managers and executives is vital. Encourage them to become role
models for work-life balance. This sends a very powerful message
to employees.
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#2. Promote work-life strategies as a business issue.
Make the link between work-life programs and the business
strategy to attract and retain talent, encourage their use of
discretionary effort and provide a high level of service to internal
and external clients. Use internal data to support your case and
promote the advantages at every opportunity.

#3. Draw on the existing management structure.
The importance of face-to-face communication cannot be
underestimated. Where there is a system of team briefings or
meetings, encourage leaders to brief staff about work-life
policies and programs on an ongoing basis. Work-life issues
should be included in work or project planning sessions so that
employees’ needs, such as school holidays and childcare, can be
dealt with cooperatively within the team.

#4. Use a variety of methods.
Use as many forms of media as possible to spread your message –
these can range from booklets, newsletters and posters to the
intranet. It should also feature in induction and training
packages. Not everyone will want to access work-life options
immediately, but as requests arise people will need help and
should know where to find information. Lastly, evaluate your
communication strategies regularly and use the data to update
your approach.

For more information see www.worklifebalance.com.au
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