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Companies Using More Inventive
‘Carrots’ to Retain Top Employees

By Pam Baker

ash and health benefits used to be enough to hook
good employees. But how effective is this bait alone
when the talent pool has all but gone dry?

“The current unemployment level (45 nationally) is
below the percentage of people in the U.S. with a eriminal
record,” says Phil Merdinger, a principal in William M.
Mercer Inc.s Atlanta office. Mercer is one of the world’s
largest consulting firms, specializing in emplovee benefits
and human resources strategic planning.

“Scary thought, isn't it?" he says, “That's full employ-
ment. You just can't find the bodies to do anything.”

Realistically, employers have only two options: lure
cmployees away from their current jobs or grow talent from
within. Either option is likely to be costly and tie up com-
pany resources, with no guarantee that employees will feel
tied to the company in return,

“Employees will jump ship for differences that are not
really sigr
Merdinger,

cant, but are merely perceived to be,” says

The answer to this two-fald dilernma — a shortage of

workers and a lack of employee loyalty — is to build
employee commitment through a well-defined company
culture that translates to the individual level. So say gurus at
Mercer and competitor AON Consulting, one of the top
employee benefits and human resources consulting firms in
the wirld.

Unfortunately, that's easier said than done. Large com-
panies face a logistical nightmare in trying 1o treat a work
foree the size of a small army on a personal level, Smaller
companies may be on a first-name basis with their people,
but often do not have the resources to deliver all the good-
ies American workers have come to expect

The result: Workers move from smaller companies to
large ones for better pay and benefits, while their counter-
parts move from larger companies to smaller ones for maore
personal recognition. Then they all move around again,
These days, just about everyone is understaffed and
urnover i many industries — especially high-tech busi-
nesses — 15 at an all-time high. The costs in terms of lost
productivity and constant recr
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Mills, senior vice president of AON Consulting in Atlanta,
“The loss of that individual could almost be incaleulable.”

Finding the right lure to attract and retain employees
can be quite a challenge for companies more used 1o offer-
ing standard, across-the-board health plans
dictable, graduated pay increases.

and pre-

Emplayees readily jump ship to, aday. says conswlant P
“Employers must offer incentives and henefits packages
that distir

ish them from the rest of the crowd.” SaVS
Merdinger. “Just doing what everyone else is doing only
puts You on an equal footing, at best.”

And then there’s the story of Bill Glover, CEQ of
Revenue Systems Inc, in Alpharetta, which starts out as a

familiar tale of woe. The software dey clopmen
and still is — in a major growth mode and was findlir
increasingly difficult to compete for talented st:

bt-plus software firms in Atlanta alone,
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the thousands across the country.

To meet its burgeaning opportunities, the company paid
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headhunters $15,000 to 516,000 for every person they found

nd the company hired. Despite doling out some 548

onth, the company was still getting only three new pe

a month, two short of the mimimum needed.

Glover says he would have
nth, f

a | of 80,000 a month
nearly $1 million, t

folks «ded when he

needed them. But as time passed, the company fell further

further behind in its staffing needs.
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Before the first car arrived, he had cted 21 new

employees without paying the headhunter fee on any of
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Beyond the cost savings, the company
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But it's also about more than morale. Cheerleading
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Ihe golden rule in recruit-

ment and  reftentn
become the same as the on
marketing: Know thy audi-
ence. Both AON Consulting
and William M. Mercer Inc. advise emplovers to poll their
work force 1o find out what employees value a
their jobs. Sometimes caring
lor in iself.
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“Companies often have a flurry of :
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