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So what are you expected to achieve?

Attract & 
retain quality 

people 

But keep costs 
as low as 
possible

Provide a 
competitive 

benefits package

Not much really……



And if this wasn’t challenging enough employees 
have different benefit needs over time

Generation Y/ Millennials

income
20 30 40 50 60 70 80 90

Rapid pay 
increases

Dual income
Possible 

loss of one 
income to 
look after 
children

Both partners 
in full time 

work?

Working patterns more 
dictated by choice 

rather than necessity?

People are living longer, how 
much longer – 50 years from 

today?

Student debt

House 
purchase

Child-raising costs Higher 
education costs

Keep working or 
work differently?

Long-term care 
needs Optimising 

inheritance

30 
to 
42

18 
to 
29

43 
to 
60

60+

Generation X Baby Boomers Matures/ Traditionalists
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I want my employer to 
provide a set of core 

benefits combined with a 
range of non core benefits 

which I can use a cash 
allowance to choose from

“Help Me Do It”

I want my employer to 
provide a core set of 

benefits

“Do It For Me”

I want my employer to 
provide me with a cash 

allowance and 
information which 

allows me to choose 
benefits which suit my 

personal circumstances 
and lifestyle

“Leave Me To It”

Options tailored to meet members needs instead 
of having to accept whatever core benefits happen 

to be made available by the employer

However some good news. 
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So what benefit trends are prevalent across Europe?
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Your Future Benefits Communication Framework
Needs to be well-communicated, creates value & grows with you 

Developing passionate, 
high-performing workforces
Developing passionate, 
high-performing workforces

See

Believe

Belong

Make your HR programs 
tangible, compelling and 
connected.

Create lasting behavioral 
change by inspiring your 
employees.

Foster a sense of 
belonging with the  
employment brand.
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Benefits 2.0
2013

Only offer 
benefits where 
there is a link 
to business 

value creation

Provide core 
benefits but 

outsource all 
others

625 March 2013

Towards Benefits 3.0

The future
employment 

world will
be very 
different

Benefits 1.0
Now

Employees savvy 
but needs differ

Employee ‘choice’
manages historic 

structure
Expensive for 
unclear value

Benefits 3.0
2017

Basic pay
funds current 

lifestyle
Benefits are used 

to build and 
protect

future lifestyle
Invite employees 

to contribute

Employee 
and employer 
agree on risks

Work-life 
flexibility

Focus on 
wellbeing
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Is your benefit programme helping the business achieve its 
strategic goals?

Do you know how your benefits are perceived by your 
employees?

Can you do better for less cost?

Are you delivering choice and quality? 

Do you need to re-determine your benefits criteria and 
measures for risk, value and cost?

Can your organisation 
make the change?
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