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Simply put, we make Health Savings Accounts easier. 
Employees get a simple app to manage everything and one 
card to pay for it all – without bank-style fees. Plus, it’s all on 
one platform, so it’s easy for you to manage. And because we 
help shape the future of benefits legislation, you’ll always know 
what’s next. 

Get a free guide to choosing the right HSA vendor: 
visit wageworks.com/5tipse

© 2018 WageWorks, Inc. All rights reserved. 

4570 (201901)

We won’t tell you which 
HSA provider to pick.
We’ll just tell you why it should be us.
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From the Editor

Take my health insurance — please

Employees will never appreciate the health benefits their companies offer them if they don’t understand them 
or struggle to navigate them during some of life’s most difficult times.

Contact: kathryn.mayer@sourcemedia.com or 
@mayereditor

A recent medical crisis 
— which included eight 
days in the hospital, doz-
ens of doctor visits and 
prescriptions for medica-
tions (not to mention diag-
noses!) I couldn’t pro-
nounce on a dare — has 
me both loathing and lov-

ing my benefits more than ever. 
I probably shouldn’t admit this, being the editor 

of a benefits publication and all, but here it is: 
Sometimes I just really can’t stand the whole thing. 

Maybe it’s because of the dozens and dozens of 
explanations of benefits notices I’ve received in the 
mail that read like a mild threat designed to put the 
fear of God in you: “You owe $100,000 for part one 
of your hospital stay! Just kidding! But seriously, 
we’ll hit you up later with some arbitrary amount 
that you still need to pay!”

Maybe it’s because I’ve found billing mistakes 
that I had to spend time calling to correct. Maybe 
it’s because I had trouble getting in touch with any-
one — from people at my company to the insur-
ance company to the doctor’s office — around the 
holidays to navigate it all. Maybe it’s because the 
hospital billing people chose the most opportune 

time (when I was barely conscious) to come in to 
collect pay. Maybe it’s because earlier this month I 
went to get a follow-up CT scan, only to be told 
when I walked in that my insurance company hadn’t 
approved it yet.

Sometimes it just makes you sick and tired of the 
whole process — especially when you’re very sick. 
And very tired.

It’s no wonder that pretty much everyone is frus-
trated with health insurance. In fact, employees say 
they would rather talk to an ex, scrub their toilets or 
walk across burning hot coals than even look at 
benefits materials or choose a health plan (so finds 
surveys from Aflac).

A lot of that frustration comes down to knowl-
edge, or lack thereof. Because — spoiler alert! — 
insurance is frustrating, anxiety-provoking and con-
fusing. Unfortunately, it only really gets employees’ 
attention when they are knee-deep in medical 
claims. Just 4% of Americans are able to correctly 
define the four terms — deductible, co-pay, coin-
surance and out-of-pocket maximum — that deter-
mine how much they would personally have to pay 
for medical services and drugs they receive under 
their health plans, according to a 2016 survey from 
PolicyGenius.

But while the past few months haven’t been my 

most pleasant to date, my recent medical situation 
reminds me just how grateful I am to have my 
health benefits. (And fairly good ones at that — I 
purchased one of the more comprehensive plans 
my company offers.) 

For this issue, we created a list of 50 companies 
that have made big changes to their benefits pack-
ages in the last year. It’s exciting to see what em-
ployers are doing for employees in a hot job market: 
extended paid leave, adoption coverage and stu-
dent-debt repayment programs, to name a few. 
They’re all great — but let’s not forget the most im-
portant benefit companies can offer: employ-
er-sponsored healthcare coverage. 

Nonetheless, be honest: Your employees will nev-
er appreciate the health benefits you offer them if 
they don’t understand them or struggle to navigate 
them during some of life’s most difficult times. So 
what will you do differently this year?
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There’s a whole world 
out there to see

Blue View VisionSM includes Transitions® 
lenses at no extra cost for kids  
under 19

Did you know 80% of a child’s learning comes 
through their eyes?1 That’s why having the right 
protection for their eyes is important. 

Blue View Vision offers Transitions lenses for kids at 
no extra cost. They block 100% of harmful ultraviolet 
rays, and 20% of harmful blue light indoors and over 
85% outdoors. Plus, they reduce glare.2  

Don’t have Blue View Vision for your company?  
See what you’ve been missing. Contact your  
broker or Anthem sales representative today, or  
visit anthem.com/specialty.

1 Visionandlearning.org, What is vision? (accessed May 29, 2018): visionandlearning.org.
2 Transitions® Lenses & Harmful Blue Light Technical Notes, 2016.

Transitions is a registered trademark, the Transitions logo and Transitions Light Intelligent Lenses are trademarks of Transitions Optical, Inc. used under license by Transitions Optical Limited. 
©2018 Transitions Optical Limited. Photochromic performance is influenced by temperature, UV exposure and lens material.

Anthem Blue Cross is the trade name of Blue Cross of California. Independent licensee of the Blue Cross Association. ANTHEM is a registered trademark of Anthem Insurance Companies, Inc. 112684CAEENABC 01/19
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fice from time to time.
“Pretty much any day is a bring-your-kid-to-

work day,” he says. “It’s pretty typical to have kids 
in the office.”

Arntz gave birth to her son, Jude, seven months 
ago. After taking maternity leave, she returned to 
the office with her newborn. Initially, she was ner-
vous about bringing him to work.

“I was worried he was going to be crying in 
meetings,” she says. “There was so much anxiety 
around that.”

Since she has returned to work, though, col-
leagues have not treated her any differently, she 
says. Balancing her work with taking care of her 
son can be tough, she admits, but the company has 
been supportive.

“Even if the baby was crying and I was bouncing 
him, they’d still be looking at me in the eye and 
engaging me in conversation,” she says.

Employers like Canopy are beginning to recog-
nize the value of adding family-friendly benefits 
with many beefing up paid parental leave, breast 
milk shipping and free babysitting services. For ex-
ample, dozens of companies including Bristol-My-
ers Squibb, CVS Health, Dollar General, Eataly and 
General Mills made changes to their paid parental 
leave benefits in 2018. Meanwhile, Home Depot, 
Trip Adviser, Vox Media and Pinterest added breast 
milk shipping benefits, and Starbucks began offer-
ing subsidized child care as a benefit.

In addition to its maternity and paternity leave 
benefits, Canopy has a flexible paid time off policy 
that allows new parents to work from home. The 
company also has separate mothers’ and fathers’ 
rooms in the office, and provides new parents with 
a gift of diapers, clothes, baby care products and 
gift cards.

Avarell says offering family-focused benefits is a 
good way to retain employees because it shows 
workers that they are supported at home and in the 
office. It’s a part of Canopy’s culture that he hopes 
to maintain long-term.

As for Arntz, the benefits have played an integral 
part of her staying at the company.

“The company has invested in me for a reason,” 
she says. “They want to retain me.”  EBN

When recent college graduate Hanna Arntz first 
interviewed for a job at Canopy, a Utah-based 
startup that develops practice management soft-
ware for accounting firms, the recruiter asked her 
about her long-term career goals. 

Arntz wasn’t sure about what she wanted, but 
she was sure of one thing: She wanted to be a 
mom.

The recruiter told Arntz that Canopy was devel-
oping benefits for pregnant and working mothers. 
Arntz was interested, and accepted a position at 
the company in 2017. She is now a talent acquisi-
tion manager, a role that allowed her to witness the 
company’s development of family-friendly benefits 
firsthand.

“We had a lot of focus groups for parents within 

Canopy to understand what parents need in the 
workforce and how to retain them, particularly 
mothers,” she says.

Canopy now offers 10 weeks of maternity leave, 
plus a two-week ramp period where parents can 
work part-time to readjust to work. The company 
also offers two weeks of paternity leave. 

In addition to these policies, Canopy has an un-
usual offering: It allows parents to bring their new-
borns in to work every day up until they are about 
6-months-old.

Canopy CEO Kurt Avarell says many of the em-
ployees on the more than 300-person team have 
children, and there is a level of understanding when 
new parents bring their little ones to work. The 
company also welcomes older children into the of-
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Canopy CEO Kurt Avarell says many of the 
employees on the more than 300-person 
team have children, and there is a level of 
understanding when new parents bring 
their little ones to work. The company also 
welcomes older children into their office 
from time to time.

When every day is bring-your-
kid-to-work day

By Caroline Hroncich

A Utah-based tech startup allows parents to bring their newborns 
into the office as an extension of its paid parental leave policy.

Family-friendly benefits

Strategy Session
IN THIS SECTION: FAMILY-FRIENDLY BENEFITS / TECHNOLOGY 

Caroline Hroncich is an associate editor at Employee Benefit News. Follow her on Twitter at @chroncich1.

Caroline Foster (with her daughter, Lilly) is one of the Canopy employees who take advantage of the 
company’s rare benefit that allows workers to bring their newborns to the office.
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Social media platforms aren’t just 
for sharing pictures of your kid or 
funny animal videos anymore. Sites 
like Facebook and Instagram are 
emerging as a way for job seekers to 
find new roles.

While online job boards are still 
the most popular way for employees 
to find new roles, nearly 15% of re-
cent hires say they found their job 
by using social media, according to 
a new survey of more than 500 
workers who started a job within the 
last six months. 

In the report from research firm 
Clutch, respondents say they typical-
ly used online job boards, network-
ing, social media and email newslet-
ters to locate jobs.

“If you have everything on your 
mobile phone — if that’s your enter-
tainment, news, work and commu-
nication tool — why not make it 
easy for people to apply to a job all 
in one place?” says Michael Loguid-
ice, social media coordinator at 
staffing company Labor Finders in 
the survey.

Labor Finders told Clutch that it 
frequently uses Facebook as a way 
to share information about new po-
sitions. Recruiters at the firm will 
host live video streams and send di-
rect messages to candidates as a 
way to communicate about new op-
portunities. 

Clutch says that since many peo-
ple already spend time on social 
media sites, it makes sense to target 
potential workers through those 
channels.

But employers should be cogni-
zant of the type of role they are look-
ing to fill, Clutch says. 

For example, it would make sense 
to look for photographers or design-

ers on a visual platform like Insta-
gram, where you can easily access 
samples of previous work.

While social media may be be-
coming more popular, candidates 
still seem to prefer online job boards 
(41%) and networking (25%) when 
looking for work. Online job boards 
include anything from Monster to 
more specialized sites like Media-
bistro, which is tailored for profes-
sionals in the media industry, the 
survey says. 

Almost all survey respondents 
(88%) say they also use online job 
alerts to locate open positions.

Jenna Filipkowski, head of re-
search at the Human Capital Insti-
tute, told Clutch that she wasn’t sur-
prised that workers favored alerts.

“As a user, it’s a simple way to get 
an email every day or when the new 
job matches your specifications,” 
Filipkowski says in the survey. Online 
job boards are typically the first step 
to discovering open positions and 
from there, candidates may decide 
to take a deeper dive, she adds.

Diving deeper could include 
scouring specialized job websites or 
social media for open roles. 

Some social networks are taking 
advantage of the fact that they can 
play a valuable part in the hiring 
process. 

For example, Facebook now offers 
Jobs on Facebook, which allows 
businesses to advertise open posi-
tions to local candidates.

Clutch says it makes the most 
sense for employers to use a variety 
of methods to reach candidates. 
Both digital and traditional methods, 
like networking, can be valuable in 
the hiring process.

“By casting a broad net that in-

cludes a range of channels, compa-
nies can make new connections and 
hire the talent they need,” Clutch 
says. EBN

Caroline Hroncich is an associate ed-
itor at Employee Benefit News. 
Follow her on Twitter at @chroncich1.

Instagram, Facebook emerge as a way
to connect with job applicants

By Caroline Hroncich

While candidates still prefer applying for work via online job boards, social media is unfolding
as an alternate method.
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Pfizer’s cancer huddle include medical care pro-
vider Horizon/UHC and Optum, medical claims 
advocate Fidelity, wellness coach TrestleTree and 
CVS Caremark, for specialty medication concerns, 
the company said during a webcast last year.

Much like a football team, every huddle has a 
“quarterback” who coordinates communication 
between all of the members and makes sure the 
employee’s interests are the first priority. The 
company also has a cancer huddle playbook, a 
document that provides information on the hud-
dle and the company’s benefits.

“Cancer is significant. It’s been our top medical 
condition for the past several years — we see it 
not only on the medical claims side but on the dis-
ability side as well,” says Michele Proscia, director 
of U.S. health and insurance benefits and policy at 
Pfizer. “We know that it has a significant impact 
on our colleagues, whether they’re the member 
going through the cancer treatment or they’re 
supporting a family member or loved one with 
cancer.”

Pfizer would not comment on the number of 
employees that have been in the cancer care hud-
dle or the number of employees who have used 
PinnacleCare.

The huddle of Pfizer’s vendors meets about 
twice a month to make sure they are providing 
employees the best possible care. The company 
also is putting together an onboarding kit for new 
benefits vendors to be added in the future, Proscia 
says.

“It’s important to engage our vendors through-
out the process,” Proscia says. “We wanted our 
vendors to understand how these different organi-
zations work together.”

It’s unclear if other companies have developed 
a cancer care benefits program that is as compre-
hensive as Pfizer’s offering. The pharma company 
worked with the Northeast Business Group on 
Health in the initial development of the cancer 
care huddle program. 

NEBGH CEO Candice Sherman says, to her 
knowledge, Pfizer has been on the “forefront of 
developing and implementing this type of mod-

Anthony Siino considers himself to be a level-
headed person, and as director of regulatory af-
fairs for biologics at Pfizer, one of the largest 
pharma companies in the world, he has to be. 

But when a visit to the doctor in October 2016 
turned into a diagnosis of hepatocellular carcino-
ma — a liver cancer — his normally calm de-
meanor instantly changed.

“I never get frazzled,” he says. “And I was fraz-
zled. I was thinking a thousand miles an hour.”

Siino went from doctor to doctor, confused. 
Eventually, he reached out to Susan Harabedian, 
a physician’s assistant at Pfizer’s corporate office 
in Peapack, New Jersey. Harabedian liaised with 

HR and recommended Siino get in touch with Pin-
nacleCare, a health advisory service that Pfizer 
offers as a benefit to employees who are diag-
nosed with serious diseases to help them better 
navigate their care.

“They like the benefits they work on diligently to 
be used,” Harabedian says of Pfizer’s HR team.

Pfizer rolled out PinnacleCare as a benefit for 
all 30,000 of its workers in October 2016. 

That service is just one piece of what the com-
pany calls its “cancer care huddle”— a group of 
benefits vendors that assists an employee who re-
ceives a cancer diagnosis. 

In addition to PinnacleCare, the members of B
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“We know that [the disease] has a significant 
impact on our colleagues, whether they’re 
the member going through the cancer 
treatment or they’re supporting a family 
member or loved one with cancer.”

—Michele Proscia, Pfizer’s director of U.S. 
health and insurance benefits

Healthcare 

‘They were able to get me the 
best of the best’ care: Inside 
Pfizer’s cancer benefits

By Caroline Hroncich

The pharmaceutical company’s program coordinates with benefits
vendors to help employees who have been diagnosed with the disease.

Disease management

IN THIS SECTION: DISEASE MANAGEMENT
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el,” but other companies may take similar ap-
proaches.

“I think it’s fair to say that other companies 
have brought vendors together to better coordi-
nate benefits and services,” Sherman adds. “We 
hope that the guide NEBGH put together will help 
other companies think about how a huddle, or 
similar concept, might work for them when it 
comes to cancer care for their employees.”

Pfizer brought together all of its healthcare 
benefit vendors for a summit in July 2017, says 
Dr. Miles Varn, chief medical officer at Pinnacle-
Care. Varn says the summit was an opportunity 
to meet with others involved in the huddle to get 
a better sense of how they could individually 
help the patient.

“They brought everyone together in the same 
room, so their other vendors would have a specif-
ic understanding of where we would be helpful for 
the patient,” he says.

Helping employees get better treatment
Brenna Shebel, vice president of the National 

Business Group on Health, says companies that 
provide a second-opinion service and cancer 
huddle to employees are on the 
“forefront” of cancer benefits. 
Cancer is a difficult disease to 
navigate, she says, as treat-
ment plans can vary greatly 
by type.

“Companies that bring in 
outside groups are really for-
ward-thinking as far as sup-
porting employees with a di-
agnosis,” Shebel says.

Cancer huddles also can  
mean employees are able to 
get access to better treatment. 

When Siino was first diag-
nosed, for instance, the doc-
tors he went to recommended 
he get a liver transplant. But 
when he began working with 
PinnacleCare, they told him to 
get a second opinion from a 
specialist in liver cancer — 
something he may not have 
been able to do on his own.

The service referred Siino to 
a surgeon who specializes in 
liver cancer and recommend-
ed he have another procedure, 
called a liver resection, which 
removes the cancerous part of 
the liver instead of the entire 

organ. Siino agreed, and he had the procedure in 
January 2017. It was successful, and so far, Siino 
has had no recurrence of cancer.

“They were able to get me the best of the best,” 
Siino says. 

Varn says there are benefits for patients, par-
ticularly those diagnosed with cancer, to getting 
a second-opinion from a doctor at a research 
hospital, where scientists actively study a disease. 

Varn explains that doctors at research hospitals 
are typically more specialized than those at local 
hospitals and tend to be more aware of the most 
recent research on a particular kind of cancer.

“We’re looking to set them up with an expert 
for their particular problem,” Varn says.

But Pfizer is unique. While some companies 
have made improvements to their cancer bene-
fits over the years, the offerings typically go un-
derutilized. Patients are often unaware that 
these benefits exist, and health plans may only 
learn that an employee has cancer when their 
insurance claims are being processed, according 
to NEBGH research.

Plus, employers often have an extra challenge: 
Employees don’t always understand their benefits 

until they have to. HR might inform workers about 
cancer benefits during open enrollment, but un-
less a worker receives a cancer diagnosis, they 
generally pay little attention, Shebel says.

Shebel says a strong employee network can 
help increase the likelihood that workers will know 
about, and therefore use, their cancer benefit of-
ferings. 

For example, when Siino discovered his col-
league’s son had been diagnosed with cancer 
and was having trouble getting an appointment 
with a specialist, he shared his experience and 
recommended he reach out to PinnacleCare.

Although Siino is no longer actively using Pin-
nacleCare and the company’s other cancer care 
benefits, he still tries to share information about 
them whenever he can. Siino doesn’t think 
enough people at the company know about the 
offerings.

“This stupid disease is becoming more preva-
lent,” he says. “When you have a resource like 
that, it is such a benefit.” EBN

Caroline Hroncich is an associate editor at Employee 
Benefit News. Follow her on Twitter at @chroncich1.
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How 50 companies are 
shaking up their benefits

Free college tuition. Expanded parental leave programs. 401(k) bonuses. Student debt 
benefits. Here’s how Disney, Starbucks, Walmart and more have changed their benefits 

packages in a hot job market.

By Kathryn Mayer

Go ahead and call it the golden age of benefits. 
Employers in droves made changes large and small to their benefits pack-

ages in the past year as a number of factors raised the stakes. President 
Trump’s tax overhaul — which slashed the corporate tax rate to 21% from 35% 
in late 2017 — prompted a number of companies to invest savings into employ-
ee benefits packages. And a hot job market — the unemployment rate hovers 
just below 4%, a 48-year low — is spurring companies to think creatively about 
how to best recruit and retain workers.

“If an employer offers an employee benefit that a job candidate or employee 
values, such as paid parental leave or higher retirement plan matches or en-
hanced health benefits, it can be a deciding factor for which job they want to 
take or whether they bypass a call from a recruiter,” says Julie Stich of the In-
ternational Foundation of Employee Benefit Plans, a nonpartisan group that 
counts more than 8,200 organizations as members. “It’s all about tapping into 
what employees really value.”

From beefing up paid parental leave policies and implementing student 
loan benefits to eyeing up-and-coming offerings — think free college tuition, 
breast milk shipping services and free babysitting services — here’s an inside 
look at 50 companies that have made benefits changes in the last year.

Activision Blizzard
What they did: The gaming entertainment company added a smart crib to 

its benefits package to help tired parents get some more rest. New parents 
receive Happiest Baby’s SNOO Smart Sleeper — a responsive bassinet that 
lulls fussy babies back to sleep with motion and sound while also swaddling 
them for safe sleeping — in anticipation of their newborn’s arrival. The $1,500 

bassinet is on loan to new parents for six months — the time it takes for a new-
born to outgrow the bassinet and transition to a crib — and arrives either 
brand new or refurbished, with everything but the motor and bedframe stripped 
away and replaced. 

Why they did it: The Santa Monica, California-based company says it tries 
to tie its benefits to improved outcomes. Milt Ezzard, Activision Blizzard’s ben-
efits director, says the SNOO sleeper is the safest way to put a baby to bed, 
preventing crib deaths and helping parents sleep for two hours more per night.

Aflac
What they did: The insurance company’s recent benefits changes include an 

increased 401(k) match — from 50% of employees’ first 6% of compensation to 
100% on the first 4% of employee contribution — and a one-time $500 contri-
bution to about 5,400 eligible employees’ retirement plans. 

The insurer also added employer-sponsored hospital and accident insur-
ance plans in addition to its cancer insurance benefit. Previously, the company 
provided a 50% subsidy on hospital and accident insurance plans as a volun-
tary benefit. 

A big investment: Aflac says it will spend about $250 million over the next 
few years in “strategic” company investments, including enhanced benefits.

Anthem
What they did: The health insurer last year contributed $1,000 to the 401(k) 

accounts of more than 58,000 employees and recent retirees, for a total of $58 
million. Full-time, part-time and temporary employees were eligible to receive 
the contributions. Anthem also created 401(k) accounts — and made $1,000 
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investments — for employees who weren’t already 
participating in the company’s workplace-spon-
sored plan. 

Why they did it: The 401(k) change was made in 
response to company savings from the revised cor-
porate tax code.

AutoNation
What they did: The automotive retailer doubled 

its matching contributions to employees’ 401(k) and 
increased its deferred compensation match to 
100% of the first $5,500 early last year. The compa-
ny, which has 26,000 full and part-time employees, 
also introduced a cancer benefit for workers and 
their families. The benefit, which also includes a 
cash payment up to $5,000 for a cancer diagnosis, 
with no limitations on how the money is spent, will 
apply to AutoNation employees starting on their 
first day of employment.

A rare offering: Only a small number of employ-
er-sponsored cancer and critical illness insurance 
plans are fully paid by the employer. In 2017, MetLife 
had more than 1,500 employer-sponsored cancer 
and critical illness plans; less than 5% were employ-
er paid, the carrier says.

Benefitfocus
What they did: The benefits management pro-

vider began giving employees a chance to own a 
piece of the company with a new stock program 
benefit. More than 1,400 full-time employees re-
ceived a one-time restricted stock unit — currently 
valued at about $2,000 — last spring. Employees 
will receive an additional share every three years.

Why they did it: The company hopes the shares 
will help with employee retention and engagement. 
“Associates are more cognizant of how a benefit-fo-
cused company operates from a financial perspec-
tive,” says Jeff Oldham, senior vice president of 
global and institutional markets at Benefitfocus. 
“Folks are going to take greater responsibility be-
cause they are now a shareholder.”

Bright Horizons
What they did: The childcare company imple-

mented a new benefit allowing its 20,000 employ-
ees the chance to earn free associate’s or bache-
lor’s degrees. All of its full-time workers, including 
teachers, can earn a full-ride degree in early child-
hood education at one of four online schools. The 
benefit is administered through EdAssist and covers 
all expenses, including tuition, fees and books, so 
there are no out-of-pocket fees. There’s also no 
waiting period: Bright Horizons employees will be 
eligible for the benefit starting on their first day of 
work. 

Why they did it: Bright Horizons is offering the 
perk as a volley to attract people working in educa-
tion — an effort made especially vital by a decline 

in the number of people pursuing education de-
grees. According to the U.S. Census Bureau, the 
number of people pursuing education degrees has 
declined to just 7.6% in 2018 from 21.6% in 1975. 
That number is even lower for those specializing in 
early childhood education: According to the Na-
tional Center for Education Statistics, early educa-
tion degrees account for less than 3% of college 
degrees.

Bristol-Myers Squibb
What they did: The biopharmaceutical company 

updated its parental leave and caregiver assistance 
policies. It now allows its 12,000 employees, regard-
less of gender or marriage status, eight weeks of 
paid parental leave and 16 weeks of unpaid leave. 
The leave can be taken intermittently. Previously, 
birth mothers could take six to eight weeks of short-
term disability, followed by 16 weeks of unpaid 
leave, and fathers and adoptive parents had access 
to one to five weeks of leave. The program is open 
to all U.S. employees, including hourly workers.

Why they did it: “It’s inclusive of all family sizes 
and reflects the needs of our diverse workforce,” 
says Lisa Goldey, global head of total rewards and 
people services at Bristol-Myers Squibb. “LGBTQ, 
sandwich generation, millennial cohort: all of them 
can and will benefit.”

Broadridge Financial  
Solutions

What they did: The fintech company, with about 
10,000 employees in 16 countries, expanded paren-
tal leave benefits to include all parents, raised the 
company charitable giving annual match to $3,000 
from $1,500, and increased the number of vacation 
days — to three weeks from two weeks — for em-
ployees who have worked at Broadridge for less 
than five years. 

Previously, the company offered nine weeks of 
fully paid leave to birth mothers through a disability 
program and a week of full pay for parental leave.  
The company added an extra five weeks of paid 
leave at 50% pay for all new parents, including fa-
thers and those adopting, on top of the existing pa-
rental leave program.

Whey they did it: The company cited financial 
savings from the GOP tax overhaul, but it also says 
it wanted their parental leave to be gender-neutral 

to engage all employees, not just birth mothers.

Carhartt
What they did: The clothing retailer started of-

fering eligible employees a $50 monthly contribu-
tion toward their student debt, up to a lifetime max-
imum of $10,000. The monthly payments go 
directly to the employees’ student loan service pro-
viders and are applied to principal. The benefit, 
through provider Tuition.io, is open to all full- and 
part-time employees.

Part of a small, but growing trend: Student loan 
repayment benefits are gaining traction among 
employers eager to retain and attract employees, 
with 4% of employers offering them, according to 
the Society of Human Resource Management.

Chick-fil-A
What they did: The fast food chain said last sum-

mer it plans to award more than $14.5 million in 
scholarships to more than 5,700 corporate and 
franchise employees as part of its enhanced educa-
tional assistance benefits. Scholarships can be ap-
plied to accredited two- or four-year colleges and 
universities, online programs, or technical or voca-
tional schools. 

Why it matters: Chick-fil-A says its is the highest 
unrestricted per-employee scholarship investment 
in the industry, although education benefits have 
become popular among other fast food restaurants 
as they increase efforts to retain and recruit work-
ers.

Chipotle
What they did: The fast food chain enhanced its 

education benefits, parental leave policy and other 
benefits. More than 71,000 employees are now eli-
gible for accelerated training programs, cash and 
stock bonuses, paid parental leave, life insurance 
and short-term disability. Among its new benefits, 
the company doubled down on its education bene-
fits with an accelerated training program. Prior to 
the Tax Cuts and Jobs Act, the company offered 
$5,250 in tuition reimbursement and reduced-cost 
courses and degree programs at a number of col-
leges and universities through Guild Education.

Why they did it: Chipotle cited its savings from 
the Tax Cuts and Jobs Act, while also acknowledg-
ing that beefing up benefits will help in recruiting 
and retaining good employees.

Cisco
What they did: The tech giant rolled out egg 

storage reimbursement, surrogacy reimbursement 
and genetic testing benefits for its 38,000 U.S. em-
ployees. Cisco says it will reimburse employees up 
to $20,000 to harvest or store eggs or embryos and 
support pregnancy-fostering services. It also in-
creased reimbursement for adoption and surrogacy 

“We want to adapt our 
benefits to the generations, 
especially as [they relate] to 
the choice of having children 
later in life.”

—Karen Wiens, HR director of health and 
wellness strategy, Cisco
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to $20,000 from $10,000 and will cover genetic 
testing to identify gene changes associated with 
breast and ovarian cancer, even if the test is not 
medically necessary. 

Why they did it: The company’s benefits en-
hancements “support diverse needs at every life 
stage for all employees and their families,” says 
Karen Wiens, HR director of health and wellness 
strategy at Cisco. “We want to adapt our benefits to 
the generations, especially as [they relate] to the 
choice of having children later in life and evolving 
technology that encourages prevention and medi-
cal interventions to address the risk.”

Crystal & Co.
What they did: The national insurance broker-

age firm added a $10,000 student loan repayment 
contribution. The monthly contribution starts at 
$100 a month and increases by $25 each subse-
quent year, which will help employees pay down 
the principal on their student loans and decrease 
the amount of interest they have to pay over the 
loan’s lifetime. 

How many workers it’s affecting: The company 
expects 40 to 50 of its 450 employees — roughly 
10% — to enroll with Gradifi, the student loan re-
payment platform used by companies like PwC and 
Penguin Random House. The company expects 
that number to double in the coming years.

CVS Health
What they did: CVS Health added paid parental 

leave for full-time employees and maintained em-
ployee premium rates. The drugstore retailer, which 
has 240,000 employees across the country, now of-
fers four weeks of fully paid parental leave to hourly 
and salary full-time employees, regardless of gen-
der. Previously, women received partially paid leave 
while men received unpaid parental leave. CVS 
Health also did not increase employee premiums 
for the 2018-19 plan year, instead absorbing addi-
tional costs for the 100,000 workers enrolled in the 
company-sponsored health plan.

Why they did it: The retailer cited the Tax Cuts 
and Jobs Act for the benefits changes.

Discover
What they did: The fourth largest U.S. credit card 

company now offers its 16,500 employees the 
chance to earn a full-ride bachelor’s degree online 
from three different universities: the University of 
Florida, Wilmington University and Brandman Uni-
versity. Dubbed the Discover College Commitment, 
the benefit covers tuition and required fees, books 
and supplies.

About 99% of the company’s employees will 
qualify for the benefit, including full-time employ-
ees and part-time workers who work at least 30 
hours a week. Discover expects a number of its cus-

tomer call center employees, many of whom do not 
have a college degree, to take advantage of the 
benefit.

Whey they did it: Jon Kaplan, Discover’s vice 
president of training and development, says not 
only is the free college tuition offering a volley to 
help recruit and retain talent, but it’s simply “the 
right thing to do.”

“We want to invest and develop our employees,” 
he says. “We feel that providing a no-cost college 
education to employees will not only help each em-
ployee that takes part, but the company overall.”

Disney
What they did: The entertainment giant now will 

pay full tuition for hourly workers who want to earn 
a college degree, finish a high school diploma or 
learn a new skill. 

Up to 80,000 employees could take advantage 
of the benefit, which is being administered by Guild 
Education. 

Why it matters: The program, dubbed Disney As-
pire, will cover 100% of tuition upfront and will also 
reimburse application fees and required books and 
materials, which Jayne Parker, senior executive vice 
president and chief HR officer for the Walt Disney 
Company, says “removes the worry of paying to 
start or continue school.”

 
Dollar General

What they did: Dollar General introduced a new 
paid parental leave benefit last year, offering two 
weeks of paid time off for all eligible full-time and 
part-time employees and eight weeks of paid time 
off for birth mothers. The Goodlettsville, Tennes-
see-based retailer with 130,000 employees across 
the country also implemented a $4,000 adoption 
assistance benefit. 

Part of a bigger trend: Paid parental leave is on a 
five-year upward trend, according to the latest em-
ployer research from the Society for Human Re-
source Management. Between 20% and 30% of 
employers now offer some form of maternity, pater-
nity, adoption or parental leave policy.

Eataly
What they did: Italian marketplace and food hall 

chain Eataly began offering eight weeks of paid 
parental leave to mothers and fathers following the 
birth or adoption of a child. Eataly’s policy went 
into effect in January, and all employees who have 
been working at the company for at least a year are 
eligible, regardless of hours worked per week. Em-
ployees will be paid 100% of their gross weekly 
wages for their first four weeks of leave, and the 
second four weeks will be paid at 60% of their 
gross weekly wages.

Why it matters: The new parental leave benefits 
are a big move for Eataly because many of its em-
ployees are retail workers, a group that generally 
does not have access to paid parental leave. Data 
from the Bureau of Labor Statistics indicates that 
only 7% of retail workers had access to paid family 
leave in 2017.

Estée Lauder
What they did: The New York City-based con-

glomerate, which owns brands such as Clinique and 
MAC Cosmetics, expanded its paid parental leave 
policy to include 20 weeks of full pay; it will be 
available to more than 11,000 U.S. employees after 
they have been on the job for 90 days. The compa-
ny also now offers up to $10,000 of adoption assis-
tance reimbursement; six weeks of back-to-work 
flexibility (in addition to six to eight weeks of short-
term disability following childbirth); in-home back-
up child, adult and elder care through Bright Hori-
zons (in addition to an existing back-up child care 
at centers benefit); and an infant transition pro-
gram. 

Why they did it: “We recognize that all employ-
ees are different, their needs are different, their 
work-life balance is different, and we want to give 
our employees choices that allow them to pick the 
benefit that works best for them wherever they may 
be in life,” says Latricia Parker, executive director of 
global benefits. 

Fenwick & West
What they did: The California-based law firm 

announced in November a new paid parental leave 
policy that includes 16 weeks of parental bonding 
time to all attorney parents, regardless of gender or 
caregiver status.

Why they did it: “This expanded program was a 
direct reflection of ongoing dialogue with our pro-
fessionals and takes into account their  
feedback,” says Gwen Bazella, Fenwick’s senior di-
rector of HR.

Foley Hoag
What they did it: The Boston-based law firm ex-

panded its parental leave policy and now provides 
paid parental leave for up to 18 weeks to all par-

Paid parental leave is on a five-
year upward trend, according 
to the latest employer research 
from the Society for Human 
Resource  Management. Between 
20% and 30% of employers now 
offer some form of maternity, 
paternity, adoption or parental 
leave policy.

017_EBN0219   17 2/1/2019   9:57:07 AM



18   Employee Benefit News   February 2019 

ents, regardless of whether one is the primary 
caregiver or not. Previously, parents designated as 
a non-primary caregiver were offered just four 
weeks of paid leave. The firm’s expanded policy 
also allows new parents to take the leave at any 
point during the 12 months following the birth or 
adoption of their child. 

Why it matters: Foley Hoag says the enhanced 
policy is an important step in helping new parents 
spend time with their child while helping them 
achieve a better work-life balance. 

Freshpet
What they did: The organic cat and dog food 

manufacturer based in Secaucus, New Jersey, says 
its full-time employees now will get equity in the 
company. The restricted stock units will be distrib-
uted annually to full-time hourly employees who 
have worked at the company for at least a year. 
The shares Freshpet is offering will vest over a 
three-year period and employees will be eligible 
for additional stock every January.

A fresh take: It’s unusual to see a company offer 
a stock program to its hourly employees, but 
Freshpet is betting that the equity will help it re-
cruit and retain its employees in a tight labor mar-
ket.

General Mills
What they did: General Mills more than tripled 

the length of its paid maternity and parental leave 
policies, introduced paid caregiver leave and 
boosted its bereavement and short-term disability 
benefits. 

As part of the benefit expansion, the maker of 
Betty Crocker cake mixes and other popular food-
stuffs hiked paid leave for birth mothers to 18 to 20 
weeks from six weeks and increased paid parental 
leave for fathers, partners and adoptive parents to 
12 weeks from just two. The company, which em-
ploys 15,000 workers in the U.S., also introduced a 
caregiver leave benefit, offering employees caring 
for immediate family members with a serious 
health condition a two-week paid leave.

A growing focus: General Mills joins a small but 
growing cadre of companies offering caregiving 
benefits. About one in 10 employers offer such 
benefits, up slightly from 8% in 2014, according to 
the Society for Human Resource Management.

H&M
What they did: The fashion retailer now offers 

six weeks of paid parental leave to eligible part-
time employees. That policy has been in effect for 
the company’s full-time employees since last year, 
but the new year saw a change to its policy. All of 
the company’s 18,000 employees — including 
part-timers — who meet the requirements of one 
year of employment and 1,250 hours worked can 

receive the six weeks of parental leave.
Why it’s important: The move extends its leave 

policy significantly as the majority of H&M’s em-
ployees — 10,000 people — are part-time workers.

Home Depot
What they did: The world’s largest home-im-

provement chain gave hourly workers a one-time 
cash bonus of as much as $1,000 last year. Addi-
tionally, the retailer added a breast milk shipping 
service for its employees through provider Milk 
Stork. That benefit helps new moms who travel for 
business by providing them kits that include breast 
milk storage bags, a refrigerated box for packing 
and a tote if mothers chose to carry milk with them.

A unique benefit: Only about 2% of employers 
offered breast milk shipping in 2018, according to 
data from the Society for Human Resource Man-
agement. But that number may be growing: Doz-
ens of companies, including Vox Media, TripAdvi-
sor and Pinterest, recently signed on with Milk 
Stork, the company says.

Hostess Brands
What they did: The bakery company known for 

its Twinkies and Ding Dongs offered employees 
bonuses in the form of cash and 401(k) contribu-
tions, as well as a year’s supply of Hostess prod-
ucts. The bonus — which was paid to Hostess’ 
1,036 hourly employees — consisted of $750 in 
cash and $500 toward 401(k) contributions. Mean-
while, the free snacks varied; Hostess selected a 
“product of the week” that it will give to each em-
ployee in a multi-pack. 

A focus on the future: Matt Hall, Hostess’ vice 
president of human resources, says it hopes the 
extra retirement plan contribution encourages 
employees to participate in their 401(k) and “gets 
them involved in their long-term future.” 

Hulu
What they did: The streaming media company 

teamed with student loan repayment provider Tu-
ition.io to offer relief to its employees plagued by 
college debt. Hulu now pays up to $1,200 a year 
per employee to match their student loan pay-
ments.

Why it matters: Hulu says student loan debt has 
been a problem for its workers; it estimates that 
15% to 20% of its employees will benefit from the 
new perk.

KFC
What they did: About 100,000 KFC employees 

now have access to personal finance coaching 
through a new perk offered by the KFC Founda-
tion, a charitable arm of the fast food chain, 
whether they work for a franchise or corpo-
rate-owned location. 

Why they did it: “One of the things we’re trying 
to tackle is taking a topic that can be very intimi-
dating for pretty much everybody, regardless of 
your age, education or background,” says Krista 
Snider, managing director of the KFC Foundation. 
“Talking about your own personal finance situa-
tion is something people are hesitant to do.”

Kroger
What they did: Kroger said last year it will spend 

about $130 million more per year on employee 
benefits, including a more generous 401(k) benefit 
and a new education-assistance perk that will al-
low both part- and full-time workers the chance to 
go back to school. Kroger’s new education benefit 
will offer employees up to $3,500 annually for con-
tinuing education and development, including a 
high school equivalency exam, professional certifi-
cations and advanced degrees. The benefit, which 
can run to $21,000 over the course of employment, 
will cover all full- and part-time associates after six 
months on the job. The company also increased its 
401(k) match to 5%, up from 4%, for its nearly 
500,000 employees.

Why they did it: The supermarket giant, the 
country’s third largest employer, attributed the en-
hanced offerings to its estimated $400 million sav-
ings as a result of recent tax law changes. It also 
says the benefit is a way to recruit and retain work-
ers. 

Lowe’s
What they did: The home-improvement retailer 

expanded its maternity leave program for full-time 
workers to include 10 weeks of paid leave and 
added a new benefit of two weeks of paid parental 
leave for all new parents, including hourly and sal-
aried workers. Lowe’s also added an adoption as-
sistance benefit to its family-friendly benefits 
package; it covers up to $5,000 of expenses relat-
ed to agency, legal and other fees. 

Why it matters: “We believe family-friendly ben-
efits are important to our employees, and we de-
sign our programs with that in mind,” the company 
says.

McDonald’s
What they did: McDonald’s supersized its tui-

tion assistance and widened the number of eligi-
ble employees for its “Archways to Opportunity” 
education program. The fast food giant an-
nounced last spring an investment of $150 million 

Only about 2% of employers 
offered breast milk shipping 
in 2018, according to SHRM 
data. But that number may be 
growing.
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over five years that will give 
nearly 400,000 U.S. restau-
rant employees access to 
the program, which helps 
workers earn high school 
and college degrees, im-
prove English skills and 
learn specialized workforce 
skills through a partnership 
with education company 
Cengage. The company 
also lowered employee eli-
gibility requirements for the 
program: It’s now available 
to employees working 15 
hours or more a week after 
90 days of employment. 
Previously, the benefit’s re-
quirement was 20 hours or 
more and nine months of 
employment.

Meanwhile, workers will 
receive $2,500 a year for 
education costs, up from 
$700, while eligible manag-
ers will receive $3,000 a 
year, up from $1,050, ac-
cording to McDonald’s. 

Getting family involved: 
McDonald’s also extended 
some education benefits to 
restaurant employees’ fam-
ily members.

Medtronic
What they did: The med-

ical device company imple-
mented a new family care 
leave policy, allowing its 
40,000 part-time and full-
time employees to take six 
weeks of paid leave for a 
range of family care leave 
needs. Employees can take 
leave to bond with a new 
child or care for a sick fam-
ily member, for example. 
The benefit is in addition to 
maternity benefits for birth 
mothers, such as a two-
week healthy pregnancy 
program. 

Why they did it: “We 
want to support employees 
who had other life events 
[and] need to exit the work-
force for a period of time,” 
says Denise King, vice pres-
ident of benefits and total 

rewards operations at 
Medtronic.

MetLife
What they did: The in-

surer increased the mini-
mum contribution to its 
defined benefit pension 
plan, auto-enrolled its 

401(k) plan participants 
and began offering em-
ployer-paid legal services. 
All full-time, salaried em-
ployees in the United 
States are eligible. More 
than 7,000 U.S. employees 
saw a 5% benefit to the 
cash balance formula of 

MetLife’s defined benefit 
pension plan, as the com-
pany set a minimum credit 
to $300 per month. Previ-
ously, the company did not 
have a minimum credit. 
Auto-enrollment and au-
to-escalation for the com-
pany’s 401(k) plan, along 

with immediate company 
match eligibility and vest-
ing, took place at the be-
ginning of 2019.

A financial focus: MetLife 
says it wanted to help its 
employees focus on finan-
cial security and their fu-
tures.
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MGM Resorts
What they did: The global entertainment com-

pany said last fall it has teamed up with the Neva-
da System of Higher Education to offer its U.S. em-
ployees a free online college education through 
NSHE schools. The participating schools include 
University of Nevada Las Vegas, University of Neva-
da Reno, Nevada State College, Great Basin Col-
lege, Western Nevada College, College of Southern 
Nevada and Truckee Meadows Community Col-
lege.

Why they did it: “We are focused on reducing the 
financial burden on our employees while increasing 
access to professional growth opportunities,” says  
CEO Jim Murren.

Nissan
What they did: Nissan added breast milk ship-

ping to its benefits package last summer. The auto-
mobile company now expenses breast milk ship-
ments, through Milk Stork, to new mothers on 
assignment. Through Milk Stork, bottles and a 
breast pump will be waiting for employees once 
they arrive at their destination. Nursing mothers 
place the milk in a pharmaceutical-grade cooler, 
which has an internal mechanism that, once acti-
vated, keeps its contents chilled for up to 72 hours. 
The milk is then shipped overnight.

Why they did it: “There are moms everywhere 
who are in this situation,” says Michelle Baron, vice 
president of human resources at Nissan North 
America. “Now, these people have a really cool 
option.”

Noodles & Company
What they did: The fast-casual pasta chain 

made a slew of benefits changes in the past year: It 
added six full weeks of fully paid maternity leave 
and two weeks of paternity leave for eligible em-
ployees; $10,000 in adoption assistance; flexible 
time off for corporate team members and a breast 
milk shipment benefit that reimburses employees 
who travel for work if they need to ship breast milk. 
Noodles also now allows qualifying expecting and 
postpartum mothers to phase-out and phase-in to 
their maternity leave, working an 80% schedule the 
four weeks before and the four weeks after mater-
nity leave while receiving 100% pay.

Why they did it: Amy Cohen, director of benefits 
and compensation at Noodles, says the company 
wants to offer a benefits package that recognizes 
the importance of work-life balance, especially be-
cause female employees make up about 54% of 
the company’s workforce. “Having great benefits is 
not [about] the benefit itself, but what it represents 
about the company,” Cohen says. 

Peoples Bank
What they did: The Washington-based bank 

chain, which has 430 salaried and hourly workers, 
increased its 401(k) employee match to 8% of an-
nual pay from 7%. The 401(k) account is on a vest-
ing schedule that increases by 20% over a five-year 
period, and employees are eligible for the match 90 
calendar days after their start date.

Why it matters: The company focused on an in-
crease to its 401(k) — the result of savings from the 
tax overhaul — because it’s a meaningful benefit 
that affects nearly all employees, the company 
says. All employees over the age of 21 have access 
to the company’s 401(k) and its match.

PwC
What they did: The professional services firm im-

plemented a new program that allows new parents 
to work 60% of their normal schedule at full pay for 
the four weeks following parental leave. The policy 
update is part of a broader change to the firm’s 
family-friendly benefits, which now include updat-
ed parental and caregiving leave, along with adop-
tion and surrogacy reimbursements. 

More than 50,000 U.S. employees will have ac-
cess to four weeks of paid family leave for caretak-
ers and eight weeks of paid parental leave, up from 
six weeks. On average, birth moms at PwC can take 
up to 21 weeks of maternity leave through the pa-
rental leave policy, short-term disability, paid time 
off and unpaid leave.

Why they did it: “It can be difficult to go from 
zero time at the office to 100% back to work,” says 
Jennifer Allyn, diversity strategy leader at PwC. “We 
encourage everyone to take that transition.”

Reynolds American
What they did: The tobacco company added a 

16-week paid parental leave benefit — with an ad-
ditional period of flexible scheduling in the follow-
ing eight months — for new mothers and fathers 
following the birth or placement of a new child. 
The benefit — which applies to all 5,000 full-time 
paid hourly and salaried workers — went into ef-
fect in January and is paid at 100% of employees’ 
salaries. Previously, it offered 16 weeks of unpaid 
maternity leave.

A unique offering: In addition to the 80 days of 
paid leave, parents also are eligible for up to 64 ad-
ditional days over eight months through a flexible 
work arrangement. Candice Brown, vice president 
of talent and organizational effectiveness at Reyn-

olds, says parents can use this time to create a flex-
ible work schedule that meets their family’s needs. 
This could include working from home, working re-
duced hours or taking days off, she says.

Sotheby’s
What they did: The international auction house 

implemented a student loan benefit and now con-
tributes $150 each month toward repayment of the 
principal amount of the debt, up to $1,800 per year. 
The program — which will be offered through stu-
dent loan repayment platform Gradifi — has no 
lifetime limit. The company says it will cover em-
ployees for as long as they remain an eligible full-
time U.S.-based employee of Sotheby’s with quali-
fying student loans.

Why they did it: “[We] feel strongly about doing 
all that we can to make Sotheby’s a best-in-class 
workplace,” says Jill Bright, the company’s execu-
tive vice president of human resources and admin-
istration. “This is a benefit that differentiates us in 
the marketplace, particularly when student debt is 
on the mind of so many employees — both recent 
graduates and parents who have taken responsibil-
ity for their children’s debt.”

All eligible Sotheby’s U.S. employees who have 
outstanding student debt with an accredited loan 
organization — including parents responsible for 
their children’s debt — may participate in the re-
payment program, the company says.

Starbucks
What they did: The coffee giant added six weeks 

of paid parental leave for hourly employees who 
become new dads, a benefit that had previously 
been offered only to new mothers and adoptive or 
foster parents. Employees also now can accrue one 
hour of paid sick leave for every 30 hours worked, 
extending a benefit that had previously only been 
offered to employees where state law required it.

Starbucks also added subsidized child care for 
all of its U.S. employees. Through child care provid-
er Care.com, it provides 10 subsidized backup day-
care days for parents for instances when regular 
care falls through. In-home backup child care costs 
$1 an hour or $2 an hour after the fourth child; care 
at a daycare center is $5 per day. 

Why it matters: Unlike some of Starbucks’s other 
benefits, which require employees to work 20 hours 
before they can access them, the child care benefit 
is available to more than 180,000 U.S. employees, 
regardless of how much they work.

State Street
What they did: State Street enhanced its fami-

ly-friendly benefit offerings: It now provides four 
weeks of fully paid leave for employees who are pri-
mary caregivers to a child born via surrogacy; 
$20,000 in reimbursement for fertility-related ex-

“Having great benefits is not 
[about] the benefit itself, but 
what it represents about the 
company.”

—Amy Cohen, director of benefits and 
compensation, Noodles & Company
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penses beyond the firm’s medical plans, such as 
surrogacy; and $20,000 in reimbursement for 
adoption assistance (up from its previous reim-
bursement of $5,000). The company says the bene-
fits can be used once per calendar year.

Getting employee feedback: The company says 
it consulted with its employee resource groups and 
its PRIDE group, along with asking employees for 
feedback directly, when deciding to make its bene-
fits changes.

SunTrust Bank
What they did: The bank gave its more than 

19,000 full-time employees a one-time 1% increase 
to their 6% 401(k) match. Employees also are now 
eligible for a $1,000 financial incentive after com-
pleting the company’s financial fitness program.

Why they did it: The company cited the tax re-
form bill, as well as its focus on financial wellness. 
“We know that saving leads to reduced stress and 
builds financial confidence,” says SunTrust Chief 
Human Resources Officer Margaret Callihan. “That 
is why a discretionary contribution to 401(k) plans 
and $1,000 for completing a financial fitness pro-
gram were so important to us. We also give all 
teammates a day off each year just to focus on 
their personal finances.”

Taco Bell
What they did: The Mexican-inspired fast food 

chain in May expanded its 700-restaurant pilot with 
Guild Education — a technology company that 
connects workers to college prep and high school 
completion programs as an education benefit 
strategy — to 210,000 workers at 7,000 locations, 
including some franchises.

Through Guild Education’s reduced-cost courses 
and degree programs, corporate and hourly Taco 
Bell workers have access to more than 2,000 class-
es and programs in their pursuit of undergraduate 
or graduate degrees, college-level education, a 
GED, or mastery of English as a second language. 
Combined with the company’s education benefit of 
up to $5,250 in tuition assistance and access to fed-
eral financial aid, employees are expected to pay 
little to nothing for the benefit.

Why they did it: “Education benefits are a very 
important aspect for [our workers], especially for 
those who didn’t get a chance to finish high school 
or college,” says Bjorn Erland, vice president of peo-
ple and experience at Taco Bell. “It creates sticki-
ness with our team members because they’re going 
to stay longer.”

TIAA
What they did: The financial services firm last 

year expanded its paid parental leave to 16 weeks, 

up from 12 weeks of partial paid leave, and broad-
ened it to include secondary caregivers.

Why it matters: The leave is given to all parents, 
regardless of gender, who the primary or secondary 
caregiver is, or who is physically birthing the child. 
Gender-neutral policies are not as common among 
employers, but are on an upward trend.

University of Virginia
What they did: With a new paid parental leave 

program that launched at the beginning of the 
year, the school now offers up to eight weeks of 
paid parental leave to full-time employees follow-
ing the birth, adoption or foster placement of a 
child. It applies to both mothers and fathers.

Approximately 18,000 employees are eligible for 
the benefit, and it will be offered to employees who 
have been working at the university for at least one 
year. 

Why it matters: UVA President Jim Ryan cited re-
search that found that paid parental leave “raises 
productivity at work and prevents parents from 
having to choose between taking care of a child 
and keeping their jobs.” 

Unum
What they did: The insurance company imple-

mented a six-week paid parental leave policy last 
year. New moms and dads employed at the insur-
ance company now are eligible for six weeks of 
paid time off to care for a newborn, or a child 
placed through adoption or foster care, at any time 
during the 12 months following birth, adoption or 
fostering. There was previously no formal paid 
leave policy in place. The company has roughly 
10,000 employees.

Why they did it: The change in policy is part of 
an effort to “help employees achieve greater work-
life balance and to help ease their worries about 
raising their families,” says Diane Garofalo, the 
firm’s senior vice president of corporate human re-
sources.

U.S. Xpress
What they did: The trucking company — which 

employs more than 7,000 drivers across the country 
— last fall announced a free tuition benefit. U.S. 

Xpress partnered directly with Ashford University to 
allow its employees — as well as their children — 
the opportunity to earn an associate’s, bachelor’s 
or master’s degree in the field of their choice at no 
cost through online courses offered by the school.

Why they did it: The enviable benefit is a bid to 
lure and keep more drivers behind the wheel of its 
trucks. That historically has been a huge problem: 
Like most trucking companies, U.S. Xpress has a 
nearly 100% annual turnover rate among drivers, 
requiring the company to recruit, hire and train 
about 7,500 drivers every year.

“We believe the [tuition] program will attract 
people to our industry who may have not previous-
ly thought about driving a truck,” says U.S. Xpress 
CEO Eric Fuller, adding that it typically costs the 
company more than $5,000 to recruit and train a 
new driver.

Visa
What they did: The credit card giant told em-

ployees last year that it would start matching 200% 
of an employee’s contributions to the company 
401(k) plan, up to 5% of the individual’s salary. The 
benefit applies to all U.S. employees except those 
on the executive committee. Previously, Visa em-
ployees received a match on 3% of their salary. 

Why they did it: Visa cited tax reform savings as 
the reason for boosting the 401(k) match.

Walmart
What they did: Walmart implemented a slew of 

changes to its employee benefits package last year, 
including expanded parental and maternity leave, 
a new adoption benefit, one-time employee bonus-
es and practically-free college tuition.

The retailer expanded its U.S. leave policy to 10 
weeks of paid maternity leave and six weeks of 
paid parental leave; implemented a $5,000 adop-
tion benefit (per child) and said its 1.5 million em-
ployees can now pursue associate’s or bachelor’s 
degrees in business or supply-chain management 
at three nonprofit schools for $1 a day. Walmart 
subsidizes tuition, books and fees and provides sup-
port with the application and enrollment processes. 
All Walmart and Sam’s Club workers in the U.S. will 
be eligible as soon as they’ve been with the compa-
ny for 90 days. It applies to all part-time, full-time 
and salaried employees.

Why it matters: Benefits can help attract and re-
tain workers in the retail industry, which historically 
has struggled to keep employees as many seek po-
sitions with more flexible hours and higher pay. Ac-
cording to data from the Bureau of Labor Statistics, 
job openings within the retail trade sector have ris-
en each consecutive year since 2010 to reach a re-
cord monthly average high of 651,000.         

Kathryn Mayer is editor-in-chief of Employee Benefit News. Follow her on Twitter at @mayereditor.

“Education benefits are a 
very important aspect for [our 
workers], especially for those 
who didn’t get a chance to 
finish high school or college.”

—Bjorn Erland, vice president of people 
and experience, Taco Bell
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Millennials, and Generation Z behind them, 
are changing the way they access healthcare. In 
fact, 45% of 18- to 29-year-olds say they don’t 
have a primary care physician. Instead, they’re 
opting for on-demand healthcare.

Traditionally, individuals and families see pri-
mary care physicians several times a year and 
build relationships with their doctors over time. 
Visiting the same primary care physician when 
an illness strikes, or for an annual wellness check-
up, can help the doctor notice changes in a pa-
tient’s health and catch issues before they be-
come more serious (and costly).

But for millennials, having a primary care phy-
sician isn’t necessarily a priority.

That’s in part because they seem to prefer 
on-demand healthcare options, such as urgent 
care, drug store clinics and telemedicine services, 
which are easily accessible and typically include 
shorter wait times. The number of urgent care 
centers reflects the trend — they’re projected to 

grow 5.8% in 2018, according to the Urgent Care 
Association.

Then there is employers’ shift away from 
health maintenance organizations, which often 
require that each employee choose a primary 
care doctor at the start of the plan. Just 35% of 
employers offer HMOs, while most employers of-
fer preferred provider organizations (84%), fol-
lowed by consumer-directed health plans (40%).

Finally, physician shortages are leading to lon-
ger wait times for appointments. The U.S. popu-
lation continues to grow and age, which may 
lead to a shortage of 120,000 primary and spe-
cialty doctors by 2030, according to the Associa-
tion of American Medical Colleges.

For employers, it’s important to understand 
the reasons behind the shift to on-demand 
healthcare and educate employees to ensure 
they can get appropriate medical attention when 
they need it.

One crucial part of this education is helping A
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How millennial preferences are 
reshaping healthcare

By John Milne

As younger workers shift toward on-demand care, employers need to find 
out why and educate employees of all ages on their options.

Health plans

Commentary
IN THIS SECTION: HEALTH PLANS

John Milne is a benefits consultant at Corporate Synergies in Mount Laurel, New Jersey.

employees understand when they should visit ur-
gent care versus the emergency room, and re-
minding them that telemedicine is available. 
More than 95% of large employers, and just over 
one-third of small- and midsize employers, offer 
telemedicine benefits. But adoption rates among 
employees remain low — only 20% of large em-
ployers report utilization rates above 8%, ac-
cording to the National Business Group on 
Health.

Ensure your employees know that the service 
is available throughout the year, and help them 
understand the cost, if any, that is associated 
with the service. You may consider offering $0 
copays for telemedicine visits to encourage em-
ployee use.

Encourage employees to get a well visit each 
year to help uncover health issues and take steps 
to prevent others. One way to do this without 
forcing employees to wait for an appointment or 
commit to a doctor is to bring the service in-
house. Increasingly, large employers are adding 
this service to help employees stay healthy. In 
fact, one-third of employers with more than 
5,000 employees and 16% of employers with 
500-4,999 employees now have onsite clinics. 
Another 8% of midsize employers plan to add 
clinics in 2019.

Providing health assessments as part of a 
wellness program is another way to get employ-
ees, especially money-conscious millennials, in 
front of a doctor. Younger workers are likely to 
embrace incentives or premium discounts that 
are tied to a physician visit.

Direct primary care is yet another employer 
option to provide easy-to-access primary care. 
With direct primary care, employers partner with 
primary care physicians to offer a designated 
doctor for their employees. The benefit for em-
ployees is more face time with a doctor and the 
opportunity to get personalized care.

Importantly, employees who have known chron-
ic issues should see a primary care doctor regularly 
to help monitor and manage their condition.

The trend toward seeking on-demand health-
care at alternative sites isn’t likely to reverse di-
rection any time soon. Instead, it’s up to employ-
ers to understand why it’s happening and educate 
employees of all ages on their options for care. EBN

Providing health assessments as part of 
a wellness program is another way to get 
employees, especially money-conscious 
millennials, in front of a doctor.
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Financial wellness: It’s an HR buzzword. But with a number of players involved 
— from the C-suite to benefits managers to brokers and employees — there 
often is confusion regarding the best kind of program, the best way to imple-
ment it and how to get employees engaged. That’s leading to a lot of discussion 
— but few concrete solutions.

“There are competing priorities, and not everyone is talking with one anoth-
er,” says Denise Winston, CEO of Money Starts Here, a California-based finan-
cial education company. “There’s a lot of noise in this space, and there are so 
many demographics that we’re dealing with. It can be so confusing.”

Employee Benefit News spoke with Winston on how employers can cut through 
some of the confusion, as well as her take on where financial wellness programs 
are, where they can go, and challenges and opportunities for employers.

Financial wellness has been a hot topic the last few years. What’s driving its 
popularity?

It used to be all about health and wellness. Employers have finally made the 
correlation between financial stress and what it does on the health and well-
ness side. Not only is financial stress impacting healthcare costs, but also pro-
ductivity. And the Affordable Care Act put additional financial stress on every-
one that has made it hard to ignore. There’s a lot more cost-sharing. We need 
to be educated consumers, and the ACA has put a magnifying glass on the fact 
that we have a financial problem in our nation. 

Why financial wellness can 
no longer be an afterthought 
By Nick Otto

ADP TO OFFER 
SMARTDOLLAR’S FINANCIAL 

PROGRAM
Thousands of employers using the 

payroll company’s software now can 
offer the online program to employees.
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WHY OREGON’S RETIREMENT 
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CASE STUDYFINANCIAL WELLNESS

Early adopters are hoping to start 
a movement toward state-run 

retirement plans.
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MORE ONLINE
 The missing link in helping employees save for 

retirement
 6 guidelines for a happy retirement
 It might be time for a financial wellness checkup
 10 things to know about health savings accounts

For these stories and more, go to benefitnews.com

Q&A

Money Starts Here CEO Denise Winston says financially stressed workers hurt 
companies due to higher healthcare costs and lost productivity.
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What is something you want employers to recog-
nize about financial wellness?

It’s important to understand that we’re all in this 
together. When employees are hurting, it hurts 
your business and your profit margins. And it hurts 
our economic growth, because the lack of financial 
wellness has an extreme impact on people’s lives, 
on their employer’s profitability, the communities 
they live in and our nation’s overall economic 
growth. When someone isn’t financially stable, it 
limits an individual’s purchasing power and their 
ability to secure basic needs.  

And that creates financial stress, which sup-
presses immune systems, which can make people 
sick. A financially stressed and sick workforce im-
pacts business profitability with higher healthcare 
costs and lost productivity, and that in turn can drain 
public resources and restrict our economic growth.

It speaks to how all these employee benefits talk to 
each other, and why financial wellness has expand-
ed to overall well-being.

I think we kind of have it backward. When peo-
ple are financially stressed they self-medicate, 
which very rarely means, ‘Let me go to the gym.’ It 
usually means, ‘Give me more food, give me more 
alcohol, give me a pill” … all of those have an im-
pact. I feel like we had it backward and now it’s 
starting to unravel. What if employees could get 
the financial help they need? What could happen 
if people were financially stable? What would hap-
pen to our productivity and profit margins?

There are concerns that financial wellness programs 
are falling short or are not helping workers with their 
financial problems. Is this something you’re seeing?  

Basically, some benefits have not been what or-
ganizations thought they were getting into. So the 
outcomes haven’t been what they thought, or there 
have been security issues identified with them. 

For example, there have been some financial 
services that have come into an organization and 
they want to integrate and they get too much data 
… so there are data breaches. Or they thought 
they were doing one program but when they got 
into it, it was something else.

And because financial wellness emerged as a 
new class of benefits so quickly, many organiza-
tions originally thought it was single-product ap-
proach. But they’re finding it isn’t a single-issue 
solution. They thought it would be a check in the 
box for that quick fix.

So do you think there is a misconception about 
what financial programs are?

Yes. It’s a very crowded space, and there are a 
lot of competing financial programs for different 
demographics. Financial wellness is not just a bud-
geting app or tool; it’s not just a short-term payday 
loan or financial adviser. It’s all those products and 
services and more. 

There’s a very big difference between a budget-
ing app, which is a product, a service — which 
might be the financial adviser or coach — and a 
program, which is actually organizing the educa-
tion, tools, resources and existing employee bene-
fits into an ongoing strategic annual program.

We have health and wellness programs where 
you schedule it out and say, “This is what we’re go-
ing to do all year long.” That’s the same way it 
should be with all employee benefits, including fi-
nancial wellness. Giving employees a simpler way 
to get financial help, understand their benefits and 
get the most out of them solves major challenges 
for all parties — the broker, the CFO, the HR man-
ager, the employee. It’s a win for everyone when 
you do this right.

We cannot regard financial wellness simply as 
an optional situation anymore. Financial problems 
don’t just go away. They get buried and they get 
bigger. It’s no longer an afterthought. It’s essential 
for smart organizations. 

What are some of the dangers employers should 
look out for?

Oftentimes you can inadvertently offer prod-
ucts to employees that can harm them, and they 
could make a bad financial decision that could 
risk their ability to secure their basic needs. There 
is a real danger in not fully understanding the 
product, service and programs you offer employ-
ees.

Take a short-term paycheck loan, for example. 
There can be a definite need for that, especially in 
this climate with a lot happening, like high-de-
ductible health plans. If we do a short-term pay-
day loan that’s deducted out of an employee’s 
paycheck, that could be a risk to their ability to 
secure basic needs. The employee no longer has 
the ability to make a decision about making the 
loan payment, and that means they may not be 

Nick Otto is senior editor of Employee Benefit News. Follow him on Twitter at @Ottografs.

able to pay their rent when it’s due or buy gas for 
their car to get to work.

How can employers build a successful financial 
wellness program?

[They] need to map it all out. Don’t leave mon-
ey on the table. Utilize what you already have and 
enhance from there. 

Again, I think it’s such a crowded space, and 
there is so much coming down the pipe — budget-
ing apps, student loan programs, identity theft. 
People are drowning. A good financial wellness 
program takes a more integrated approach by 
aggregating all the benefits a company already 
offers and organizing them into an annual strate-
gic plan.

The good news is that many organizations al-
ready have a lot in place. They’ve got the dental, 
disability and life. They have an EAP — which of-
ten has financial counselors in there — they’ve got 
telemedicine and a lot more. But unfortunately 
the participation and utilization has been low in 
the majority of those. By adding an education el-
ement, adding tools and resources, a communica-
tion plan and potential incentives — kind of like 
with health and well-being programs — and a 
strong engagement strategy around it, that’s what 
rounds out the best programs. Capturing the par-
ticipation in the program and utilizing all the ben-
efits in the program will also help organizations 
calculate the hard and soft ROI.

Speaking of ROI, how important is it to evaluate the 
effectiveness of these programs?

Absolutely evaluate the effectiveness of your 
programs and track the ROI. Attitude and behavior 
surveys are one way to measure the outcomes from 
an employee perspective. But gathering some 
benchmark data in key categories will help you 
track the effectiveness of a program from the soft 
and hard ROI for stakeholders.

For employers who do financial wellness right, 
what’s the result?

Helping employees with their financial problems 
leads to better profit margins and loyal employees 
that make the most of their paycheck and appreci-
ate their benefits. We’ve got a tight job market, and 
there is a battle for recruiting and retaining em-
ployees, so doing this right has the ability to really 
impact a lot of people in the organization and the 
industry.  EBN

Financial problems don’t just go away. 
They get buried and they get bigger.
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Payroll giant ADP is partnering with SmartDollar to 
offer the latter’s financial wellness program to 
thousands of employers, the companies said in 
mid-January.

The online and app-based program will be avail-
able to the more than 700,000 employers that use 
ADP, and will join ADP’s other financial program of-
ferings, including advance payday app DailyPay 
and student loan benefits through administrators 
Peanut Butter and Gradifi. SmartDollar will be of-
fered as part of the ADP Marketplace platform, the 
payroll company’s online HR platform.

“At ADP, we offer a holistic financial wellness 
program that can be customized to meet the work-
place needs of employers and their employees,” 
says ADP’s Chris Luongo. “We accomplish this by 
building relationships with providers, like Smart-
Dollar, [that specialize] in delivering financial well-
ness solutions.”

Created by financial expert Dave Ramsey, 
SmartDollar is designed to educate employees to 
proactively take control of their money and get on 
track for retirement. It combines video tutorials, 
quizzes and a point system for rewards, along with 
email inspiration and reminders.

About 4,000 employers, including Costco, Kin-
dred Healthcare, Sonic and M&T Bank, offer Smart-
Dollar as a benefit for their employees.

The partnership is the latest signal of growth 
for financial wellness programs, which employers 
are turning to as a way to help employees combat 
high levels of debt, lackluster retirement savings 
and increasing financial stress about day-to-day 
expenses.

“Most Americans are living paycheck to pay-
check, and nearly half couldn’t afford a $400 emer-
gency without borrowing money,” says Brian Ham-
ilton, SmartDollar’s vice president.

Roughly half of companies offer some type of 
financial advice, according to the latest benefits 
report from the Society for Human Resource Man-
agement.EBN

Kathryn Mayer is editor-in-chief of Employee Benefit 
News. Follow her on Twitter at @mayereditor.

Early adopters of state-run retirement plans are 
calling on other states to follow suit and start roll-
ing out some variation of a model that offers work-
ers a savings plan when none is available through 
their employer.

Oregon was the first state to get its retirement 
plan up and running, and the official who leads 
that program is hoping that the model will take off 
as other states grapple with the challenge of get-
ting more workers to save for retirement.

“While we work in the state of Oregon, we know 
that this is a movement,” Michael Parker, executive 
director of the Oregon Savings Network, said at a 
recent event hosted by Georgetown University’s 
Center for Retirement Initiatives. 

“We want to be part of that movement; we real-
ly want to get it out there,” he said. “We want to do 
everything in Oregon to make sure that other 
states have this opportunity.” 

More than 40 states have introduced proposals 
to set up some kind of public option for retirement 
savings, according to the Georgetown center, which 
has been tracking those efforts. 

To date, 10 states and one city, Seattle, have set 
up their programs, and three states are actively en-
rolling workers.

The programs vary in details such as which busi-
nesses will be compelled to offer workers a state-
run plan or a satisfactory private alternative, but 
all come in response to the concern that too many 
Americans aren’t saving enough for retirement, 

and that the most effective way to encourage 
them to put money away is through a plan at work.

In Oregon, officials are gradually phasing in the 
program, but by 2020, every business in the state 
will be required to automatically enroll workers in 
the OregonSaves program or some other qualify-
ing plan.

California and Illinois have their own plans com-
ing online this year, each poised for a gradual roll-
out through which they hope to strengthen the re-
tirement safety net.

“This is [a] pretty major cultural shift that we are 
all setting out collectively to effectuate, and it’s go-
ing to take time,” said Katie Selenski, executive di-
rector of the CalSavers program. “We’re trying to 
reach double digits millions of people and really 
shift the paradigm of how people think about their 
financial lives both employers and employees.”

Experts have observed that other states appear 
to be closely watching the rollouts in Oregon, Cali-
fornia and Illinois before moving forward with their 
own retirement plans. 

In Oregon, Parker is positioning his program not 
only as a model for other states to follow, but 
opening the door for other states to come in as 
partners and use some of the infrastructure that 
his office has built to get their own plans up and 
running.

“We’re going to be very successful around the 
country if as many folks as possible are taking ad-
vantage of these programs,” Parker said.  EBN

CASE STUDY FINANCIAL WELLNESS

ADP to offer 
SmartDollar’s 
financial program

Why Oregon’s retirement plan rollout 
is worth watching
By Kenneth Corbin

By Kathryn Mayer

Kenneth Corbin is a freelance writer in Boston and Washington. Follow him on Twitter at @kecorb.
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limits
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There are a slew of important tax figures companies and employees need to know regarding health  
savings accounts, 401(k)s and flexible spending accounts. Here are 11 important figures to know  
from the IRS — all of which took effect Jan. 1.

$19,000: 401(k) pretax contribution limits
The IRS increased the pretax contribution limits for employees who participate in 401(k), 403(b) and most 457 
plans to $19,000 from $18,500 in 2018. That limit also applies to the federal government’s Thrift Savings Plan.

$6,000: 401(k) catch-up contribution limit
For participants age 50 and over, the additional 401(k) catch-up contribution limit stayed at $6,000.

$6,000: IRA contribution limits
IRA contribution limits increased to $6,000 from $5,500 — the first time the IRS has increased the limits since 2013. 
The catch-up contribution limit for people 50 and over stayed at $1,000.

$3,500: Annual HSA contribution limit for individuals 
The 2019 annual health savings account contribution limit for individuals with single medical coverage  
increased $50 from 2018.

$7,000: HSA contribution limit for family coverage
For HSAs linked to family coverage, the 2019 contribution limit rose by $100 from 2018.

$1,350: HDHP minimum deductible for individuals
The minimum deductible for a qualifying high-deductible health plan is unchanged.

$2,700: HDHP minimum deductible for family coverage
The minimum deductible for a qualifying high-deductible family health plan is unchanged.

$6,750: HDHP maximum out-of-pocket amounts (individuals)
Deductibles, copayments and other amounts that do not include premiums now have a maximum limit  
of $6,750 for individual coverage, up $100 from 2018.

$13,500: HDHP maximum out-of-pocket amounts (family)
Deductibles, copayments and other amounts that do not include premiums have a maximum limit of  
$13,500 for family coverage, up $200 from 2018.

$1,000: HSA catch-up contributions
Individuals 55 years or older can contribute an extra $1,000 to their health savings account.  
The amount is unchanged from 2018.

$2,700: FSA contribution limit
The health flexible spending account contribution limit is $2,700 — an increase of $50 over the 2018 limit.
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WE BELIEVE THAT WHEN YOU TRANSFORM THE BENEFITS EXPERIENCE, 

YOU TRANSFORM LIVES FOR THE BETTER.

Hospital Indemnity

Accident

Critical Illness

AD&D

Disability

Life

BETTER CUSTOMER OUTCOMES Our patented clinical claims model provides compassionate  
care backed by predictive analytics to help employees return to work efficiently and safely.  

NEXT GENERATION TECHNOLOGY The Hartford’s Ability Advantage platform helps manage  
claims, leaves and benefits administration in a single portal, offering employers and employees  
a simple customer experience.

PRODUCTS FOR TODAY’S WORKFORCE Our suite of top-rated life, disability, integrated absence  
and voluntary solutions offer the right mix for a competitive employee benefits package.

PARTNER OF CHOICE Based on recent research, 9 in 10 employers are likely to renew their  
benefits with The Hartford1 – now protecting the lives of more than 20 million people2.

Visit TheHartford.com/group
  1 2018 Employer Advocacy Study, The Hartford. 
2 Based on The Hartford’s internal reporting as of December 2017 combined with the Aetna acquisition.  
The Hartford® is The Hartford Financial Services Group, Inc. and its subsidiaries, including issuing company Hartford Life and Accident Insurance Company.  
Home Office is Hartford, CT. © 2018 The Hartford.
7210 NS 10/18  

Our passion for transforming lives is exemplified by our unwavering commitment to making 
it happen. Through constant investments in technology, products and service we’re helping 
more people live active, productive lives.
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