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DOD 0:01: Welcome to our Reba webinar on benefits trends for 2026, combating disruptive motivation and an increasingly AI-driven world, which we are hosting in conjunction with our strategic partner Awardco.
DOD 0:17: My name is Debi O'Donovan and I'm one of the founders and directors of the reward and employee benefits association (REBA).
DOD 0:24: Now, rising use of artificial intelligence and an increasingly digital world is meant to improve efficiencies and business outcomes.
DOD 0:37: From the use of predictive analytics and machine learning, industry-specific AI through to autonomous AI and generative AI, there's an incredible and growing array of AI types that being rolled out by different businesses and organisations, it's changing the way their employees work and how they produce services and products.
DOD 1:05: And this transition in the world of work can create anxiety about the future of jobs among employees as well as, initially, increase the intensity of their work as they go through that transition.
DOD 1:21: So in this webinar, we're going to explore how reward and benefits professionals can use employee benefits and recognition plans to support HR objectives linked to your organisation becoming more digital or AI-first.
DOD 1:41: This panel are also going to discuss how they are adapting their intrinsic reward at the moment and going forward into 2026 to meet these differing motivational needs that you see among different cohorts of employees as their work changes.
DOD 2:02: And how we can adapt to recognition and adapt recognition incentive programmes to focus on the tasks that humans, as opposed to AI, need to do to make that difference to business outcomes.
DOD 2:22: Big thank you to everyone who submitted questions in advance. We had some really good ones, which we've woven into our pre-prepared questions. So thank you very, very much for those. And any of you who've tuned in today who haven't put questions in already, that's absolutely fine, and you can do it as we're talking and as questions strike you, just use the question function on your screens.
DOD 2:45: I think now is a very good time to introduce you to our three fabulous panellists who will be sharing their insights with us and perhaps each can give a wave as I introduce you.
So we have Jo Rees, who is the global experience owner for Reward at GSK.
We have Ellie Hopkins, who is VP global total rewards at Medallia.
And we have Niall Mullins, who is the enterprise customer success manager at AwardCo.
I'd like to say a special thank you to AwardCo for being our strategic partner for today's webinar.
DOD 3:20: Before I ask each of the panel to share their insights on our topic of today, and for those who have just logged in to remind you, It's benefits trends for 2026, combating disruptive motivation in an increasingly AI-driven world.
DOD 3:37: So I'd like to get a feel for our audience by asking two polling questions that you can answer on your screen. I want to get a bit of a feel for how much your organisations and workforces are shifting due to AI picking up more tasks.
DOD 3:54: So are you finding that behaviors, skills, talents at your organisation are changing due to AI doing more of the work that maybe previously had been done by employees so perhaps you've already been through significant change and definitely one of our panellists has already so you pick the first option maybe you're in the eye of the storm it's happening as we speak and you're going through that change maybe you're just at the start you're in the foothills of the journey you can feel it starting and taking up that's early days, or not yet, you know it's coming.
Or perhaps you're in a sector where it's unlikely to impact you. So that's interesting.
We've got somebody who has logged in despite not likely to be impacted by AI. So lots of you, 63%, not quite two thirds saying it's starting for you, but early days.
And we've got 17% of you.
So just under a fifth going through this at the moment. And then just a couple of you who've been through that significant change.
So that's very unusual to have actually got there and done it.
So hopefully very useful webinar today. Thank you for sharing those stats.
DOD 5:11: Let's have our second polling question.
Now, a little disclaimer, don't worry. Our sponsor won't be able to get this data because we can't collect who's answering in what way.
It looks like it might be a perfect sponsor question. Actually, I genuinely want to know the answer to this one.
It's all or none of this as to who answers what. Do you use recognition platform data as part of talent behaviours and skills management?
If you don't have a recognition platform, select the last option. But if you do, yeah, maybe you don't use it at all.
You might discover some things that you could be doing and maybe use some, or you may use it quite a lot, or it's already fully integrated, and you really have plugged it in for how you do skills, behaviours, and talents.
So let's not think about the third of the people who don't have a recognition platform at the moment.
So you've probably got another third who are not using their data at all. So that's really interesting.
And you've got another third roughly who are using some.
Very few, 10% are either using it quite a lot or fully integrated, and I've been watching this across a number of platforms, so I'm being very neutral here about which particular platform where this is increasing me a hugely valuable piece of data or set of data that can be used by HR teams.
So I think that's going to be interesting when you get to those questions now of what can be done with data. So thank you for all voting that gives us a good field where our audience is.
DOD 6:47: So now it's time to hear from our panellists and I've asked our two employer panellists to each prepare a couple of minutes to introduce their organisations to us at the same time share I've said roughly two to three workforce challenges or opportunities that they are seeing or dealing with due to the advancement of AI and their organisations.
They'll give you a bit of a feel for where they're at with their organisations. They will then hand over to Niall. He's gonna look more broadly across the market and what his employer clients, what are the common workforce challenges he's seeing that clients are facing due to the advancement of AI.
And once we've done that, we'll then go to Q &A.
While they're talking, I always find this a really good time when I get lots of questions suddenly coming in, because it will trigger thoughts as you're listening to them of things that you want to hear more about.
Please pop those questions into the question function on your screens, it's incredibly useful for me to make sure I'm asking them the questions that you most want to hear the answers to.
So I'm going to hand over to you, Jo, and if you can hand over to Ellie afterwards, and then on to Niall.
JR 8:02: I'm Jo Rees, I work for GSK as a global experience owner for reward, so my whole focus in my role is on the experience effectiveness and efficiency of reward for all of our people and also our organisations.
JR 8:18: So for those of you that don't know GSK is a global healthcare organisation, we employ around 75 ,000 people across 75 different markets and those roles are made up of scientists, people who do research and development, the production of our medicines and vaccines and our supply chain, and also of course our corporate functions.
Our key challenges as a business and the opportunities that we have with AI are to get the best and most needed vaccines and medicines to patients as quickly and efficiently as possible.
AI has really brought us huge opportunities in R &D in particular, in data management, in sharing information, and really being able to improve efficiency and simplification of our operations.
JR 9:05: In terms of our culture, we have a really true global one GSK culture and actually AI is really helping us to embed that and maintain that because it really helps us to break down that global local divide.
And that in turn helps us to be able to focus on what we want to do most, which is bringing those medicines and vaccines to people.
So in terms of challenges that we find, and we've been on this journey for quite some time, is the mind shift.
JR 9:35: So really moving to a much more agile mindset, being open to that speed and constant change in the organisation.
And especially where we are an organisation where many of our people have been working with us for upwards of 20 or 30 years.
So they are used to working in a particular way. So it has been a true transformation in that sense.
Also, as an organisation, our responsibility, both from a compliance and risk point of view, but developing our people to use AI really, really safely, for the last three or four years, we've had standard training and events.
JR 10:13: So we have an annual data con, for example, which a few years ago started by focusing on what does it mean, what can you do, what can't you do?
What must you look out for?
And what do you need to be mindful of?
So those things are really impacting and have impacted us organizationally.
And we've come through those journeys and continue to evolve.
But also, the demands of our workforce have changed significantly.
So we have five role-based personas across all of those 75 ,000 people.
JR 10:43: But what's consistent in those personas is that they really expect a consumer-grade experience. So their expectations have developed, have grown. They expect us as an organisation to meet those expectations and to offer them this personalised consumer-grade experience in their employee experience with us.
So that's really what we're working on and what's in front and center of our mind in reward at GSK at the moment.
EH 11:17: So, to provide some context, Medallia is the global leader in customer and employee experience.
And although our workforce is considerably smaller than GSK, we're about 2,000 across about 20 countries, we are also highly distributed across the globe.
We're very diverse, and we are deeply human-centric as well, because our mission is helping other companies introduce those and understand those human signals.
Our own employees have very high expectations for their digital and personal experience within our workplace.
EH 11:49: And I would say for us, the main challenges are not necessarily on the technology side.
AI is a key tool in our project suite already, but internally fostering the trust and what I would say, competent adoption of some of the powerful integrated work tools that we've got, like Gemini and Notebook.
These are available to all employees, but they do need a universal mindset shift to start using them, using them for good, for effective use, whereas people have been very used to doing things differently for a long time.
EH 12:27: One of the things that we're doing within our people and culture team is looking at our HR processes to understand what we can outsource to AI tools.
And really, the opportunity is huge. It's really obvious. But by moving away from the owner as manual admin, moving away from busy work, we can enable the whole workforce to really focus on the human advantage of what they can offer.
EH 12:52: So what is the high value? What are the empathetic, creative tasks that AI simply can't replicate?
And by doing this, this should, you know, we also believe it's going to help to protect employee wellbeing.
Like Debbie mentioned, reducing that intensity of work and then hopefully freeing up teams to focus their skills on things like strategy development.
NM 13:18: I'm Niall. I'm Enterprise CSM from AwardCo.
AwardCo is the leading rewards and recognition software that builds culture and incentivises performance through effective recognition and reward strategies.
We're the leader in the space and we also tie the recognition and reward back to engagement through our AwardCo Engage product as well.
My role at AwardCo is to help our customers build out those programs but also help review them over time, so I've got a bit of a bird's eye view of some of the challenges that our clients are experiencing.
NM 13:58: So two major areas that our recent white paper also touched upon were the first one, the skills gap, and the re-skilling gap that is being caused.
Ellie just mentioned it there. With AI taking that menial, rapid work away as we move away from these triangular-shaped organisations to these, well, where we're at now, probably pentagonal, but shortly will be diamond-shaped organisations, where you have HNN AI at the bottom, middle management and then leadership, making sure that the skills are still flowing through the ecosystem within employers.
NM 14:42: And then also burnout is also something that we're seeing is a particular trend as AI moves into the workforce, it's making people more productive.
We're seeing employers asking the question of, can you do more with less?
But we'll give you the tools, the AI tools to do that.
There's a whole challenge there around upskilling, re-skilling those workers in order to capitalise on that, but also ensuring that they don't get burnt out in the process, trying to keep up with AI. And that's very hard to do as a human.
So that's really what we're seeing at the moment.
DOD 15:21: Wonderful, that really lays out a nice stall of some of the topics we're going to be coming back to and diving a bit deeper on.
So I want to come back to Ellie and Jo in the first instance and find out from each of you how HR practices are perhaps being challenged within your organisations as AI picks up automated work.
Ellie, if I can come to you first.
EH 15:52: So as Niall just said, more with less, it's a very familiar phrase.
And so I wanted to mention, outside of recognition, I would say the primary practice that's being challenged for our employees or for us is the white-glove, high-touch service model as we utilise AI more to automate transactional tasks.
So policy queries, how much holiday do I have left, data entry, employees are really being forced to move towards a digital self-service model.
And while we know that's faster, they get a response quicker, I would say it's more psychologically satisfying that you've gone and found out that answer yourself.
EH 16:33: I think it really does challenge the traditional perception of HR being that personal concierge service, which can still be prevalent in different industries, I think.
So again, that really requires a significant cultural shift for employees who equate their HR team with purely human interaction for everything, versus helping them become more digitally efficient.
Obviously, I'm not suggesting that everything shifts to AI, but of course, like we've just said, there's an awful lot of repetitive tasks that can shift and we can all just be much more efficient.
JR 17:17: Yeah, so everything that Ellie said, for sure, and we have this phrase where everything, we need to shift everything left.
So shift everything that we possibly can in our service models to be automated or self-service, which is great. And, you know, our people are very used to that. And what's been interesting is that we've partnered very much with our other global functions.
JR 17:40: So for a very similar experience, making sure that we're doing that hand-in-hand with finance and with tech as well.
So I think it's encouraging that partnership across, you know, seeing the user and saying, right, what is their experience rather than what is HR doing?
Is finance doing that?
So they have that similar experience at the front end.
So that is challenging because it requires us to think in a completely different way, as much more as marketeers of our services rather than providers of X, Y and Z processes.
I think the speed and the demand for change are much faster.
JR 18:20; So for our teams, having to work out very quickly, as you said, Ellie, where can we use AI in this?
Where is the right place, and where would this be risky? And making sure that we're kind of, we talk a lot about where we're placing our bets.
So we'll, you know, keep the human in the loop, but in different places and different processes.
And interestingly, keeping that kind of white glove kind of VIP service, not necessarily just for the most senior of the organisation or maybe populations that we know are finding it harder to change, but also, maybe certain services, so for us, global mobility, for example, is something where we absolutely can't afford for that to go wrong.
19:05
And it's probably common in every organisation I've ever worked for, to be honest, so that's always a white glove thing.
19:10
But same right, actually, we can save over here with automation, we can make this generic, but actually this, this and this is something that has to be more human-centric.
19:21
and we will we will guard that and I think our people expect that as well and they're adjusting to almost say actually yeah it's fine I'll self-serve on all of this as long as my either my line manager or someone in HR can help me when it really matters with x y and z and that they're the conversations that we're having which are new to me certainly in the last couple of years compared to the early years of my career where it would be much more just about efficiency and compliance a lot of the time, making sure it's safely done rather than on the service front, I would say.
20:03
So that really flags up HR specific shifts that are happening, but probably common across every function of every organisation.
20:12
So coming back to the point that you raised earlier now, were you talking about those skills shift. So what are you seeing in terms of how different will future skills need to be?
20:24
What are those talent and skills mapping strategies changing or likely to change and that humanistic skills I think is a term that you used, Jo's just said, people-centric.
20:40
How on earth do you work your way through that and what that might ultimately mean for HR practices?
20:46
Yeah, I think touching on what Jo seemingly has already done is figuring out those motions and processes that will be handled by AI and then pulling out kind of the skills, the humanistic skills of the work that's left and what skills you expect as an organization in order to fulfill those functions, things like judgment and empathy, these are all skills that we typically see within an organization.
21:12
And being able to track those across the workforce, being able to somehow get data to influence that and find out who hosts and who has those skills is definitely an interesting part as well, around talent mapping and what the future needs of an organisation are.
21:29
And being able to backfill roles, perhaps less based on competencies and what the day-to-day work is, but using what you saw the previous post-holder have in terms skill set and hiring based on skills rather than what the job, the goal of the job description was.
21:49
And I know we were talking, I think it came up both of you and now, you and Jo last week about that, the diamond-shaped organisations therefore having fewer people coming in and say graduate programs, but needing those experienced people.
22:09
Could you perhaps talk a little bit more about what might be coming down the line with that future shape of organisations now?
22:18
Of course, yeah.
22:19
So I suppose there are two different ways.
22:22
And one is a retention strategy with Agenic AI.
22:27
There's less training going on amongst those junior employees.
22:30
So they're flowing up through that ecosystem and through the hierarchy much slower and less regularly.
22:36
And so there will be a key part in upskilling or reskilling those employees in the organisation, and perhaps rewarding them with learning opportunities so they can begin to progress.
22:50
Another part, I suppose, would be separating AI out into another hiring and talent strategy and ensuring that you're hiring people into specific roles related to AI, which I think we're just seeing the beginning of now within organizations, dedicated graduate programs to AI that perhaps cover more of a range of skills and a range of departments rather than moving into one specific department, giving them the opportunity to bounce around an organization and support that organization.
23:22
Yeah, and I know, Jo, we were talking about that last week of how the rewards function and the benefits function will change, been much more across several functions at once.
23:33
Yeah, yeah, definitely.
23:35
And I think, you know, we were when we were talking about this, we were talking about actually, those people coming into, into work, as you know, either school or university leavers, you know, they've got more AI skills, they've got more digital skills, and that's more the world they've they've grown up in.
23:54
But those people already in their early career of seeing a layer above them and several layers above them who have got the strategy, they've got the transformation experience, and they've got a full toolkit already.
24:08
And they're not necessarily getting the opportunities of how to develop that.
24:13
Or if they are, they have to do it at a rapid speed.
24:18
So it's almost that kind of sandwiched generation that are already in work, that actually maybe is an area to really focus on.
24:27
And I know for us, we've really moved to this skills-based organisation, and it's a transition that we're doing globally at the moment.
24:36
But everybody has a digital learning pathway assigned to them, and it is a common core skill that is now expected across, and the same for transformation and change as well.
24:49
So I think then for reward professionals, we have to really think very clearly about how do we develop people into specific roles?
24:58
And those that are like if you're doing exec comp or something like that, how do you really mindfully give people the work experience and the knowledge of how to do these things?
25:09
And I think that partnership with the skills-based organisation mindset is really important and something we know we're starting to build those very specific reward learning pathways so that people actually can learn those things, and, ironically, taking advantage of AI in the learning space in order to be able to facilitate that as well.
25:30
So this brings us very nicely, we're already touching on it, on that intrinsic reward, because I think this is much, it's quite a shift, as Jo said, as being slightly further along the line of using that intrinsic reward to shift those transformation behaviours and skills.
25:50
So Jo, are you able to say a little bit more about intrinsic reward and then I want to come both now and on that as well.
25:58
Yeah and I think actually for us what we're seeing and I mentioned it before in the demands of our people, their expectation is such that as an organisation we should be providing this safe space in which they can develop.
26:13
They expect that and they demand that in our value proposition to them.
26:18
I think what is quite difficult is actually then when it's you know, people kind of are on the bandwagon of saying, Oh, yeah, you know, want to develop an AI, this, that and the other, and maybe they get the opportunity to develop.
26:32
But actually, when they do that, those projects, those, those opportunities that they get can be quite confronting, because actually, you know, it's difficult work, and it's maybe, you know, leveraging on talents that they haven't yet So I think that's a real challenge for us, but also making sure that we recognise where people do lean into this really, really well.
26:57
So we've started to use AI again to analyse, you know, what are the citations that go on our recognition awards?
27:05
How many of those are related to AI?
27:08
How are people naturally evolving their skill set in this space and making sure that we are really truly recognising that rather than maybe a few years ago, it was a bit like, oh, there's Bob over there, he's really good with AI.
27:23
You know, it's like, it's not the domain of one person anymore.
27:26
And we're really tracking that.
27:28
And you mentioned in your poll question about, you know, using the data that we have to really understand and look at the demographics.
27:37
Is that all happening in one grade or age band or one region or one part of business or one persona?
27:45
to say, actually, you know, that's interesting.
27:48
In R &D, all of their recognition is about AI, but actually, in, I don't know, in procurement, actually, it's only 10%, you know, obviously completely fictitious, I guess, but, you know, it is really interesting to see how people naturally develop or not in this space and some of those patterns.
DOD 28:12: And Niall, do you want to build on that in terms of what you've seen with intrinsic rewards, doing those, helping with those shifts?
NM 28:18: Yeah, definitely. So I think a lot of companies are trying to, in an age of AI, where I've mentioned earlier, and Ellie mentioned it as well, are expecting to do more with less.
I think there are definitely things that companies can do in terms of carving out that learning time.
I think that's something that I've seen some companies do quite well, carving out Fridays so employees can upskill in AI and carving out that time, that is a reward in and of itself, a bit of respite from the day-to-day work and making sure that they're carving out time to do it.
NM: 28:50 There's also a perspective of potentially incentivising learning through reward.
We've seen some companies launch recognition programs about AI learning, where people are submitting the best use cases of AI and how they've used it in work, moving it not just from output and not just moving it away from just those menial tasks, but helping them on strategic projects that's moving the needle for their objectives as an organisation.
29:26
And then rewarding that quite publicly also helps in terms of motivating those employees who perhaps have more of an extrinsic desire as opposed to intrinsic.
29:38
You'll obviously see that particularly when, I suppose, this trend is the younger workforce are probably more likely to lean into AI learning, whereas you might find those that are slightly towards the end of their career may be less likely to lean in.
29:52
And so you need to use those two different strategies to engage those two different personas, which Jo mentioned earlier, to engage in an upscale.
DOD 30:03: So it's probably maybe we will now lean slightly more extrinsic rather than intrinsic, and come to you, Ellie.
Any insights on how you could use reward and census recognition plans to encourage that behaviorally, encourage you to use more AI?
EH 30:22: Yeah, and I don't have anything that Niall and Jo have not just mentioned, but I think it really builds on it.
And you could sit here for hours coming up with ideas about how to do it.
So I kind of picked out three main areas where we could use rewards to help drive AI adoption.
So one, as Niall just mentioned, is gain sharing. So we could, when I say we, I'm talking about rural practitioners. I'm not speaking on bar from Medallia.
But we can, you could create cash-based incentives that are linked to those time or cost savings, really helping employees feel that the efficiency that they find through AI is rewarded with cash, a share of the value that they've created, versus just adding more to that workload.
Because I think that's probably the natural expectation, is that, well, if I become more efficient here, you're just going to give me more here.
EH 31:19: And then also building on that performance integration piece as well.
So it doesn't have to be all the way over to having specific department metrics.
It could be something as simple as building AI adoption and learning into individual performance metrics or performance plans, shifting from AI as being an optional tool to really making it become a recognised skill and core competency, you know, which can then influence individual merit increases and an individual's career progression.
EH 31:52: And then I think really data-driven recognition.
So if I talk to something that we're doing at the So at Medallia, we have a Slack, other chat tools are available, Slack recognition bot that was built by one of our engineers that generates recognition data.
We call it Thanksbot. And that's been going for a while, and it's really great. People use it to shout out people's time, but we've not really done a huge amount with that data. And as, sure, everyone's heard me say, we drink our own champagne.
EH 32:24: So we're currently looking at ways of collating that peer-to-peer thanks with our feedback tools that we already use to try and create this AI-powered feedback loop and identify those AI champions, those people who are really using it and getting their shout-outs.
And there are all sorts you can then do from there.
You can go into gamification of this stuff, and you can create validation through that peer influence, and you can do that across companies.
So the opportunities, I think, are just huge and probably endless at the moment.
DOD 33:02: We've had a really good question come in, not one that we've pre-prepared.
But I'm thinking that, Jo, you might be well-positioned to answer this one. But if not, maybe one that others can.
So Maria is asking, how would you secure organisational support for investing in an HR focused AI model when the company's primary emphasis is on revenue-generating customer projects?
You hear this quite often, the front line, the bit that makes the money gets AI first, and that's all the focus, and poor old HR is still trying to get some AI into it.
How do you even justify the spend on doing that?
JR 33:44: Yeah and then you know I think you may have been reading my emails because this is literally what I'm, what I'm having to do day to day.
So, you know, I think we are really clear as an organisation on our purpose, it's about speed, agility and getting the right things to the right people at the right time.
So the business cases that I'm working on at the moment are focusing wholly on enabling the people who do that work.
JR 34:12: So for us, our R &D teams, our production supply chain teams. They are our front people, they're the Holy Grail that does the value-add work.
And our job is to operate as efficiently and as effectively as possible to keep our own costs down, but also to enable them to be as effective as possible.
You know, we are looking at our reward experience at the moment about realistically, across our 75,000 people, how much time do they spend every quarter just trying to find stuff? Like, you know, a conservative estimate might be a day or half a day, a quarter.
So that's two days a year for everybody just to read a pay review letter, understand their bonus, maybe give someone a recognition shout out, you know, lo and behold, if they need to use their private medical scheme or advise a colleague on, you know, maybe using the EAP or something, they've got to find all this stuff.
JR 35:18: So what we're doing is really focusing on actually, if we are really great and really good at designing that experience for our people, and use AI and use all of these amazing things to translate it into what actually makes our people more efficient.
And that is, you know, that is the way we're talking about it at the moment. You know, it's the same when we make the business case for our learning skills platform, for example, we've just transformed that in the last year.
It was a similar kind of thing.
You know, how can we just make life easier and more intuitive for those people who, you know, who are doing those more easy to see value add jobs that have a more direct impact on our share price than mine does, for example.
DOD 36:11: Any comments from either the other two panellists on justifying spend on HR-focused AI?
36:21
Yeah, exactly what Jo said.
36:23
You really have to dig deep and pick out all of these ways that it will support and affect the rest of the business, versus just help us do more.
DOD 36:37: So in which case, I think this is a perfect time to jump ahead to some of our data-focused questions and bring you in, Niall, because I think at the end of the day, sometimes that data that you can show can really help move the dial.
What internal data can be used to recognise and encourage the humanistic skills that will become increasingly important?
So just what can be done with that data that's sitting in recognition tools?
NM 37:11: I mean, first of all, I suppose the first step is having that data.
Some of that data in some companies may only be sitting in the performance review that may only happen annually or biannually.
And I think recognition data is a really good place to start and creating those recognition programs.
So you begin to get a live data set of those behaviours and those skills throughout the year, and how they're evolving across the organisation.
The second part, I suppose, is also training your managers to give good recognition as well.
We know that managers have a unique insight into how their teams are performing and what they are good at.
NM 37:56: And being able to highlight that in recognitions for the HR team to take that data set away and know that it's quality data and there's a lot of that data is really important.
So things like understanding what good recognition looks like and what behaviours there are.
And so once you've got that data set, then you can begin to map across the organisation all of the skills and behaviours that you have.
Alternatively, you can tag certain recognitions to certain behaviours, giving you that data set that then can inform your strategy and where you might need to support certain training in some departments and how you might want to reward and recognise other departments for excelling in certain areas like AI adoption.
DOD 38:45: And then take us a little deeper with that question that just came in, I think, on Monday. Fabulous question. How are employers measuring disrupted motivation beyond engagement scores?
So what are the leading indicators that reliably predict flight risk or discretionary efforts?
For example, benefit usage patterns, sentiment, absence data, and really what's that minimum viable data set for somebody who's starting this journey of trying to work out what that disruptive motivation is doing within their organisation?
Back to you now on that thorny question.
39:29
I think it's the golden question if we were all able to map a specific formula to seeing an employee be disengaged, be kind of disruptively motivated versus disengaged, we would be able to prevent churn and retention.
39:50
I think, yes, where you mentioned those things like discretionary effort, this is where we can see in recognition data, you'll be able to see a drop in kind of peer-to-peer recognition and engagement with that kind of function.
40:03
You might also see people volunteering for less projects, opting into if you've got an LMS, tracking whether they are engaging with that LMS.
40:13
Interestingly, one that I recently thought about when you gave me this question was things like also engaging with content.
40:20
I don't know how many internal comms teams often actually track the engagement that their employees are putting into reading their articles, engaging with the content that they're putting out on their intranet.
40:29
These are kind of all little signals that can be a leading indicator as to whether an employee is becoming disengaged. I hope that answers the question.
DOD 40:41: I think that's partly, but I'm going to come to your fellow panellists to see if they've got anything to add in terms of their top tips on which data are most useful. Jo, do you have anything to add to that?
JR 40:52: Yeah, I think you're right. It is the holy grail for sure, and I think being able to pull together those different threads of data is the key to it.
So we do track engagement with, you know, who opens a global email from our ex-co, who responds to our surveys, all that kind of stuff. And then being able to correlate that with, you know, like you said, the peer-to-peer recognition and are there different trends and can you see actually those different profiles, either of people in groups or individuals over time?
I think the other thing that is worth considering in this space is also, you know, the real importance of the line manager relationship and also seeing potential and talent management.
JR 41:43: We simplified our talent profiling a few years ago, but one of the things that we talked to people about is what their appetite is for career progression and for different things.
So I think there is also in this world of technology and data and correlating things, there's really no replacement for genuine thought and consideration from line managers and leaders to really understand the feel of the parts of the organisation and especially where you know I think these are unprecedented times every organisation pretty much is transforming whether it likes it or not and you know to really get that somehow get that read from those line managers which for us we would probably do through through talent feedback if in development planning I think.
Yeah, it's not all about digital and AI at all.
DOD 42:44: Ellie, are there any top tips on the data that you find most useful?
EH 42:51: So we track engagement through our employee feedback in multiple ways that we offer. And of course, as we move through the change, I think what is going to be very important is the sentiment that qualitative feedback is so important.
And AI is, I think, a powerful tool to help us understand this.
So as an example, we can look at, as I mentioned our thanks bot earlier, we can look at the language, the thanks that are used there, we can look at the crowdsource feedback and then aggregate all of that to then pull out the themes that can help us understand which behaviours are being most recognized, which achievements are being most recognized so that we can make sure that we are also able to reward and focus on those as well.
EH 43:36: So I think AI tools are helping us aggregate those themes, so the mentorship, thank you for the mentorship, thank you for the emotional support, for example, it really helps us recognise the humanistic skills that we've just talked about being so important, versus just the simple task completing or efficiencies.
And I do really think it's going to become even more important to keep recognising those who teach or those who support rather than those who do. Because that's an entry.
It's such an important part of our culture and keeping our culture human. And we're in a world where we talk, at the moment, we've been talking about AI. So it is a holy grail as well. But we know it's not perfect. We know data isn't perfect.
DOD 44:23: So I think both Ellie and Jo just mentioned some of that, what you have to watch out for a little bit.
I've come to both of you on what fears and lack of trust do Reward and Benefits team have with regards AI-related or generated data?
Jo, if I can come to you, do first on that.
JR 44:45: Yeah, I mean, just firstly, as a kind of organisation, we've really had to focus heavily on the ethical use of AI, especially, obviously, in our R &D business. You know, the huge amount of data of a personal and protected nature that is there.
So as an organisation, we've really brought that through culturally. So everybody does repeated training to understand, okay, you can do that, you cannot do that.
You know, you can put this into our internal agent, you know, version of ChatGPT, but you can't put this into Co-Pilot, for example.
So I think that's really shone through over the last year in that the conversations that you hear and that you're involved in are people really saying, no, no, that's fine.
You can use that data in that way, or you can use it, but you have to take this off first before you do it.
JR 45:43: And we've got all sorts of controls in place within the organisation to make sure that that is easy for people to do. And I think we've started also talking informally about the role of ethics and ethical thought in our use of AI, especially across the reward space.
And we've talked about it being a real core competency of a reward professional going forward. I think generally, people who work in reward are very mindful of the data that they see and have access to.
But in particular in this space, I think it's becoming a real key kind of backbone to success in the future, is just having that in your DNA going forward. That's it.
DOD 46:32: And Ellie, are the areas that you're also very mindful of, perhaps seem to be distrustful of when it comes to AI data and your rewarded benefits teams?
EH 46:41: I wouldn't necessarily say distrustful, I'd say that you need to be conscious of and think about.
So, one that really stands out is that employers end up automating bias. So obviously, that's been something that's been widely discussed about AI in general for the past few years.
But I think an obvious example for reward is the potential to bake in and scale historical pay gaps instead of fixing them, just using the data that you have. And are you really trying to make those changes?
And I think as well, when we are talking about using AI for compensation practices or the compensation programs and processes, we've all got this very healthy fear of loss of nuance as well.
47:25
So are we trading that human empathy for the digital efficiency again?
47:30
What's the why behind those pay and benefit decisions that we're making?
47:33
So as Jo mentioned earlier, there are still those things where we do need to be high touch, white glove, really put the human in there to make sure those decisions are made with the best intent and with the most thought.
47:49
And then again, kind of touching on ethics, I think in the context of performance integration, like I just mentioned about looking at the data, we as practitioners need to be mindful of bias towards rewarding that visibility over impact again.
48:05
Because AI programs are naturally tracking the digital, but not necessarily the analogue. Skills that are equally or more impactful.
48:18
So yeah, a really simple example is relying on AI to give you someone's performance rate, for example, could reward the person that's written a hundred fantastic prompts, but then miss the person who spent three hours mentoring someone and really, you know, developed that person as well.
48:34
So I think we want to be very mindful of not creating or contributing to a digital divide, with that louder digital work being awarded and the quieter human work, that empathy, that coaching, that culture building is then undervalued.
48:52
I wanna move on and become very person-centric, human-centric.
DOD 48:58: You've mentioned most, I think several of you mentioned this right at the top of the webinar of this burnout, stress, efficiency, and the impact on workforces or within your own teams and I know certainly we've been speaking to people at REBA and reward teams are just expected to do more and more and more and actually and the worry about what's that that's doing to people.
So now if I can come to you. It’s wonderful that all this is happening in the world, it is changing and becoming more efficient. But while we go through this, how can employers mitigate burnout and stress that's driven by this increased expectation of greater efficiencies due to using AI, when at the moment AI isn't quite doing everything for us just yet?
49:46
Yeah, I think we've all been there when we've read an AI article that hasn't quite hit the nail on the head for something that we've asked it to do.
49:53
So, employees are having to take on that additional work of, yes, AI can help answer a question, but it may not be the way you want it, so that has an additional burden on top of it.
50:04
I think, you know, something that we found recently, of course, is recognition reduces burnout by roughly 48% within a workforce, so ensuring that your managers are recognising employees, as Ellie mentioned, for that humanistic work and getting recognitions for that and data to show that that work is going on behind the scenes is super important.
50:28
Also I think creating time, as I mentioned earlier, for learning is a particularly important point.
50:34
Learning as an employee is productive and does count towards the productive nature of a business and so I think making sure that we're carving out time for employees through that can also help in terms of reducing burnout.
50:48
I think we all have a significant cognitive load, being able to give employees a break from some of the intensity of the work that they have to do with AI to go and think about something slightly different and give them that opportunity to show those humanistic skills, be that through mentoring, coaching, learning, and creative problem solving, potentially through hackathons.
51:13
We know many, many different companies give those as employee benefits, two weeks off to go and work on projects that are meaningful to them.
51:21
That gives them kind of a rest from some of the work that perhaps might be quite intense and gives them an opportunity to come back refreshed, have them work on something that's deeply important to them and intrinsic to them.
51:33
And Ellie, yeah, with your benefits hat on, your social rewards hat on, what can benefits teams put in place to support the wellbeing of the employees when we're going through such an intense period of change?
51:49
Yeah, absolutely.
51:50
So I think also, as well as all of the learning and everything, we're still in this transition gap as well.
51:56
So while employees are learning, it's not necessarily 100% clear now.
52:01
They're getting the time saving.
52:03
And so AI is a tool to augment work versus increase work.
52:09
So I think one thing that benefits teams should be doing is really showing that support is not only proactive, but highly visible.
52:19
So going back to what Jo said about people spending time looking for stuff, the access to your EAP programs, your wellness programs, your coaching support, whatever you have in place, that should be the fastest thing that somebody can find.
52:35
It should be front and centre, I think, especially as we go through this.
52:41
Because it is there to help people navigate that stress and that difficulty. And also, let's not forget psychological safety.
52:50
Whilst we're expecting people to learn all of this, we need to think about the effort of this transition that Niall's talked about, you know, those hackathons or how we want to do it, but also reducing that fear of failure, because that can really store the behavioural change.
53:05
Oh no, if I mess this up, this is going to be really negative for me.
53:10
I think just adding on to what Ellie said there, that share, that storytelling is always super important when in any change.
53:18
But I think being really confident to build a culture where actually people are sharing where maybe it hasn't gone quite right or what their learning journey has been.
53:28
So I mentioned our Datacon kind of thing.
53:31
We also run hackathons more locally as well.
53:35
But a lot of that is about sharing what hasn't worked and maybe how people have adopted into their day-to-day life.
53:42
But I still work in email.
53:45
Some of my colleagues work in Teams or in Copilot or in various other things.
53:52
And it's really interesting just chatting to people about how they're adapting their day-to-day flow of work to use whatever tool is suiting them, but just being very open and honest and kind of going, oh, yeah, I've tried with that, but maybe I'm not ready for it yet.
54:08
Or the way my work is today doesn't suit that flow of work, but actually, maybe it will in the future, you know, and just kind of demystifying that a little bit, I think, is really important.
54:22
And as leaders, I think we've got a real responsibility to, to encourage that storytelling and share that with others.
54:29
You know, too often, it's just the, you know, the high days that are shared rather than the banging your head against a brick wall moment.
DOD 54:39: Really important point, and one that I'm filing away that we probably should be doing at REBA as well.
Which brings us neatly onto the final question in our last two or three minutes that we've got of this webinar.
And I just want to come around to each of you for a quick, if you could share your top practical example of success that you've taken to support meaningful, purposeful, productive work in an increasingly AI world.
So I know I asked you to prep this in advance, so hopefully you've got those at your fingertips.
So if I can come to you, Ellie, first, and then I'll go to Niall, then Jo.
EH 55:17: So at Medallia, one of the most practical successes that we've had has been to integrate country-specific benefit chatbots directly into, which has significantly reduced the admin burden, not just on the benefits team, but also on our people operations team, who would respond to tickets or get queries, to HR business partners who also get those queries.
And so with that chatbot responding to the high volume repetitive queries, it has significantly reduced some of the admin. It's cost effective.
It's a win that means that it's really proved that AI can handle that noise and allow the P &Z team to then pivot from being bogged down in that admin to really then start focusing on strategy.
And we are looking at how we can now expand that chatbot to actually just answer all of the HR queries, so they're not just around benefits.
But that's just a very one simple thing introduced.
DOD 56:16: Now, a similar question to you Niall. What's the success story?
NM 56:21: Yeah, I think what we're trying to achieve at Awardco with our customers is using that recognition data to make, as Ellie said, the invisible work visible across an organization, that that will then drive up motivation and retention so you retain those employees so you've got that middle layer of your diamond shaped organization and then also whenever there is kind of any churn within within that organization you've then got a skills map, an AI skills map based on that recognition data so you can go and partner with your talent team to make sure you can fill it based on a skill rather than the typical job description as we begin to move towards that kind of process.
DOD 57:03: Fantastic.  And then Jo, we're slightly running out of time.
So very quickly, have you got a quick example of practical success?
JR 57:10: Yeah, so I think for us using our data to really understand how people are experiencing what we're putting out there in our proposition is really helping us to design going forward.
And it's shifting our mindset in that way to think about designing an experience rather than operating a process.
DOD 57:29: Thank you so much.
That was a massive topic to try and squeeze into 60 minutes.
Hopefully, it was really valuable to everybody who's tuned in with lots of gems to pick up from.
So very big thank you to all of you panellists and to all of our attendees from today.
While I have your attention, I just want to quickly announce our next webinar will take place on the 11th of February at 10 AM.
And on that one, it'll be quite a different topic, focusing on the dual care workforce in 2026, a critical turning point for reward.
So it's a deep dive into supporting your working carers, your working parents, how do you keep them retained, productive, and well-being through much smarter and targeted benefits.
And that will be done conducted in partnership with Bright Horizons.
But right now, I'd like to say a huge thank you to Niall, Jo and Ellie for all your contributions and insights.
A massive thank you to Awardco for supporting us in a webinar topic I think we've come back to again and again because it's just changing so massively for all of us.
So thank you hugely and just a chance to say goodbye to everybody.

