
Optimizing Your Total 
Rewards: An Aligned Strategy 
Leads to Successful Execution
Total Rewards programs often represent one of the largest investments an 
organization makes. With an increasingly competitive environment and a changing 
talent landscape, companies are continually focused on maximizing the return on their 
total reward investments

Aon’s approach and tools are proven to:

•  Define a well-articulated total rewards  
philosophy and strategy aligned to business  
and talent objectives

•  Target business critical talent pools and workforce 
demographics and their total reward  preferences

•  Anticipate employees’ reactions to new programs 
or future program changes 

•  Provide data rigor to support decisions for 
total reward program design, delivery and 
communication planning

A clearly articulated and aligned Total Rewards strategy is linked to your business goals and human capital 
strategy, and aligned with your Employee Value Proposition. Total Rewards is an important tool to attract, 
motivate, and retain talent.

Building and Executing Your Total Rewards Strategy

Total Rewards Strategy

•  Leader survey and 
interviews

•  Employee focus groups 
and survey

•  Design and cost allocation

•  Total Rewards 
optimization analysis

•  Total Rewards Market 
Analysis

Business Strategy  
and 

Capabilities

Program Design and 
Implementation

Communication

Employee Value Proposition

•  What makes your company a compelling 
place to work?

•  What do you want to say about your 
employment experience?

•  Total Rewards Market Analysis

Human Capital Strategy

Employee Preferences and Needs

•  How well do you understand what’s 
offered?

•  How competitive are the programs?

•  Which programs are most important?



Framework

Supporting Resources 

Aon leverages a comprehensive data-driven framework for helping organizations develop a total rewards 
program that optimizes the value of their total reward investments:

Strategy and Program Design Expertise:

With a team of specialists focused on helping organizations design a holistic total rewards strategy and program 
to meet their needs, we are also able to leverage subject matter experts across a broad range of total rewards 
disciplines (e.g., broad-based and incentive, compensation, health and welfare, retirement, flexible benefits).

Our data driven approach leverages the full breadth of Aon’s benchmarking databases and tools:

Competitive Benchmarking:

With industry leading benchmarking resources (e.g., across industries, McLagan Financial Services, Radford 
Technology, etc.), Aon has some of the deepest compensation benchmarking anywhere. Aon’s Benefit Index® 
sets the standard in benefits benchmarking and comparative analytics. Aon also has the ability to integrate 
these different data sources into a holistic ‘total rewards’ benchmarking methodology.

Leadership Insights
•  How do total rewards need to change 

to support the business?

•  Should our programs be consistent 
across the organization?

•  How much differentiation should exist?

Organization Capabilities
•  What capabilities will be 

important?

•  What new skills and capabilities 
will be required?

Competitive Position
•  How do we define the external market

•  Where should we position ourselves 
relative to the market?

•  What total rewards programs do we want 
to be known for in the market?

Employee Perceptions & Values
•  How do employees perceive our 

current total rewards package?

•  What do they value the most?

Employee Value Proposition
•  How does the relationship between the 

company and employee change?

•  Are total rewards aligned to the 
employee experience?

•  How do we communicate the value of 
our total rewards program?

Financial Objectives
•  What financial objectives do we need to 

achieve? Can we fund investments through 
savings in other areas?

•  Will the business model support more than 
one model for total rewards? 

Talent Strategy
•  Who are critical talent segments to 

achieve go forward business objectives?

•  How do total rewards programs need to 
support our talent strategy?

•  Will we need to support talent mobility 
within and across the organization?

•  What total rewards plans will apply to 
new hires?
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Market Research:

We complement our benchmarking and survey 
capabilities with market leading research around 
total rewards. How do generational differences 
shape the way your employees view their 
rewards? How do organizations leverage or 
modify their reward programs in the context 
of M&A transactions? Aon regularly conducts 
tailored research studies into those areas of 
rewards most meaningful for our clients.

Aon Hewitt 
Strategic Advisory

Addressing Human Capital 
Challenges in M&A 
The Total Rewards Perspective

Proprietary & Confidential

Proprietary & Confidential

Top Business  
and Total Rewards Priorities

Developing a Strategy Is Still a Challenge,  
and Shift Is Needed

Business

Total Rewards

The top business priority is profitable growth. For HR and Total Rewards, this means 
helping business leaders get more out of their people with the same or lower investment.

Total Rewards priorities center around alignment to business and workforce goals, and 
taking a holistic, integrated approach to all programs.
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Improve  
Alignment to 

Workforce  
and Business  
Objectives

Take a More  
Holistic, Integrated 

Approach to All 
Total Rewards 

Programs

Improve  
Employee 

Engagement

Improve the  
Ability to  

Attract Talent

Improve the  
Ability to  

Retain Talent
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2PROFITABLE GROWTH REVENUE GROWTH

23%
have a global  

Total Rewards strategy

25%
have a country-specific 
Total Rewards strategy

Degree of Change 
Needed to Total 
Rewards Strategy 
to Meet Business/
Workforce Needs

Budget and Other Priorities Are the Biggest  
Barriers to Achieving Total Rewards Objectives
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Main Obstacles  Ranking

Budget constraints 1

Total Rewards is a lower priority than other business initiatives 2

Little to no awareness of Total Rewards objectives 3

HR resource constraints 4

Organization structure changes 5

Employees have low perceived value of programs 6

Leaders are not aligned 7

Cultural barriers (resistance to change) 8

Communication is not aligned to objectives 9

HR structure, governance, and decision rights 10

Global/international framework and local application 11

29%
have a clearly stated  

Total Rewards strategy

42%
still have a  

program-specific  
strategy

28%
don’t have  
a strategy

Total Rewards often represent one of the largest investments that an organization 
makes. Over the last few years, companies have made significant changes to their 
strategy, their investments, and how they design, deliver, and communicate the 
value of their Total Rewards package.

Both the landscape of what’s considered the “norm” versus “differentiators,”  
and the need to quantify the ROI on Total Rewards spend have also changed.

Aon Hewitt’s Total Rewards survey gathered insight from over 400 employers 
about the current and future direction of Total Rewards programs in order to 
identify areas that require additional focus.

In the past, survey results have shown that many business leaders believe that 
when Total Rewards are properly aligned, designed, and delivered, the impact 
on individual engagement and organizational performance can be significant. 

As employers seek to find ways to fully realize the potential of their Total Rewards 
programs, and what companies have tangibly done to drive changes and realize 
their ROI in Total Rewards, the Aon Total Rewards Study provides some insights 
into how companies hope to achieve their Total Rewards goals.

Hitting the Mark
with Total Rewards
How Will You Differentiate?

About Aon 
Aon plc (NYSE:AON) is a leading global 
professional services firm providing a broad  
range of risk, retirement and health solutions.  
Our 50,000 colleagues in 120 countries  
empower results for clients by using proprietary 
data and analytics to deliver insights that  
reduce volatility and improve performance.

For further information on our capabilities  
and to learn how we empower results for clients, 
please visit http://aon.mediaroom.com.
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Total Rewards Study Background
Over 600 business and HR leaders from 400+  
participating companies

Key industries represented, including Finance,  
Insurance, Retail, Health Care, Technology,  
Manufacturing, Consumer Goods

Key Contacts 
Jane Kwon 
Aon Total Rewards Group Leader 
jane.kwon@aonhewitt.com

Mark Oshima 
Managing Partner, Strategic Advisory 
mark.oshima@aonhewitt.com

Alert! Results are in for other Aon studies related to Total Rewards:
2017 Workforce MindsetTM Study, sponsored by Alight Solutions

2017 Hot Topics in Retirement and Financial Wellbeing

Addressing Human Capital Challenges in M&A: A Total Rewards Perspective

Julie Covelli 
Client & Market Development 
Program Manager 
julie.covelli@aonhewitt.com

 
aon.com/totalrewards

Employee Value and Preferences: 

Perhaps the single greatest gap in most organizations’ approach to total rewards is the failure to regularly 
engage with their own employees to better understand how their total rewards programs are meeting their 
employees’ needs. Aon offers a range of approaches to assist organizations in better understanding how their 
employees perceive and value their organizations’ benefit offerings.

What makes Aon’s approach unique in this respect is our data-driven methodology that enables us to tie your 
employees’ perceptions and values directly to the cost of your total rewards investments and the return on 
those investments (e.g., quantifiable impact on engagement or retention).

Program Design Change % Change to Current 
Satisfaction of 66%

Cost 
Impact 
($000)

Cost/Savings 
per 1%  

Satisfaction 
(000)

Career Development – transfer across departments, and business lines $0 $0.0 

Base Pay – additional 3% over and above last year’s increase $2,588 $225.2 

Flexible work arrangements – you self-define $2,588 $173.4 

Pace of progression – more clarity about your path over next 2 years $1,894 $125.0 

Challenging or interesting work – to work on cutting edge projects $0 $0.0 

Bonus – Re-allocate 10% of base pay into a bonus plan  $2,588 $160.5 

Paid Parental Leave – 8 additional weeks of leave $485 $29.1 

Bonus – target increases by 50%, 25% re-allocated to bonus $1,364 $58.7 

DB or DC – you receive an additional higher DC benefit instead of DB $1,290 $42.6 

Company car – allowance increases by 10% $2,290 $71.0 

Bonus – Re-allocate 5% of base pay into a bonus plan $485 $15.0 

Training and Development – fewer opportunities ($863) ($36.2)

Recognition – fewer opportunities to be recognized ($131) ($5.8)

Flexible work arrangements – options are more limited ($103) ($4.6)

Base Pay – stays the same for the next 2 years ($131) ($6.4)

Medical – less coverage ($485) ($23.8)

Bonus – target opportunity reduces by 50% ($2,588) ($170.8)

Communications and Change Management:

A critical outcome that organizations trying to effect are communicating the value of their total rewards 
program to employees. Our leading communications and change management experts are able to help with 
defining the strategy to generate a high return on communications efforts as well as with getting organizations 
ready for changes to programs and building an and impactful results-based employee experience.
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Consulting Services
We’re here to  
empower results

Dawn Conrad
dawn.conrad@aon.com
+1.262.327.2413

Dave Kompare
dave.kompare@aon.com 
+1.847.442.3525

Jane Kwon
jane.kwon@aon.com
+1.646.675.2389

Andrew Stemp 
andrew.stemp@aon.com 
+44 (0)7741.307.390

Total Rewards Perceptions 
and Optimization

•  Current value and 
perceptions measurement

•  Conjoint and ROI analysis

•  Alignment of financial,  
market and perceived value 
of Total Rewards 

Communication

•  Change communication

•  Employee Value Proposition 
(EVP)

•  Work/Life

Total Rewards Strategy

•  External trends/best practices

•  Compensation and benefits 
market analysis

•  Total Rewards philosophy 
and roadmap

•  Program design and 
implementation

•  Governance

•  M&A and Total Rewards

Enabled by

Data & Analytics Technology Thought 
Leadership

Admin Partners

We enable organizations to transform their total rewards approach to maximize ROI and get the most out of 
their current and future talent. We are renowned for our thought leadership, innovation, creativity and passion 
around Total Rewards, and for the results we create for our clients through our Total Rewards consulting.


