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By Elaine Gottlieb

Employee preferences and
business realities have
spurred the growth of

telecommuting to almost 10 million
workers in the United States. The
quest for a better work-life balance,
the increased use of part-time work-
ers like retirees, high real-estate
overhead, and the need to prepare
for natural and man-made disasters,
contributed last year to an additional
two million people working from
home, according to World at Work, a
telework industry consortium. The
Society for Human Resource
Management estimates that nearly
40% of corporations nationwide
offer some form of virtual work pro-
gram.

Face-to-Face Interaction
Not surprisingly, many of the

corporations that use this work-life
option are technology companies
that make telework, or telecommut-
ing, possible.

At Sun Microsystems, nearly
50% of employees can choose from
a variety of on-site and off-site loca-
tions. Of IBM’s 300,000 worldwide
employees, 40% have no office at
the company! IBM considers equip-
ping the home offices of all employ-
ees, whether they telecommute part-

or full-time — as a small price to
pay for $100 million savings in
office costs.

With employees abandoning their
cubes since IBM introduced
telecommuting as an option in 1995,
telecommuting has become an inte-
gral part of IBM’s culture. Co-work-
ers rely on IBM technology,
including IBM Lotus Sametime
Instant Messaging and Web confer-
encing, to stay connected.

“We’re getting accustomed to
working with people you don’t see.
When I sit at my computer, I’m con-
nected with 300,000 other people.
We don’t manage by whether you’re
sitting at your desk, we manage by
whether you’ve produced the deliv-
erables,” says Jacci Moss, an IBM
human resources director.
“Employees are more productive
when they can spend their commut-
ing time working, and they work
hard because they want the benefit
to continue,” she adds.

Attracting the best talent is
another key benefit. “It’s all about
finding the right employees. When
location isn’t a barrier, it allows us
to excel,” says Penny Scharfman, a
program director who has managed
a staff of remote employees for five
years from her office in Cambridge,
MA, where she spends 80% of her
time. “You really do learn to let go

of the need for face-to-face contact,”
she says.

From an employee perspective,
“the biggest benefit is a better shot
at managing work-life balance,”
says Ed Brill, a Lotus Notes and
Domino sales executive based in
Chicago. “Sometimes I miss having
a family feel to the workplace, but I
don’t think that’s the future of work
anyway.”

Telecommuting has Broad Appeal
It isn’t just technology firms that

are embracing telecommuting. At
Washington, D.C.-based Health Care
Without Harm (HCWH), a global
coalition of 443 organizations dedi-
cated to environmentally responsible
healthcare, most employees work
remotely from locations scattered
across the country.

Executive Director Anna Gilmore
Hall manages 12 employees through
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conference calls, phone meetings,
and email. A sophisticated confer-
ence call system is essential to mak-
ing this arrangement work, she
points out. HCWH employees can
access the system 24 hours a day, so
meetings can be scheduled on short
notice.

Hall also has a lengthy conversa-
tion with each of her staff members
once a month, and tries to bring peo-
ple together for in-person meetings
twice a year.

Still, she sometimes misses the
face-to-face contact she enjoyed in
previous jobs. “It takes longer to get
to know people and find out their
strengths and how I can help mentor
them. If there’s a problem with per-
formance or attention to detail, I
can’t recognize it as quickly,” Hall
says. “But I haven’t found that peo-
ple aren’t doing their jobs. Actually,
the opposite is true — I get emails at
4 a.m. When people are telecommut-
ing, they can spend all their time
working.”

The organization originally hired
remote employees because it needed
specialized experience that was hard
to find in a limited geographic area.
Over time, it discovered other bene-
fits, such as reduced overhead and
better support to client hospitals
around the country.

The Next Phase
Order a bouquet from 1-800-

FLOWERS or blue jeans from J.
Crew, and the customer representa-
tive could be talking from a high-
rise in Chicago or a split-level in
Miami. Location doesn’t matter.
That’s because reps work for Alpine
Access of Golden, CO, a leading
provider of home-based call-center
services.

This is a rapidly growing indus-
try that is capitalizing on the appeal
of remote work, and the need to
reduce the costs of call centers to

compete with offshoring. The num-
ber of home-based customer-service
agents increased 20% last year to
112,000 and is expected to reach
330,000 in 2010, according to IDC,
a technology market research firm.

Founded in 1998, Alpine Access
employs 7,500 agents in 42 states
who generally fall into three cate-
gories: stay-at-home moms, retirees,
and people with disabilities. Most
are women and are older and better
educated than the typical 20-some-
thing entry-level workers at brick-
and-mortar call centers.

“Without a doubt, the flexibility
we offer enables us to recruit higher-
caliber people,” says Allanna
Kelsall, vice president of human
resources for Alpine. “We have
higher retention and less burnout. In
the call-center industry, taking cus-
tomer calls is not where people want
to stay very long. Working with our
agents around their particular needs
builds a much higher degree of loy-
alty.”

Applicants are interviewed and
trained exclusively by phone and
email with no in-person contact.
“All of our processes are designed to
get the right people for work that
relies entirely on phone and Internet
communication. By the time they
are answering the phone, they have
been screened for their ability to
work at home,” says Kelsall.

The lack of a centralized office
has other benefits. When a major
snowstorm hit the Denver area in
2003, a leading airline’s customer-
service operations suffered when
only three out of 100 agents were
able to get to the airport. However,
it was “business as usual” for Alpine
agents.

Telecommuting Prevents
Disruptions

At a time when disruptions have
become an everyday fact of life,
telecommuting may be essential to a
company’s survival. Some of the

employees who trudged to work dur-
ing a recent transit strike in New
York City could have been spared
the hassle if they’d been equipped to
work at home. And their employers
would have enjoyed higher produc-
tivity.

“Companies can maintain their
economic viability when people are
able to work in emergencies,” says
Chuck Wilsker, president of the
Telework Coalition, a Washington,
D.C.-based advocacy group.

When the Democratic National
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natural disasters to terrorist attacks,”
says security consultant W. David
Stephenson, president of
Stephenson Strategies in Medfield,
MA. “The great thing is that it can
have a significant payoff even if
none of those things actually mate-
rialize. Empowering individuals is
part of homeland security, and good
business planning.”

Elaine Gottlieb is a freelance writer in
Cambridge, MA. She writes about workplace
and business issues, health, and technology.
This article originally appeared on
Workforce Insights, an online resource cen-
ter about emerging labor trends and issues
produced by Veritude (www.veritude.com), a
provider of strategic human resources.
Veritude, which is a wholly-owned sub-
sidiary of Fidelity Investments, serves clients
throughout the U.S. and Canada. © 2006
Veritude, LLC. Reprinted with permission.

Convention was held in Boston in
2004, and many roads, bridges, and
public transits were shut down;
IBM’s Cambridge office was mini-
mally affected, despite its close
proximity to the convention site. “It
didn’t have as big of an impact
because people have laptops and
can plug them in anywhere,” says
Moss.

After 9/11, many companies rec-
ognized the danger of having all of
their brainpower in one place.
“They started looking at a distrib-
uted workforce as very valuable in
times of catastrophe,” Wilsker says.

“Telecommuting is definitely a
critical component of being pre-
pared for a range of things from

Telecommuting continued from Page 2

There are mathematical cer-
tainties that a pandemic (an
epidemic that occurs world-

wide and simultaneously) will
occur between the years 2005 and
2013.

The last pandemic, the Spanish
Flu of 1918, affected 40% of the
workforce and had tremendous
economic impact. Scientists are
predicting that 6% of the world’s
workforce will die when the next
pandemic strikes. The best
response is to have a good plan. 

• Get vital information out of
key staff member’s heads and
on to paper.

• Prepare for one of your
important suppliers, or largest
customers, to close their
doors

• Take steps to isolate employ-
ees from the disease — vac-

Telecommuting,
also known as tele-
work, is a trend that
is likely to contin-
ue. Telecommuting
does more than help
employees’ wallets at the gas
pump. As author Elaine Gottlieb
points out, companies can save
millions on office space.
Eliminating geographic barriers is
a major benefit as well. No doubt
some of you have been enticed by
exciting job ads only to realize
that the position wasn’t worth the
major geographic move that
would have been involved.

Telecommuting certainly pre-
sents challenges. How does a
manager supervise employees
who don’t work on-site? Where
does the EAP fit into the picture
when employees work off-site?

While telecommuting isn’t a
good fit for every organization,
increasing expenses and impend-
ing labor shortages mean that
companies are going to have to
start giving work/life balance
issues more than lip service. In a
day and age in which you can
email your co-worker across the
room, telecommuting and similar
options should be more wide-
spread than they are. Until next
month.

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

Editor’s Notebook
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• Summer Exercise Tips

UPCOMING EAR FEATURES...

cination and early treatment,
even telecommuting, can
reduce the spread of the dis-
ease.

• Have a treatment plan —
make sure the company has
access to the latest medica-
tions.

• Plan for employees’ family
care — flexibility will be cru-
cial when employees’ loved
ones are affected.

As frightening as the prospects
for this pandemic are, the EAP can
help plan for it. A disaster only
becomes a catastrophe when needs
outweigh resources. 

Source: Dr. Maurice A. Ramirez, DO,
CNS, CMRO, founder of High Alert, LLC
a Florida corporation dedicated to disas-
ter preparedness, recognition, and
response.

Preparing Business Clients
for an Avian Flu Pandemic

Clinical Perspective



By Lyle Denniston

Aworker or officer who repre-
sents a company in contract
dealings with other busi-

nesses has no right to claim a civil
rights violation when the other firm
ends their relationship because of
that individual’s race, according to
the US Supreme Court. That was the
unanimous ruling in Domino’s Pizza,
Inc., et al. v. McDonald, a signifi-
cant test case on the scope of work-
ers’ rights under an 1866 civil rights
law that gives minorities equal rights
to enter into and enforce contracts.

A break-up in the relationship
between the two companies is a mat-
ter between the two firms, the court
said. The company that loses a busi-
ness opportunity for racist reasons is
the one that is harmed, not the agent
— or individual — whose race was
the issue, it concluded. What the
1866 law protects, according to the
opinion by Justice Antonin Scalia, is
“the right to give and receive con-
tractual rights on one’s own behalf.”
Any claim brought under that law
must be based on injury done to a
contractual relationship, and the only
parties who may sue over that are the
ones who have rights in that relation-
ship — the contracting parties.

The ruling overturned a decision
by the Ninth US Circuit Court of
Appeals, saying that the company’s
agent in the contract dealings could
sue for his own injuries, including
his humiliation and embarrassment
when a deal fell through, apparently
because he was an African-
American. Other courts had reached
different conclusions on that issue.

The Supreme Court decision nul-
lified the Ninth Circuit ruling, and
thus blocked the revival of a dam-

ages lawsuit by a Las Vegas compa-
ny executive, John McDonald. A
company he headed, JVM
Investments, Inc., had contracted to
build four Domino’s Pizza restau-
rants in the area. But relationships
between Domino’s and McDonald,
who had negotiated the contracts,
went sour, and a Domino’s represen-
tative said the company did not like
dealing with “you people” — a com-
ment that McDonald took to mean
his race. He sued under the 1866
civil rights law, but Domino’s said
the case should be thrown out
because McDonald as an individual
had no contract with Domino’s. In
the meantime, McDonald’s company
went bankrupt, apparently because of
the failed contracts. Agreeing with
Domino’s, the Supreme Court decid-
ed that McDonald had no claim. 

The Cafe Case
In another decision related to

workers’ rights, the Supreme Court
removed a legal obstacle that had
confronted workers employed by
small companies, sometimes keeping
them from suing their employers
under several federal workers’ rights
laws. The court ruled in Arbaugh v.
Y&H Corp. that a provision that
exempts employers with a small
number of employees does not take
away federal courts’ authority to con-
sider cases even when a company’s
payroll is below a minimum number.

Congress has inserted clauses
that exempt smaller employers.
Examples include the Americans
with Disabilities Act (15 or more
employees), the Age Discrimination
in Employment Act (20 or more),
and the Family and Medical Leave
Act (50 or more).

Some courts have interpreted

those clauses to mean that a federal
court had no jurisdiction to hear a
case in which company size fell
below the minimum. In other words,
courts had to dismiss those cases out-
right, as soon as it was clear the firm
was too small. Such a bar to the cour-
thouse would also wipe out any relat-
ed claims the worker had brought
under state law in the same case.

But that view was not universal.
Other courts had ruled that a small
company case could go forward,
with the question of its size to be
considered along the way, as a factor
on whether the worker was protect-
ed. If the employer did not raise the
issue during the trial, and lost the
case, it could not bring up the issue
later to try to undercut the verdict.

This split in the lower courts led
the Supreme Court to take on the
issue. It was brought to the justices
by Jenifer Arbaugh, who quit her job
as a bartender and waitress at the
Moonlight Cafe in New Orleans;
claiming a continuous pattern of
sexual harassment by the owners of
the cafe (Y&H Corp.) Her case went
ahead in federal court, and she won
$40,000 in damages.

But, after the verdict, the compa-
ny came forward with a claim it did
not have 15 or more employees, so
the case should have been thrown
out. The judge agreed, and dis-
missed Arbaugh’s claim as well as
related state-law claims.

Siding with Arbaugh, a unani-
mous Supreme Court concluded that
since Y&H did not raise the issue
until after the verdict was in, it
could not raise it now. The decision
restored Arbaugh’s $40,000 verdict,
and clarified a significant issue in
workplace law.
Lyle Denniston is a veteran Supreme Court
reporter, having covered the highest court for 46
years. Denniston writes for Workforce Insights on
www.veritude.com, an online resource about
emerging labor trends asnd issues produced by
Veritude, a provider of strategic human resources
and a subsidiary of Fidelity Investments. © 2006
Veritude, LLC. Reprinted with permission. This
article originally appeared in the March 2006
issue of Workforce Insights.

4 EA Report Visit EA Report’s website at www.impact-publications.com July 2006

Legal Lines

Supreme Court Cases
Clarify Worker Rights



By Carol Falkowski

Having monitored drug abuse
in the United States for the
past two decades, I’ve seen

trends come and go. Crack cocaine
in the 1980s was followed by GHB,
the “date rape” drug, and later
MDMA or “ecstasy.”

Abuse of legal drugs persists —
tobacco claiming 400,000 lives
annually and alcohol 100,000.
Underage drinking is widespread,
and marijuana is still used by almost
half of students before graduation
from high school.

So how is the rising tide of
methamphetamine abuse different from
other drug trends? How is it similar?

How it’s Different
People take drugs primarily to feel

good. Some people use drugs to “self-
medicate.” In most cases, in the short
term, drugs do make you feel better.
It’s that “reward” of drug abuse that
keeps people coming back.

But unlike other drugs people
seek for their euphoric efects, some
people seek meth — and other long-
acting stimulant drugs — for practi-
cal reasons. Meth is isued as a means
to an end. It’s a utilitarian tool, not
the final destination. It suppresses
appetite so a teenage girl can lose
weight. It prolongs alertness so a
harried mother can keep up with
children underfoot. It increases
wakefulness and heightens focus.

In these contexts meth is ingested
not to “get high,” but rather to
improve functioning and perfor-
mance. Meth is used to help people
“plug-in,” not “drop-out.” The lure
of meth is the high energy, focus,
and control that it brings.

In light of the multi-tasking,
high-pressured, and fast-paced
nature of life in the 21st century, it is
easy to see its appeal across a broad
spectrum of the population. Meth

attracts not just thrill-seekers or
party animals but also high
acheivers, hard workers, and go-get-
ters. This drug tempts both the suc-
cessful and the marginalized. This is
what makes meth different.

While the user may be initially
impressed by the heightened
endurance and energy while under
the influence of meth, it just doesn’t
last and eventually the meth controls
them. The progression from occa-
sional use to addiction can occur in a
matter of months.

Increasing amounts of meth are
used (due to the resulting physical
tolerance) over extended periods of
time — sometimes days — during
which addicts do not eat or sleep.
This leads to physical deterioriation,
which is often more rapid and pro-
nounced with meth addicts than
those addicted to other drugs.

Eventually most meth addicts
develop strong paranoid delusions in
which they experience visual and
auditory hallucinations. Intensely
paranoid, they believe that everyone
is “out to get them,” even innocent
strangers or inanimate objects.

For those addicted to any drug,
acquiring and using it is the primary
focus of life, in spite of its negative
consequences. A person’s compul-
sive drug use dominates every aspect
of life, and addicts will do almost
anything to obtain the drug.

How it’s Similar
Like addiction to other drugs,

meth addiction can be successfully
treated. Addiction is a treatable dis-
ease, and the outcomes of addiction
treatment are similar to those of
other chronic diseases with behav-
ioral components, such as hyperten-
sion, diabetes, and asthma.

With meth addicts an individual-
ized assessment is critical to evaluate
the patient for psychosis; if it’s pre-
sent, it needs to be stabilized. Meth

addicts must also be individually
assessed for cognitive damage, and
the treatment adjusted accordingly.
As with patients addicted to other
substances, it is extremely important
that after completing treatment, meth
addicts return to a safe, supportive
sober-living arrangement. Sadly, this
is not always available.

So the next time you hear meth
addiction characterized as an incur-
able, hopeless malady, consider this:

• An analysis of 952 residential
Hazelden patients, 14% of
whom were meth users, found
no difference in outcomes
between meth users and non-
meth using patients as mea-
sured by continuous abstinence
rates one year after treatment,
satisfaction with psychosocial
functioning, and satisfaction
with health functioning.

• UCLA’s Matrix Model, a 16-
week intensive outpatient treat-
ment model, is effective and
was the object of the national
Center for Substance Abuse
Treatment (CSAT)
Methamphetamine Treatment
Study (1998-2001), the largest
random clinical trial of treat-
ment to meth addiction to date.

• Iowa’s Division of Behavioral
Health and Professional
Licensure found that 71% of
meth users were abstinent six
months after discharge.

• Tennessee’s Bureau of Alcohol
and Drug Abuse found that
65% of meth clients were absti-
nent six months after discharge.

• Texas Department of State
Health Services found that 66%
of meth clients were abstinent
60 days after discharge.

Carol Falkowski is director of research communications
at the Hazelden Foundation, and author of “Dangerous
Drugs: An Easy-to-Use Reference of Patients and
Professionals.” She has monitored drug abuse trends in
Minnesota for 20 years as part of an ongoing epidemio-
logical drug abuse surveillance network of the National
Institute on Drug Abuse. Permission to reprint granted
by Hazelden Foundation. 

July 2006 Visit EA Report’s website at www.impact-publications.com EA Report   5

Clinical Perspective

How Meth Compares to Other Drugs



MARKETING MATTERS
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By Laurie Brown

When David was a boy his
father asked him, “What
do you want to be when

you grow up?” David replied, “I
don’t know what I want to be, but I
know that I DON’T want to be a
salesman.” “That’s too bad,” his
father responded. “Because whatev-
er you WANT to be, you HAVE to be
a salesman.”

It’s true. People sell products,
their services, their ideas and most
importantly, they sell themselves.
No matter what you do for a living,
you are a salesperson. As a result,
examine how branding can help you
sell yourself more successfully.

What is a brand? It is simply the
emotional reaction and attachment
that a customer has to their experi-
ence with a company, product, or
service. In this competitive
marketplace, it is more critical than
ever to differentiate yourself from
the competition.

But, you may be thinking, how
can someone maximize the power
of a brand, to help them stand
out from the crowd? A personal
brand provides an individual with
the same benefits as a corporate
brand. Your brand is what you rep-
resent; what you stand for. It is not
posing, or pretending. Your personal
brand revolves around who you are
every day, and who you are working
to become.

The way you dress, your tone of
voice, body language, work ethic,
and the words you use all form
impressions that shape your brand
image. You need to be aware of
how your everyday actions create
the impressions others have of you,
so you can continually shape your

brand to maximize your value. The
following are some ideas.

1) How you look — Whether
you like it or not, you are
judged on your appearance.
The moment you walk into a
room, people’s mental check-
lists come into play. Are you
well dressed? Check. Is your
hairstyle flattering and con-
temporary? Check. Do you
look well groomed? Check.
Do you appear successful?
Check. Many free spirits have
refuted this idea, but the key
isn’t about having the most
extravagant wardrobe; it
involves making a positive
physical impression, otherwise
you may never get a chance to
impress others with your
knowledge and skills, no mat-
ter how talented you are.

2) How you communicate —
That being said, it isn’t enough
to look good. You have to
back it up with good commu-
nication skills. Your body lan-
guage needs to say that you
are confident and relaxed.
Good posture and appropriate
gestures say that you are sure
of and enthusiastic about what
you’re saying. Varying your
vocal tone and pitch says that
you are motivated to keep the
person you’re talking to inter-
ested, and that you are worth
listening to.

3) What you do — You can
promise people the world, but
if you don’t follow through,
your promises are meaning-
less. For example, you can
assure someone that you make
it a practice to always be on
time; but when you show up

late you are sending a message
that you’ve made the person
you’re meeting a low priority.
This attitude goes beyond
punctuality. You need to be
seen as someone others can
count on. 

4) What you know — No one
likes the guy who flaunts his
fancy degrees and financial
successes, but that’s a far cry
from sharing what qualifies
you as an expert on something.
If you’re asking people to take
your advice, you need to tell
them why their confidence in
you is justified. What makes
you qualified will vary with
what you’re trying to do, sell
or teach. This will vary widely,
but the key lies in giving your
listener the information needed
to make an informed decision.

5) How you reach out — People
will also want to do business
with you based on what they
see on paper. Although emails
are intended to be less formal
methods of communication
than written letters, you still
have to be aware of proper
email etiquette, which includes
correct grammar, spelling, and
punctuation. Mistakes make
you look unprofessional or
uneducated. Even something
as small as your business card
can have a big impact. When
you hand someone a tattered
card with writing on the back,
you are leaving an impression
that you are not prepared to do
business.

Remember that you have the
ability to support your current brand
or enhance its power. Create an
image that sells.

Laurie Brown is an international speaker, trainer,
and consultant, and author of “The Teleprompter
Manual for Executives, Politicians, Broadcasters
and Speakers.” 

Creating a Personal Brand
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By Tripp Friedler

It’s vacation-planning season
again. And as usual, while
your friends and co-workers

are booking their family beach
trips and golf getaways, you’re
facing another long hot summer of
slogging away at your desk. It
doesn’t seem fair. Unfortunately,
you just can’t swing it this
year...can you? Actually, you prob-
ably can

Here are a few reasons you
might be writing off your summer
vacation — and my thoughts on
what is really going on: 

• You think you can’t afford
it. You probably can. You
would just rather spend
money on a big house or an
expensive car or monthly
shopping sprees. If those are
your priorities, fine. Just take
the time to think about what

you really, really want. You
may decide you can live with
a more modest home or car to
free up money for extras like
nice vacations. Many people
drift into a lifestyle that takes
every cent of their paycheck
without ever considering
whether that’s what they real-
ly want. And if you decide
that a new car is more impor-
tant than spending two weeks
exploring national parks, at
least you’ll know it’s your
choice.

• You believe they can’t sur-
vive without you at work.
Sorry, but I don’t buy it. No
one is so important that a
company will go out of busi-
ness if they take two weeks
off. If you believe yours will,
you might have a few ego
issues you need to explore.
No matter how busy you are,

you can take at least a short
vacation. You may have to do
some creative juggling and
delegating, but if a vacation
is a priority to you, you can
make it work.

• Secretly, you’re more com-
fortable at the office than
hanging out with your fami-
ly. This one is tough to admit,
but many hard-driving execu-
tives don’t enjoy being
around their family for long
stretches at a time. This is
especially true if their spouse
handles 95% of the day-to-
day childcare. Many people
will say, ‘Hey, my family is
the reason I work so hard in
the first place.’ I say to them,
‘Are they really? Then have
dinner with them once in
awhile!’ And spend a week or
so with them at the beach —
or be honest enough to admit
that it’s just not your thing
and send them off on a vaca-
tion without you. 

Once you’ve ferreted out your
excuse, decide where (if any-
where) you really want to go on
vacation, set a goal (if not for this
year then next), and start making
some changes. It’s really that sim-
ple.

Most people need a sense of
balance, and working non-stop
without a break isn’t the answer. 

Tripp Friedler is the author of “Free
Gulliver: Six Swift Lessons in Life
Planning,” $19.95, Trost Publishing,
ISBN: 1-933205-00-8.
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Even though a majority of
HR executives believe that
employee referrals are the

best way to find the best job can-
didates, almost two-thirds of
employees say their employers
don’t offer referral bonuses.

In addition, many workers add
that they are reluctant to refer oth-
ers to work for their company.
According to a recent Spherion
study conducted by Harris
Interactive, 58% of HR executives
nationwide say that referrals are
the best way to recruit top talent.
(The Internet and online job
boards came in second at 34%,
with classified advertising close
behind at 33%).

However, in a separate survey
of employees, Spherion found that
65% of workers claim that their
company doesn’t offer any incen-
tives or bonuses to encourage
them to do so.

“When you consider the poten-
tial costs of a lengthy recruitment
process, using bonuses or incen-
tives can be more cost-effective in
the end and deliver the best fit
candidates directly to hiring man-
agers,” said Richard Lamond,
senior vice president and chief HR
officer of Spherion Corporation.
“With the battle for top talent heat-
ing up, companies cannot afford to
miss out on any opportunities to
recruit high quality talent.”

Complicating the issue even
further, Spherion also found that
only 52% of workers say they
would refer friends to work for
their company, exposing a deeper
problem for HR executives who
are beginning to experience a
tighter labor market for skilled
workers.

“This finding may indicate
more serious issues for employers
regarding their ability to attract
and retain top talent. It’s quite
important to examine why so
many workers aren’t compelled to
refer others,” Lamond said. 

Sources: Spherion (www.spherion.com)
and Harris Interactive (www.harrisinter-
active.com).

Are Employees Getting Healthier?

Thirty percent of American
workers report having a
healthy diet, up from 25%

in 2005, according to the annual
Employee Health ReportCard by
ComPsych. At the same time,
those describing them-
selves as “very
overweight”
decreased
from 24% to
22%. In
addition,
those describ-
ing their work-
place as “not
healthy” declined
from 40% to 32%.

However, 73% of employees
surveyed remain overweight to

some degree. (The survey was
conducted from Feb. 3-March 13,
2006, with responses from more
than 1,000 ComPsych client com-
panies nationwide.)

The survey provides evidence
that workplace well-

ness efforts are
slowly paying

off, accord-
ing to Dr.
Richard A.
Chaifetz,
chairman

and CEO of
ComPsych.

“The improve-
ments we’re seeing are

a step in the right direction as
ingrained employee behaviors can

take months and years to change,”
Chaiftez said. “Employers who
have implemented wellness plans,
whether educational in nature or
full-blown lifestyle management
programs, will continue to reap
the rewards of a healthier, more
engaged workforce.” 

According to the Society for
Human Resource Management
(SHRM), 62% of employers offer
a wellness program, and another
6% plan to implement one. 

Source: ComPsych Corporation
(www.compsych.com) is a worldwide leader in
Guidance Resources (employee assistance pro-
grams, behavioral health, work-life, wellness
and crisis intervention services). For survey
results, log on to www.compsych.com/jsp
/en_US/core/home/pressReleasesList2006.jsp?
cid=94. 

Workplace Surveys

More Employers
Need to Pay Referral Bonuses


