EMPLOYEE BENEFITS AWARDS 2012
ENTRY GUIDELINES FORM


Category 16. Most effective benefits communications strategy for employers with fewer than 5,000 UK staff
NB: This entry will be judged solely on the communications material submitted to support this entry rather than the benefits strategy these supported.

The winner of this category will be awarded for an effective and innovative approach to benefits communications; be it through face-to-face, print, social or digital media. Your campaign could have been for a one-off benefits promotion or a whole benefits package; ultimately it will be judged on how appropriate and effective it was. The judges will be looking at:

· what media was chosen and why

· the costs involved

· who put the communications strategy and materials together, for example, was this done by an internal team or external provider?

· why the media and strategy were appropriate for your workforce

The word counts are simply a guidance, but the overall word count on this document must NOT exceed 2,000. Entries which exceed 2,000 words will be disqualified.  

Judges will view also media submitted to aid in marking entries.

Please provide the following information:

	1. Name of employer

	


	2. Name of the entering provider/adviser (if different from employer)

	


	3. Title of strategy/scheme(s) (if it has a specific title, otherwise leave blank)

	


	4. Implementation date(s) of strategy/scheme(s)

	


	5. Business/industry sector of employer

	


	6. Size of employer (number of staff; split by permanent and temporary if relevant)

	UK:                                                Globally:


	7. Location(s) of employer that are relevant to this entry

	


	8. Job profiles and demographics of the workforce that are relevant to this entry. For example, age, gender, diversity, education levels; is the workforce highly computer literate, highly/lowly paid, widely dispersed, etc?

	


	9. Strategy (Guideline length: 500 words)

In this section you should explain: 

· what benefits were communicated and how. For example, did you use presentations, direct mail, posters, email, total reward statements, intranet, video etc
· the objectives you set for the communication strategy; 

· the thinking behind why you adopted particular communications strategies, methods and media 

· why the strategies, methods and media were appropriate for both the task at hand and your workforce
Please supply examples (or links to online) so judges can view the communications.
	Judges’ Marks

Max. 10 points

	
	


	10. Innovation (Guideline length: 500 words)

How innovative is your benefits communications strategy? 

This is where you can demonstrate how your strategy is different to those of other employers generally or those within your industry sector and/or how it represents a new departure for your organisation. How does it demonstrate compensation and employee benefits best practice in relation to communication?
	Judges’ Marks

Max. 10 points

	
	


	11. Results (Guideline length: 500 words)

How successful were you in achieving the stated objectives of your communication strategy? 

Here you need to demonstrate two aspects:

· How successful the campaign itself was, for example (depending on what media you used), how many people responded to the media, how many emails were opened, what were the page impressions rates, how many attended workshops etc
· How the communication strategy helped impact the particular benefits plan being promoted. For example (depending on your objectives), take-up rates of particular benefits or increased employees’ knowledge and appreciation of the benefits package
Please state actual figures, not just percentage changes.
	Judges’ Marks

Max. 10 points

	
	


	For Judges’ use – Total Marks (Max. 30 points). 

	


