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What are we talking about?

Data is the information you Analytics is the discovery Insight is the value obtained
obtain from users, such of patterns and trends through the use of analytics
as demographic info, gleaned from your data

behaviour and activity
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Analytics — it solves EVERYTHING

There is no doubt that it is
powerful but it is only a tool —
the insights are human led
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http://www.informationweek.com/big-data/big-data-analytics/can-big-data-help-cure-cancer-/d/d-id/1326295
http://www.lockheedmartin.com/us/news/features/2013/identify-illness.html
http://www.kdnuggets.com/2015/12/big-data-predictive-analytics-climate-change.html
https://www.forbes.com/sites/bernardmarr/2016/04/14/amazing-big-data-at-nasa-real-time-analytics-150-million-miles-from-earth/#6439d74e5cc4
http://ecc.ibm.com/case-study/us-en/ECCF-CDC12380USEN

Analytics in HR and Benefits

Will work For
FOOA

Robots are
replacing everyone — ; .
it solves the problem Will work for
with HR and benefits — free
but Robots struggle
with meanina!
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https://youtu.be/0ggcSLRrK4g

|dentifying the problem

Within the field of HR Analytics I'd put:

1 2

Pay and Reward Benefit Analytics
Analytics

3 4

Expense Travel
Analytics Analytics

S 6

Attrition Recruitment
Analytics Analytics

“You may well have data, Smithers,
but I have strong opinions,
and I pay your wages” 7

Anything else you can think of!
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Bang for your buck!

1 2 3

Pick Choose Be informed by
something the right the insight but

apply it to your
WWelgiy approach business issues

investigating for you

If it doesn’t fix an issue or identify an opportunity for
YOUR business, it’s interesting but not useful

Commercial in confidence



An example of Analytics going deeper

Gender Pay Gap Reporting

Maotivation & Requirements

he Government regulation on gender pay gap reporting has been introduced in an effort to

here a gender pay gap exists
gnise the importance of evaluating their contribution to the problem.
courage employers to prioritise and take action on reducing the gap

Aim of POC

entity must provide reporting on gende gap. A breadth a ch has been taken whe o
ould be published via site and be accessible to both employees and public for ||/ PF€adtN approach has been taxken when preparing

at least 3 years from date of publication. the POC in order to demonstrate at a high level:
 of delivering compliant re

Minimum requirements s of some area erest for context
enumeration for
-Genderre

- Gender

so want to produce and/or publish a contextual narrative to support the

ion of the gender pay gap to both err
mpt to understand the gender p
ns to reduce the gap

oyees and public
p
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The minimum

Gender Pay Gap Reporting

Minimum Gender Pay Gag.
Report

% of Total Hourly Pay Gender Pay Quartiles
Employees in UK

Gender

Quartile F M

Upper (75-100%)

Upper Middle (50-75%)

Lower Middle (25-50%)

Median Hourly Pay »# Lower (0-25%)

Avg. Hourly Pay

Hourly Banus Pay Gender Bonys Quartiles Median
Gender Gender Hourly Pay

Bonus Quartile F M by Quartile
F 27.81% 6.410%
Lower (0-25%) 75.89%

Lower Middle (25-50%)

Upper Middle (50-75%)

Median Hourly Bonus Pay Avg. Hourly Bonus Pay Upper Quartile (75-100%)

Median Hourly Pay
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Going deeper

Gender Pay Gap Reporting

Segments - Largest Gap

Measure Names
W Avg. Hourly Pay % D

Avg. Median Hourly

Segment

Median Hourly Pay % Difference #
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Insight

Gender Pay Gap Reporting

Benefits - Cost per
Employee

Avg. Cost per Employee Benefit Name
)
nnual Leave Tra...

Avg. Monthly Avg. Hourly ER  Avg. Monthly  Avg. Hourly EE
Gender ER Cost per Cg EE Cost per
Employee 7 Employee

Total
Employees

Cance:
Cash
Charitable Donati

Childcare Vouchers
Critical lllr

M
Cycle to Work

Difference in Hourly ER, nefits by Gender & JoD

Grade

% difference from the "M along Gender Benefits may be offered by employers for reasons
including

JobGrade  Gender Avg. HourlyERCost  Avg. Hourly EE Cost Fract and retain talent by differentiating from other
employers

. - -Encourage employee engagement

- — -Drive productivity through incentive
2 = m—— S - Employer's sense of paternal responsibility

Spouse/Partner Li

- Benefits come at & cost to employers so could therefore vel Insurance

be considered remuneration, or “pay"”

icle Breakdow

4 F - If we accept this premise and employer is not spending o Clus
equally en benefits for males/females, the gender pay gap
5 F may be amplified. Total Employees
- We might want to investigate the extent of the gendar 5 I

pay gap as & result of benefits cost
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What does that all mean? &

One of the combinations of data here is pay with benefits —
what we can see is that, for this population, an unintentional
bias has been created as benefits have been equalised but,

as pay has not, a female is spending more per hour than
a male or the same benefit...not an acceptable situation....
but something we can address

This is where analytics comes This data also shows that the It's ‘just’ pay and benefits

into its own — shedding hard problem starts at recruitment, data....adding new data sources
empirical light on areas that you  even now, and isn’t just a will increase our insight
wouldn’t otherwise know were historic issue....

driving forces
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Analytics — a tool, not a solution

Pay

Strategy

Analysing your workforce and
using that data to help set
pay strategy — analytics can
give you insight and ideas —
but the solution still needs to
come from humans

Commercial in confidence

Benefit
Budget

Understand how to use
combined data from your HR
and benefits systems to make
best use of your benefits
budget — no data is in
Isolation anymore — you need
to target and personalise as
never before

Reward
Approach

Monitor the effectiveness of
your reward approach and
identify ways in which it can
be improved, based on real-
world data — governance of
your approaches is vital
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Analytics — for life, not just for Easter
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Questions




Regulatory Statement

* The information contained within this presentation does not constitute financial advice.
* The information provided is based on our understanding of current law as at 12 April 2017.
*  HMRC policy, practice, and legislation may change in the future.

Capita Employee Benefits is a trading name of Capita Employee Benefits Limited and Capita Employee Benefits (Consulting) Limited. Part of
Capita plc. www.capita.co.uk. Capita Employee Benefits Limited and Capita Employee Benefits (Consulting) Limited are registered in England &
Wales No: 02260524 and 01860772 respectively. Registered Office: 17 Rochester Row, Westminster, London, SW1P 1QT. Separately authorised
and regulated by the Financial Conduct Authority (FCA).

It is Capita Employee Benefits’ policy not to provide regulated services to ‘Retail Clients’ as defined by the FCA. It is essential that all clients are
classified as ‘Professional’ for the purpose of receiving the services set out in this document. Until such time that the Professional categorisation
process has been completed, regulated services will not be provided.
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