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True or false: Identity theft is a
personal matter that usually
involves stolen credit cards.

In reality, credit card theft repre-
sents only 15% of identity theft
cases. In fact, more identity theft
occurs in the workplace than any-
where else. As a result, it stands to
reason that an increasing number of
employers can be expected to begin
offering identity theft services as
part of benefits packages.

Some companies are already
doing just that. SRP in Arizona, the
nation’s third-largest public power
and water utility, started this benefit
for its 4,500 employees after notic-
ing that a number of workers were
contacting its security services for
help dealing with stolen credit cards
and lost wallets.

Mark Pribish, senior vice presi-
dent at Aon Risk Services, an insur-
ance brokerage that has researched
this benefit, says that some business-
es offer identity theft services as a
100% company-paid benefit.
However, Pribish notes that others
provide it as a paid company benefit
and offer other elements, such as
education and insurance, as discount-
ed benefits.

SRP pays about $50 annually per
employee for the benefit, but Pribish
says that the price for employers can
be as low as 75 cents annually for
each worker, depending on how the
benefit is configured.

A Disturbing Trend 
Providing identity theft services

is probably money well spent. With
10 million incidents reported in
2004, identity theft is the fastest-
growing crime in America.

“The fundamental cause lies in
the fact that people are no longer
defined by their standing in their
community — others define them on
computers, and mistakes often
occur,” states Tim Logan, co-
founder of KnightsBridge Castle, a
California-based ID theft specialty
firm. 

Logan gave the example of the
“good old days” in which a cus-
tomer would walk into a bank, and
the loan officer would typically
know who he/she is, and what the
person does for a living. While that
might still happen in small towns, in
many cases the individual’s “identi-
ty” — and credit rating — is part of
a database. “If a mistake occurs,
your reputation may be damaged
regardless if you’re a good person,”
Logan says. And mistakes, unfortu-
nately, are common. “We subscribe
to hundreds of databases, and the
number of errors is appalling,”
Logan notes.

“We are alienated from informa-
tion about us,” he adds. “We need to
stop the purchasing of information.
An outside individual like myself
has more rights to personal informa-
tion than that individual. We need to
have the right to see, and correct
information in databases.” 

Not Enough Police, or Laws
Part of the problem lies in the

fact that only a “patchwork” of fed-
eral laws currently exist to address a
rapidly growing problem. Another
issue is the lack of manpower to
handle identity theft cases.

“Local police are overwhelmed.
They don’t have the resources,”
Logan states. “In Los Angeles, there
is only one officer handling identity
theft for every 1.8 million people.”

Although tougher law enforce-
ment and legislation would undoubt-
edly help, it’s difficult for authorities
to keep up with identity thieves
because they are continually coming
up with new strategies to plunder
and plagiarize unsuspecting victims.

For example, Logan notes that
while identity theft was once primar-
ily the work of “locals,” he’s seen an
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increasing number of highly orga-
nized groups “attacking” databases
in recent years. Many credit-moni-
toring services, for instance, are dis-
honest. As a result, Logan believes
that legislation is needed to restrict
credit access.

“Right now, it’s too easy. People
should have to go to a bank or other
financial institution to obtain a credit
report.” In the interim, Logan rec-
ommends obtaining online credit
reports solely from www.annual-
creditreport.com.

Banks can Help
Robert Siciliano, a security con-

sultant and author, believes that
banks need to do a better job educat-
ing customers to help them spot
fraud and scams. For instance,
Siciliano notes that banks should
make customers aware that they
would never send an unsolicited
email. (An estimated five out of
every 100 consumers fall victim to
“phishing” emails that ask for per-
sonal information.)

Costly to Everyone
Logan notes that identity theft

will typically cost an employee
$600, and it may take years to
resolve. He says that the latter point
in particular, is often an even bigger
problem than the financial aspect
because it’s difficult for a worried
employee to be productive.

As if those personal concerns
aren’t enough, identity theft also
poses great risks to the employer.
Logan stresses that employers who
aren’t doing so, need to get in the
habit of shredding documents, espe-
cially those with personal informa-
tion. Because identity thieves scour
through garbage looking for person-
al information, it’s important for
workplace security officers to regu-
larly look through trash to ensure

that such documents aren’t within
easy reach.

“Keep personal information
secure, locked up, and encrypted
with complex passwords,” Logan
advises. 

Travel can be Dangerous
Many people have become aware

of the need to shred documents, fill
out personal information only on
secure websites, never give out
Social Security numbers, etc.
(Editor’s note: See this month’s
Brown Bagger for additional identi-
ty theft advice.)

Logan also suggests a number of
lesser-known safeguards.

• Don’t use wireless Internet
connections. “Criminals can
break codes,” Logan warns.

• Employers need to have a pri-
vacy policy, and they need to
know how it’s enforced. If the
company doesn’t have one, the
EAP, for instance, can help
develop one. Such policies
should include an overlooked
area — laptop computers.
Because laptops are used off
site, and even overseas, Logan
recommends IT professionals
ensure that laptops are secure
through regular inspections. If
the laptop cannot be certified
as “clean,” and “secure,”
Logan advises against allowing
it on an overseas business trip.

• Avoid using ATM machines
while overseas. In some coun-
tries, this is practically a guar-
antee that an identity breech
will occur, Logan warns.

• When traveling on business,
use traveler’s checks, not credit
cards. Company credit cards
are targets of identity thieves
because cards often carry large
limits, and yet the people using
them typically don’t keep regu-
lar tabs on limits. 

‘Hijacking’ Credentials
Employees, employers, and EA

professionals alike also need to be
aware that “hijacking” professional
credentials are another emerging
problem.

“People with credentials, such as
contractors, nurses, doctors, etc.,
typically earn good salaries, so
hackers know they can make money
off it,” Logan says.

Therefore, he recommends that
anyone with professional credentials
regularly contact a local credential-
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However, regardless whether an
identity theft specialty firm is
solicited, and how an employer con-
figures an identity theft service —
the facts seem clear: ignore the
problem, and hackers and other
identity thieves will only become
bolder. Become more aggressive —
through factors such as additional
identity theft services in the work-
place — and just maybe this prob-
lem can be nipped in the bud before
it becomes an epidemic (if it isn’t
already). It’s yet another area in
which the EAP can help.

Additional source: Society for Human
Resource Management (www.shrm.org).

ing or licensing board to see if a
license was issued in his/her name.

One reason identity thieves are
so bold is because they know
there’s a good chance they’ll get
away with their crimes. “Most peo-
ple don’t take matters like these to
prosecution,” Logan notes. 

That’s where firms like Logan’s
come in; gathering the information
about the identity thief and compil-
ing everything in a “package” that
can be turned in to police for even-
tual prosecution by the local district
attorney.

Identity Theft continued from Page 2

Eric Drew is a nationally rec-
ognized leukemia and identity
theft survivor, who founded

KnightsBridge Castle, Inc. in 2005
to combat the threat of identity theft
in America. This occurred after
Eric’s identity was stolen while
undergoing treatment for a rare
leukemia.

In 2002, while donating blood to
children with leukemia, Eric discov-
ered that he also had a deadly
leukemia. Eric went through eight
months of chemotherapy, and raised
nearly $250,000 to help pay for a
bone marrow transplant. It was dur-
ing his stay for the transplant opera-
tion that a hospital worker —
believing Eric would not survive —
stole his identity to acquire credit
cards and go on a shopping spree.

While Eric continued to undergo
transplant treatment, and after
months of personal investigation, he
caught the thief, Richard Gibson,
and the man was arrested. Eric per-
suaded the federal government to
pursue prosecution under the Health continued on Page 4

You can hardly
pick up a newspaper
or magazine these
days without reading
about identity theft.
This topic strikes a
chord with many people. My wife
was a victim of identity theft some
years back. I’ll never forget the chill-
ing feeling we had when we saw the
signature on the charged item and
realized that while it might have been
her “name,” it wasn’t signed by her. 

The amount charged didn’t add up
to a lot, but she still had to take time
off school (she’s a teacher) and travel
to the community where we used to
live to clear her name. It’s certainly
not fair, but that’s the way this unfor-
tunate crime works; the victim has to
prove innocence when usually the
authorities have to prove the criminal
guilty!

Of course, what we went through
was small potatoes compared to
many. Some victims, like Eric Drew
and John Sileo (see elsewhere in this
newsletter) endured a great deal of
hardship in dealing with identity theft
and as a result, they have formed
companies and written books to try to
keep others from becoming victims.
It’s a good start.

Identity theft, I fear, is at least
partly the result of living in an
increasingly sophisticated, online age
in which information is transferred
back and forth like never before. Call
me old-fashioned, but I’m wary of
buying things online.

However, I also realize that one can’t
roll back the clock to a “simpler time.”
As a result, it’s great to see that an
increasing number of advocates — like
Sileo, Drew, and Tim Logan, among
others — are beginning to do something
about this increasing problem.

Most importantly, identity theft is
yet another workplace issue that the
EAP is well equipped to help address.

Mike Jacquart, Editor
715-258-2448
mikej@impact-publications.com

Editor’s Notebook

Insurance Portability and
Accountability Act (HIPAA), result-
ing in the first conviction under this
legislation.

Meanwhile, Eric continued to
fight the deadly disease despite the
failure of the bone marrow trans-
plant. He located an experimental
stem cell procedure in Minnesota,
and in 2004 was infused with a new
immune system from cord blood
stem cells.

Too sick to travel, Eric video-
taped a deposition from his hospital
bed and sent it to be played in court
for Gibson’s sentencing hearing. In
November 2004, Gibson was sen-
tenced to 16 months in prison.

Shortly thereafter, Eric returned
to his home in California to begin
his miraculous recovery. Not 
wanting anyone else to have to
endure the torturous fear and frus-
tration of having their identity
stolen, Eric helped start
KnightsBridge Castle to fight the
growing threat of identity theft.

Overcoming Identity Theft:
One Man’s Story

continued on Page 4



In addition to identity theft ser-
vices — concierge, and emer-
gency medical and travel

assistance, might be emerging as
other potential niches for EAPs.
PacifiCare Behavioral Health, in
fact, is among providers that
already includes concierge as part
of its comprehensive employee
assistance program.

Anyone who’s ever stayed at a
hotel and needed a personal toi-
letry item because it was acciden-
tally left at home — has an idea of
the services that a concierge pro-
vides. These offerings are a perfect
fit at the Noel Group, a worldwide
family of travel service, assistance,
and insurance companies.

“There is a trend for companies
looking for additional, low-cost,
add-on services,” states Carol
Mueller, director of marketing
communications at Noel Group.

The following is a brief look at
each:

• Concierge —Noel’s
concierge department offers
personalized services in-
house for its more than 750
employees (in 20 worldwide
locations), as well as to its
customers. For example, what
if a business client has
requested a tee time at a local
golf course? Perhaps an
employee needs referrals to
several restaurants? What if
he/she needs concert tickets?

Maybe a male client or
employee forgot to get an
anniversary gift for his wife.
Those are among the diverse
personalized services that
concierge can provide. Noel
accepts requests 24/7.
Another idea behind a
concierge service is that
employees who receive help
with personal matters are less
distracted and can better
focus on their job-related
responsibilities. 

• Emergency medical assis-
tance — This can be an
attractive benefit for large
companies that frequently
send employees on overseas
business trips, especially for
extended stays. By working
with over 600,000 medical
providers worldwide, Noel
basically serves as a medical
“consultant.” Mueller gave
the example of a Noel
employee who becomes
gravely ill while in India.
While it’s likely the worker
will have health insurance,
Mueller says that a company
with an emergency medical
benefit will be able to better
control cost and quality of
service — and that’s certainly
no small thing with today’s
skyrocketing health costs.
“For instance, a doctor might
say something like, ‘You

know, so-and-so isn’t getting
the best services,’ and can
request a change.’”

• Emergency travel assistance
— A healthy employee can
face other emergencies while
traveling. What if he/she for-
got to make hotel reserva-
tions? Rent a car? Many
companies will work with a
travel agent, but that isn’t
foolproof, according to
Mueller. “What if it’s 3 a.m.
where the employee is calling
from but it’s after 5 p.m. back
home? The agency isn’t
always going to be open, so
this service is basically a 24-
hour travel agent.”

Factors that would help deter-
mine whether an EAP client would
be interested in any of these ser-
vices include: “What percentage
of employees travel?” and, “How
many people would use it?” “If
many of the employees don’t trav-
el, you could offer concierge,”
Mueller notes.

Mueller also stresses that ser-
vices like these are often not
expensive for the employer —
especially when one considers the
benefits they can reap.

“In today’s competitive work
environments, employers are look-
ing for something that’ll set them
apart,” she states, “something low
cost, but high value.” 

For more information about the Noel
Group, log on to www.noelgroup.com.

In spite of the odds being stacked
against him, Eric regained both his
financial and medical stability. His
story demonstrates how criminals
can take advantage of people during
their most vulnerable times.

Today, he divides his time

between KnightsBridge Castle and
the Eric Drew Foundation, a non-
profit organization he founded to
promote advocacy for terminally ill
patients.

While Eric’s testimony is power-
ful, Tim Logan, another co-founder
of KnightsBridge, points out that it’s
only part of the story. “Eric’s story

is compelling,” Logan explains, “but
we’re in the business of stopping
this crime from occurring and to
help people get back on track when
it does occur.”

For more information on identity theft, Eric
Drew’s story, or KnightsBridge Castle, visit
www.drewfoundation.org, www.msnbc.com,
or log on to www.knightsbridgecastle.com.
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Other Emerging EAP Niches?



Resources
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Stolen Lives: Identity Theft
Prevention Made Simple, by John
D. Sileo, $14.95, DaVinci
Publishing, visit www.thinklikea-
spy.com. According to the author,
“shredding paper isn’t enough.” He
says that to avoid identity theft, peo-
ple need to “think like a spy.” Sileo’s
advice includes: pointing out that
some people will lower someone’s
guard with flattery; accumulate data
over several conversations; and use
scare tactics to induce a crisis mode.

Yes One Person Can Make a
Difference, by Steve Bastien,
$21.95, Make a Difference
Publications, (800)-247-6553,
www.atlasbooks.com, ISBN: 0-
9765246-1-9. After reading the true
stories in this book, you will see
that you can prevent others from
taking advantage of you.

MyPublicInfo, located at
www.mypublicinfo.com, is an
online identity protection service for
consumers. It features a public
information profile (PIP) that
enables consumers to view public
records that are connected to their
name, and what information is
accessible to others when perform-
ing a broad background check. The
information contained in the PIP is

virtually impossible to obtain by
individual consumers, as they would
need to compile data from more
than 5,000 sources.

Partners for Recovery, at
www.pfr.samhsa.gov, is a new
resource dedicated to the advance-
ment of prevention, treatment, and
recovery from substance use and
mental health disorders. 

The Pebble and the Avalanche,
by Dr. Moshe Yudkowsky, Berrett-
Koehler, 2005. Learn the best ways
to implement (and survive) monu-
mental change that shakes up the
status quo — for the better! 

Passion at Work, by Lawler
Kang, $24.99 list price, Prentice-
Hall, www.amazon.com. The author
discusses a two-fold approach to
discover the talents or passions that
will enable you to help create a
niche — and then to implement a
plan that will lead to success.

Free Gulliver: Six Swift
Lessons in Life Planning, by Tripp
Friedler, $19.95, Trost Publishing,
ISBN: 1-933205-00-8. The author
urges people to search their souls to
determine what they really want out
of life, and figure out what’s tying
down their “inner Gulliver” (think
Gulliver’s Travels), and free them-
selves to live their dream.

Seventy-four percent of
workers have checked their
credit report due to con-

cerns of identity theft or credit rat-
ings, according to a survey by
ComPsych Corporation.

Employees were asked: Have
you checked your credit report? 

• 54% said, “Yes, I want to
know my rating”;

• 20% said, “Yes, I’m worried
about identity theft”; 

• 14% said, “No, I haven’t
checked because I don’t want
to know the truth or deal
with the hassle”; and

• 12% said, “No, I haven’t
checked because I’m not
worried.” 

“Many who are anxious about
their ratings have overextended
themselves in terms of debt load,”
said Richard A. Chaifetz, chair-
man and CEO of ComPsych.
“And with the continued increase
in cases of identity theft, employ-
ees are understandably concerned
about catching potential problems.

“Because of the time it takes to
repair one’s credit history, sorting
out fraudulent transactions, police
reports and credit scores, most of
which is done during business
hours, employers are increasingly
offering legal and financial ser-
vices to help workers resolve such
problems,” Chaifetz added.

Source: ComPsych (www.compsych.com)

Workplace Survey

Majority of
Employees

have Checked
Credit Reports
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are greeted when they walk in the
door, to the way the transaction is
handled, to the follow-up service
they receive. Your goal should be
to deliver reliable and consistent
service.

3. Training and Competence. To
stand apart from the competition
you must be willing to train
employees. I recently read that the
average employee receives a total
of seven hours of formal training
for their jobs, when the last thing a
customer wants is an untrained
employee! Create written systems
and processes for each contact that
a customer has with your business.
Once these are standardized, make
sure all of your employees have
increased their level of competence
so they can breeze through the
daily grind of dealing with a vari-
ety of customer service issues.

4. Focus. When working with a
customer, focus all of our attention
on that person. Make sure you are
fully aware of their needs, listening
to questions and concerns, and then
deliver what they are asking for —
not what you would like to sell
them! 

5. Body Language. While words
speak to your customers, your body
language screams the real message.
You often have as little as two sec-
onds to make a first impression!
Make sure every customer is greet-
ed quickly and politely. Follow
your greeting with positive eye
contact and a warm smile. And,
concentrate on communicating with
relaxed and interested energy.

6. Surprise and Dazzle. The best
way to differentiate your company

from the competition is to constant-
ly exceed expectations. Ask your
customers about their hobbies and
interests and follow up by mailing
them related information. Send
anniversary cards that mark when
they became your customer. Send
pictures of your children in your
next Christmas card. Write two
hand-written thank-you notes per
day. It is often the most personal
touches that will be remembered
the longest.

7. Create a Strategy and a Story.
Chose one strategy to be known for
and then tell that story over and
over. As a motivational speaker and
strategic consultant, our story is
“Change happens in an instant, it
happens the moment you decide to
change.” Our story is in all of our
materials, on our website, and is
known by all of our customers.
Decide on a strategy and story, and
then shout it from the roof tops.
Your customers will soon recog-
nize how different you are, and
they will be telling your story for
you as well. When you have a rec-
ognizable and memorable story,
you will shine like a beacon of
light in a world looking for change.

Allyson Lewis is a renowned motivational
speaker and strategic consultant, and the
author of “The Seven Minute Difference:
Small Steps to Big Changes at Work and at
Home,” and “The Million Dollar Car and
$250,000 Pizza.” For more information,
visit www.sevenminutesinc.com, or call
(870) 897-4494.

MARKETING MATTERS

By Allyson Lewis

When you take customers
to a fabulous restaurant,
they may appreciate your

gesture, but they are “anchoring”
the experience with the restaurant
and not necessarily with you or
your company.

With this in mind, we stopped
taking our customers to lunch and
begin inviting them to our office
for delicious lunch meetings
instead. Once the food is on the
table, we greet our customers and
walk them to the table. There is
almost always an immediate
response, as they turn to us and
say, “Wow, this looks delicious!” 

They are surprised by the
efforts. By making customers feel
important and appreciated, you are
“anchoring” this pleasant experi-
ence to you and to your company.
Now, when they think of doing
business with you, they will
remember how much you cared
about them.

When you stop taking your cus-
tomers to lunch, and begin to feed
them — you will be miles ahead of
your competition. The following
are seven ways to further differen-
tiate yourself from the competition.
1. Involve as many of your cus-
tomers’ senses as possible. Make
sure you have flowers and greenery
outside your building. Take a walk
through your business. What can
your customer see, smell, hear,
touch, and taste? The more you can
do this, the more you will stand out
in a crowded field.

2. Provide Reliability. Consistency
should be your goal regardless of
the customer or the service. This
should be true from the way they

Stop Taking Customers to Lunch:
Differentiate Yourself from the Competition
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What is the most important leadership trait for sur-
viving our tough-as-nails economy?
You might guess intuition (for knowing
where to take your company next) or
persuasiveness (for getting others to go
along with you) or resourcefulness (for
getting more bang from very limited
bucks).

But the most critical leadership trait
is something you’re more likely to
associate with four-star generals or firefighters —
courage.

The safety net just isn’t there today. And because

Employee Assistance Report is published monthly. For subscription information contact: Employee Assistance Report, E3430 Mountain View Ln., P.O. Box 322,Waupaca, WI 54981. This
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On the Job

A: Accept Your Current
Circumstances. I have
found that most leaders

either overestimate or underesti-
mate the health of their current
culture. Very few people have a
realistic grasp on it. Accepting
that you have a less-than-ideal
corporate culture is the first step
toward changing that culture for
the better.

T: Take Responsibility. A
courageous leader is will-
ing to accept the results of

his/her choices. Don’t blame the
market or interest rates or any
other outside conditions for cir-
cumstances inside your culture.
That doesn’t mean every problem
at your company has is your
“fault.” But if you fail to do any-
thing about it, that IS your fault.
Responsibility is not about blame;
it is about response.

T: Take Action. You are
never going to have all the
data necessary to make the

kinds of decisions you need to
make as a leader. You have to act
in spite of that fact. Just make
sure every action you take is in
line with where your heart is,
where your values are, and where
you want your culture to be in the
future. Analyze the pitfalls and act
quickly.

A: Acknowledge Progress.
Many leaders are so goal-
oriented that they can’t

really see the individual steps of
the process. Determine the desir-
able results, benchmarks, and be
certain that benchmarks are
acknowledged and celebrated
when they are achieved.

C: Commit to Lifelong
Learning. If you are lead-
ing, you’re learning. If

you’re not learning, you’re not
leading, regardless of your title.
Many executives get the sense
that they have “arrived.” You must
commit yourself to: learn about
yourself first, your people second,
and your industry third. The
extent to which you do these
things, is the extent to which
you’re going to exhibit courage.

K: Kindle Relationships.
Courageous leaders
develop people and care

about their progress. Courageous
leadership doesn’t mean softening
your approach. It actually means
the opposite. A courageous leader
confronts and challenges people,
and doesn’t allow them to be less
than you know they can be.

Michael Staver is the CEO of The Staver Group and the author of “Leadership Isn’t for Cowards — How to Lead Courageously in a
Turbulent Age.” For more information visit www.thestavergroup.com or call (904) 321-0877.

Courage is Crucial for Leaders
By Mike Staver

competition is so fierce and customers are so savvy,
you may have to make some pretty
risky choices to differentiate your-
self. Otherwise you’re a nonentity
— and your career and maybe even
your company may fail.
Fortunately, there is some good

news. Courage can be developed
and nurtured. And if you commit to
leading with courage, acting coura-

geously will soon become an automatic response.
The path to courageous leadership can by summed
up with the acronym “ATTACK.”

“The path to courageous
leadership can be
summed up with the
acronym ‘ATTACK.’”
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Everyone knows that people
who routinely abuse alcohol
cost employers and family

members plenty. But what about an
employee who has a few too many
drinks at a wedding, gets home late,
and as a result, doesn’t get to work
on time the next day, and has a diffi-
cult time concentrating all day?

While an employee like this isn’t
an alcoholic, and wouldn’t be classi-
fied as having a drinking problem, a
study on alcohol in the workplace
conducted by the National Institute
on Alcohol Abuse and Alcoholism
and Robert Wood Johnson
Foundation, found that the majority
of alcohol-related work problems are
actually caused by employees who
occasionally drink too much.

The study’s results aren’t to say
that alcoholics don’t cause serious
problems. They do. Rather, results
indicate that a potentially even larg-
er problem stems from individuals
who don’t drink very often but when
they do — because of their vast
numbers — add up to a big problem
nonetheless.

As a result, many current work-
place policies likely don’t address
how alcohol impacts productivity
and the relationships of “hangovers”
on worktime performance. The find-
ings indicate the need to re-think
how alcohol is viewed in the work-
place.

Even occasional excessive alco-
hol use upsets sleep and decreases
concentration and in turn productivi-
ty, even if the person does not have
the classic hangover symptoms of
headache and nausea.

While employers have made sub-
stantial investments to deal with
workers with chronic alcohol prob-

lems, they have paid little attention
to the potential impact of alcohol
use among other workers.

This isn’t to suggest that compa-
nies should delve into the private
lives of generally productive
employees. Rather, employers need
to examine their overall attitudes
toward alcohol and how corporate
culture may influence behavior. For
instance, dos and don’ts of drinking
vary widely from company to com-
pany. Of even greater significance
are companies that don’t enforce
their policies, which contributes to
the problem.

Productivity problems were most
apparent at some individual work-
sites at each of the companies that
participated in this study. This indi-
cates a local culture within a compa-
ny that encourages misuse of
alcohol. (The study surveyed 14,000
employees and conducted focus
groups at several sites at each of the
seven major companies that partici-
pated.)

In addition to examining attitudes
toward alcohol and the company’s
corporate culture, employers also
need to start employee awareness
campaigns and other public health
efforts to address the issue.
Certainly, these are areas in which
the EAP can help.

Since knowledge is an essential
part of any awareness program,
employers and employees should
know what constitutes an alcohol
problem, as well as learning the dif-
ferent types of alcohol problems.
Researchers use the term “alcohol
problems” to refer to any type of
drinking that harms the drinker,
jeopardizes the person’s well-being,
or places others at risk. The most

common problems include:
• Binge drinking — This is

often defined as consuming
five or more drinks at one sit-
ting for men, and three or more
drinks in one sitting for
women. Binge drinking is most
common among young people
ages 18-21.

• Alcohol abuse — Abuse often
results in impaired perfor-
mance on the job, neglect of
childcare or other responsibili-
ties, legal difficulties, and alco-
hol consumption in dangerous
circumstances such as while
driving.

• Alcohol dependence —
Alcohol dependence, or alco-
holism, is the most severe alco-
hol problem that includes a
strong need to drink despite
repeated social or interpersonal
problems such as losing a job
or deteriorating relationships
with friends or family.

Alcohol problems that do not
involve physical dependence can be
treated through education and coun-
seling. Again, the EAP is in a per-
fect position to help.

Editor’s note: April is Alcohol Awareness Month.
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