
rewarde

73
research report

The rewardQuarter

TOTAL 
REWARDS TOOLKIT

Published: 23 June 2010

eresearch



e-research report

e-reward.co.uk research report is published monthly 
(10 issues a year).
Single subscriptions are £255 a year + VAT.

All advice provided by e-reward.co.uk is for general
guidance only. Any readers relying on information
contained herein do so at their own risk.

ee--rreewwaarrdd..ccoo..uukk LLttdd
33 Denby Lane
Heaton Chapel
Stockport
Cheshire 
SK4 2RA
UK 
Tel: 0161 432 2584 
Email: post@e-reward.co.uk
Web: www.e-reward.co.uk

www.e-reward.co.uk is a web-based research and
information service designed for UK compensation
specialists and all those concerned with reward.

Registered name: E-reward.co.uk Limited
Company number: 4281768
Registered in England and Wales
Registered office as above

Editorial and subscription enquiries

Editors: Michael Armstrong 
Paul Thompson

Production: Patrick Armstrong: www.pabps.co.uk

Contact Paul Thompson on tel: 0161 432 2584  or email:
paul@e-reward.co.uk. For details of previous issues visit
the e-research report section of our web site.

COPYRIGHT

Copyright 2010 E-reward.co.uk Limited.

All rights reserved. No part of this publication may be
reproduced, stored in an information storage and retrieval
system or transmitted in any form, or by any means,
electronic, mechanical or otherwise, without the written
permission of E-reward.co.uk Limited.

Permissions to reproduce this report

An enormous amount of hard work goes into the
preparation of this report. You are permitted to copy some
material for your own personal use, but we will take legal
action against anyone who reproduces, condenses or
adapts any substantial part of the report without the prior
written permission of E-reward.co.uk Limited.

Clients wishing to distribute copies within their own
organisation should request extra copies from us at
discounted rates. To avoid misunderstandings please write
to us or email: post@e-reward.co.uk.

The rewardQuarter



CONTENTS

IINNTTRROODDUUCCTTIIOONN   ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..44

Purpose of the toolkit

Contents of the toolkit

SSEECCTTIIOONN  11::  TTHHEE  CCOONNCCEEPPTT  OOFF  TTOOTTAALL  RREEWWAARRDDSS   ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..55

What is total rewards?

What are the elements of total rewards? 

What are the main characteristics of total rewards?

What are the benefits of total rewards?

Key terms

SSEECCTTIIOONN  22::  MMOODDEELLSS  OOFF  TTOOTTAALL  RREEWWAARRDDSS   ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..77

Hay Group

Schuster-Zingheim and Associates

Towers Perrin

WorldatWork

Summary of elements in total rewards models

SSEECCTTIIOONN  33::  IINNTTRROODDUUCCIINNGG  TTOOTTAALL  RREEWWAARRDDSS    ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..  ..1133

Step 1: Clarify the concept and objectives of total rewards

Step 2: Involve stakeholders

Step 3: Identify total reward elements

Step 4: Prioritise

Step 5: Make the business case for total rewards

Step 6: Plan the development programme

Step 7: Communicate

Step 8: Involve line managers

Step 9: Implement

Step10: Monitor and evaluate

Box 3.1: Steps required to introduce total rewards

Box 3.2: Forced choice questionnaire for total rewards project 

Box 3.3: Executive interview questions for total rewards project

Box 3.4: Employee priorities for total rewards

www.e-reward.co.uk  3

e research 73

www.e-reward.co.uk  3



TOTAL REWARDS TOOLKIT

www.e-reward.co.uk  4

e research 73

INTRODUCTION 

Total rewards is an approach to reward management

which emphasises the need to consider all aspects of

the work experience of value to employees, not just a

few such as pay and employee benefits. It aims to blend

the financial and non-financial elements of reward into

a cohesive whole.

A total rewards model devised by e-reward.co.uk’s

Michael Armstrong is set out in box 1.

Purpose of the toolkit

The purpose of this toolkit is to describe how the

abstract but compelling concept of total rewards can be

put into effect in your organisation. This is not easy.

Quite clearly, it’s not just a matter of introducing a

recognition scheme in addition to conventional

contingent pay arrangements. And it means going

beyond simply tacking on to existing pay and employee

benefit practices a number of established HR policies

and processes – learning and development, job design,

employee well-being and the like. What it should involve

– and what this toolkit describes – is ensuring that a

cohesive approach is made to integrating the various

approaches that are available to increase engagement.

This is “bundling” in action.

In essence, bundling is the development and

implementation of several HR practices together so that

they are inter-related and therefore complement and

reinforce each other. The aim of bundling is to achieve

high performance through coherence. This exists when a

mutually reinforcing set of HR policies and practices

have been developed which jointly contribute to the

attainment of the organisation’s strategies for matching

resources to organisational needs, improving

performance and quality and, in commercial enterprises,

achieving competitive advantage.

Contents of the toolkit

This toolkit is divided into three main parts:

• examination of the concept of total rewards and some

of the key terms

• main models of total rewards

• how to develop a total rewards approach in your

organisation.

BOX 1: THE ELEMENTS OF TOTAL REWARDS

Base pay

Contingent pay

Employee benefits

The work experience

Non-financial recognition

Performance management

Learning and development

Transactional
rewards

Relational 
rewards

Total
remuneration

Non-financial/
intrinsic rewards

Total
rewards

➡
➡
➡
➡
➡
➡
➡

➡

➡


