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W ith the economy restricting 
salary increases and some-
times forcing decreases, 
companies want employees 

to focus on “the rest” of what they o! er.
Bene" ts are at the top of that list, of 

course, and employees value them more 
now than ever. But, even with the COBRA 
subsidy shining a spotlight on the cost of 
medical bene" ts, it remains a challenge 
to get employees to understand the full 
investment their employer makes in their 
bene" ts. # e two most powerful ways to 
do that are to get employees to use the 
programs and to show the numbers. 

Get them to use the programs
Ironically, the employees who value their 
bene" ts the most are not necessarily the 
ones with the most generous coverage. 
# ey are the employees who use their 
bene" ts. A modest bene" t program that 
is actually used is always going to be per-
ceived as more valuable than a really rich 
plan that’s not relevant or helpful. 

But, getting the attention of employ-
ees and their families takes work through-
out the year. You have to frequently 
remind them about what is available and 
make it ridiculously easy to take action 

— especially when promoting typically 
under-utilized programs like the EAP or 
wellness bene" ts. 

Encourage employees throughout 
the year with simple reminders about 
how and why they should be using their 
bene" ts. For one client, a “10 Often-
Missed Bene" ts” $ yer did the trick. 

We looked at 10 valuable but under-
used programs and listed them not by the 
program name, but by the problem they 
were solving. “I need to lose 20 pounds 
before my high school reunion” and “I 
want to quit smoking” were more attrac-
tive headlines than “" tness program” and 
“smoking cessation.” # en, we described 
the bene" t in about two sentences and 
told employees in simple terms how to 
enroll or use the program. # is was one of 
the top downloads on their bene" ts Web 
site. 

Always think about the value of the 
program from the employees’ perspective 
and what distinct action or behavior you 
want employees and their families to take. 
Here are a few examples:

Promote preventive care with tips 
on recommended screenings and a list of 
top providers, or link to your health plan’s 
provider directory. 

Key action: make a doctors appoint-
ment.

Remind employees about wellness 
programs by giving simple examples of 
how to use the programs with a link to 
sign up or enroll. 

Key action: sign up for a class or 
enroll in a program.

Help employees understand volun-
tary bene" ts with simple explanations of 
the plans and links for more information.

Key action: attend a meeting or go 
online to enroll.

Explain all the ways the EAP can 
help (well beyond counseling) and link to 
resources. 

Key action: call the EAP or go online 
for information.

Promote on-site resources or dis-
count programs by showing the ways they 
can save employees money. 

Key action: use the on-site facility or 
sign up for the discount. 

Show the employer and the 
employee contribution
Many companies let employees know the 
percentage of payments they pay — “We 
pay 85% of premiums.” — but never reveal 
the actual number, which speaks volumes. 
At new-hire enrollment, during open 
enrollment and during mid-year changes, 
show both the employer and the employee 
contribution.

Likewise, if your clients have a print 
or online total rewards or total compensa-
tion statement, remind employees that 
it is out there and how to “add up” the 
employer’s investment in bene" ts. # ese 
can be great tools for managers too, who 
are undoubtedly having tough salary 
conversations this year.  EBA
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Used bene" ts are valued bene" ts 
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Employees value benefi ts more now
Health and retirement benefi ts are one of the most important factors in retaining loyal employees. 
MetLife’s 7th Annual Study of Employee Benefi t Trends shows that health, retirement and other insur-
ance benefi ts are an important factor in employee loyalty, much more so than last year. At the same 
time, advancement opportunities and company culture have decreased in importance from last year.
 

ALSO IMPORTANT:

Source: MetLife

expressed concern that their 
employer may reduce their 
benefi ts in response to economic 
pressures.

41% 51% 33%
of surveyed employees con-
sider workplace benefi ts to be 
the foundation of their personal 
safety net. 

of employees now report 
that they obtain most of their 
fi nancial products through the 
workplace.


