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Disclaimer

This seminar is of a general nature and is not
a substitute for professional advice. No
responsibility can be accepted for the

consequences of any action taken or refrained
from as a result of what is said.



What's just around the corner? Smith &
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Transformation in action Smith &
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But | am almost
a butterfly...

HikingArtist.com



5 reward hot topics for 2013 Smith &
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1. Get aligned - you need
to be in the zone!

2. Innovative design

3. Education, education,
financial education

4. Personalise for me

5. Benefits - tell me more... S



Check your alignment Smith &

Williamson

Performance

Vision
and
values

Engagement




Vision example 1 Smith &

Williamson

e "To refresh the world;

e To inspire moments of optimism and
happiness;

e TO create value and make a difference”
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Vision example 2 Smith &
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“We help people to live better for longer.”



Vision example 2

“We help people to live better for longer.”

@ Department
of Health




Vision example 3 Smith &
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“To be the leader in style, performance,
quality and personality.

To be a sustaining business that is exclusive
and visible.”
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Vision example 4 Smith &
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“"Bringing the best to everyone we touch.

By "The best", we mean the best products, the
best people and the best ideas.”
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Vision example 5 Smith &

Williamson

“To explore strange new worlds, to seek out
new life and new civilisations. To boldly go
where no man has gone before.”
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Finding the golden thread Smith &
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Strategy Behaviours Reward
and goals and and
outcomes recognition

Vision and

VEIES




Turning all this into reality -

Smith &

2013 experiences Williamson

Agri-foods client — major business
transformation programme

Board and executive commitment to
change, led by executive working group

New vision and mission, setting
extremely high standards and
requirements

“Get on the bus” programme to
communicate to staff
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Turning all this into reality - |
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e« Major UK law firm
Client

retention
and service

Financial

e Aligning partner reward performance

to key business drivers

e Signposting behaviours
and outcomes, and
agreeing core standards

« Move away from pure

s Managing Developing
billing measures to talent and future

balanced scorecard teams business
approach




2. Innovative design

o Analyse your workforce and identify key
groups/career stages/life stages

o Design reward offerings to fit those needs

e E.g. working parents, young people leaving
home, 24/7 work patterns



2013 example - business
support team Williamson

e ‘golden cage’ of
flexibility

 Holding on to
working parents
mid-career

e Blended package of
conditions and
benefits




3. Financial education Smith &
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e Help me understand my
pension choices

e Help me understand my
risk profile

« Help me plan ahead

« Help me avoid paying
twice




2013 example Smith &
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e« South West large
housing association

e Financial education
sessions for all staff to
explain how you put
together a pension and
what you earn in
retirement

o« Guidance on state,
employer and private
pension and asset values



4. Personalising reward choices

e« '‘My Reward’

e Mixing baseline
benefits and
personal choice

e Learn from
consumer marketing

o Easy technology
tools to support



5. Improve uptake through great

Smith &

communication Williamson




2013 example — Welsh medical .
fl rm Williamson

e 300 employees in 5
countries

e New Group structure and
branding

e Individual menu, with new
additions every year

e Non-financial choices are
key to success




Housing sector requests Smith &
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e Pay positioning
e« Moving to spot salaries

e Improving value of
benefits spend

« NC payments for
performance

o Better performance
management




To Do List Smith &

Williamson

« Check your reward alignment?

« Think and act on innovative
design of reward packages?

e Educate on financial decisions?
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o Introduce more personal
choice?

o Invest in communicating
reward?



Contact details Smith &
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Rachel Stone
Partner, Head of HR Consulting

Smith & Williamson LLP

Tel: 0117 376 2066
Mob: 0782 505 3614
rachel.stone@smith.williamson.co.uk
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These notes have been produced for the guidance of
delegates at the conference for which they were
prepared and are not a substitute for detailed
professional advice. No responsibility can be
accepted for the consequences of any action taken
or refrained from as a result of these notes or the
talk for which they were prepared.
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