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Critical questions in a changing

world of work

ur post-reces-

sion world of

work throws

up sever-
al challenges for employ-
ees and those who man-
age them. The cold reality
for many is a stoic accept-
ance of intensification, the
continual need to ‘do more
with less’. Sometimes tech-
nology plays a part in this.
As well as bringing greater
flexibility, it can also lead to
standardisation,
monitoring and
control. Despite the
rhetoric and employees’
expectations of a rich and
enjoyable working life,
there is often a long way

to go to make employee
engagement a reality.

There is no single agreed
definition of ‘employee
engagement’, but it can
be seen to hark back to
Frederick Herzberg’s words
that, “If you want people to
do a good job, give them a
good job to do.” People work
best in roles that make use
of their strengths, offer
responsibility and have
a clear purpose they can
identify with. A blinkered
focus on business results
is not much good without
considering the motiva-
tion, well-being and growth
of the people who are to
deliver them.

Jonny Gifford

Adviser, organisational
behaviour and research
impact, CIPD

“If you want people
to do a good job,
give them a good
jobto do”

Equally, for employees,
it’s not enough to enjoy
one’s job and be willing to
go the extra mile. You need
to understand how your
job fits into the business
and align your efforts to
wider priorities. You need
to be going the extra mile
in the right direction.

This mutual gains view
of seeking the good of the
employment relationship
is not so much new as a
conglomeration of earlier
notions, such as job satis-
faction, motivation, com-
mitment and organisation-
al citizenship behaviour.
Because of thisand the lack
of a common definition,

it has been criticised as a
weak concept.

Such challenges need to
be heeded, especially in
the measurement of
employee engagement,
which is often muddled
by composite single scores
that are so vague as to tell
us very little. But as a
broad area of people man-
agement strategy, employ-
ee engagement is a useful
label, and there is no doubt
about the importance of
theissuesit grappleswith.
This publication is thus of
enduring relevance but
particularly salient given
the pressures of today’s
work context. Hl
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Workplace engagement
specialists Best Companies
looks at how Brexit could
affect employee engagement
— and what can be done to
mitigate its impact.

After the UK’s decision to leave
the European Union, current
research and thinking sug-
gests there will be a number of
challenges for businesses as we
wait to see what our future will
look like in a post-Brexit world.
Security around jobs is a con-
cern — and not just for EU nationals
working in the UK — due to poten-
tial changes in employment legisla-
tion, much of which is currently set
by the EU. Our data shows that em-
ployees who feel unsure about job
security have lower levels of well-
being and feel more exhausted at
the end of the day. With the strong
association between job security

—@ COMMERCIAL FEATURE

Brexit: what it could mean for
employee engagement?

Ceri Ellis

Researcher,
Best Companies

and engagement levels, a continued
focus on engagement could help to
offset the negative impact of in-
creased uncertainty and insecurity.

Smarter

The Brexit decision will also
have an impact on the easy sup-
ply of labour from the EU. As a re-
sult, skills gaps could mean that
existing employees will have to
do more work, potentially also

impacting on wellbeing levels.
However, our data suggests that
much needed resource could al-
ready be present in many organ-
isations, as around 50 per cent of
employees say their skills are un-
der-utilised. Better-utilised em-
ployees feel they have a positive fu-
ture in their organisations and are
lesslikely towant toleave. Learning
to work smarter, rather than hard-
er, could hold the answer to both
skills gaps and engagement levels.
The Brexit vote has also
created uncertainty around some
businesses’ plans to expand with-
in the UK. Real terms growth in
wages may be reduced by lack
of confidence and a rise in infla-
tion associated with Brexit which
islikely to have negative consequenc-
esforengagementand motivation.

Appreciated
These effects can be minimised,
however, with a continued focus

on engagement. Employees can
feel recognised and appreciated in
a number of ways that go beyond
pay and benefits — and companies
that focus on this can limit any
negative impact. Managers play a
vital role here: our data shows that
employees who feel appreciated
by their manager score higher on
measures of how positive they are
about their pay and benefits.

Continuing to focus on engage-
ment will ensure organisations
are in the best position to maxim-
ise the opportunities which
are available in the aftermath
of Brexit”.

best companies

A study of financial P&L
(profit and loss) produces

a one-dimensional view

of business success.

To get a more rounded
view, companies need to
understand ‘The 2nd P&L’ —
people and leadership.

A company’s most important asset
isits people —the oneswho giveita
competitive advantage.

So it stands to reason that any
business needs to keep its em-
ployees happy. A study from the
University of Warwick demon-
strates that happy employees are
12 per cent more productive in
their work, proving a direct link
between staff satisfaction and
an increase in profits. No wonder
business leaders are increasingly
keen to ensure their workforce is
engaged and motivated.

Yet there’s a problem. Many
companies don’t appear to have

4@ COMMERCIAL FEATURE

People and leadership data gives a rounded
view of business

a mechanism for measuring the
impact of their most important
asset — or their engagement, well-
being and happiness. Human
Resources (HR) should be able to
but, in many cases, can’t. Recent-
ly, the CIPD (Chartered Institute
of Personnel and Development)
found that only 14 per cent of busi-
ness leaders are happy with the
data HR is providing.

“This lack of data restricts an
HR’s ability to build evidence-based
business cases that can influence
their agenda in the boardroom —
certainly when it comes to invest-
ments in engagement and well-
being initiatives,” says Tony Latter,
CEO of The Happiness Index, which
creates analytics technology which
helps businesses succeed through
instant intelligence.

Empowering

Using bespoke pulse surveys, The
Happiness Index aims to empow-
er HR leaders with real time and

Tony Latter
CEO, The Happiness Index

regular employee engagement
intelligence which gives them
the insights they need to influ-
ence key business decisions. It
also makes it easier to mitigate
risks and take advantage of any
new business opportunities that
might arise. The Happiness Index
refers to this data as ‘the 2nd P&L.

All business owners will be fa-
miliar with the concept of ‘P&L —
the profit and Llss account. “But
looking purely at the financial P&

to gauge the success of a business
produces a one-dimensional view
which doesn’t take into account its
people,” says Latter. “To generate a
360-degree view, businesses should
look at the 2nd P&L — a focus on
People and Leadership and how
thisimpacts business performance.
“By introducing the theory of
the 2nd P&L, we hope to help
HR leaders create more value in
their job roles, build better argu-
ments for investment and hold the
attention of the board.” ll

THE
HAPPINESS
INDEX
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PANEL OF EXPERTS

)y

Developing
awinning
strategy for
employee
engagement

Organisations benefit from
motivating and engaging their
employees - but building a
supportive workplace culture
isn’t straightforward. We asked
the experts how best to do it

Read the full expert panel on
businessandindustry.co.uk
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Michael
Moran

CEO, 10Eighty

Why should companies be prioritising
employee engagement?

B Engaged employees are more productive,
deliver higher levels of customer satisfac-
tion and are more loyal (and stay with you
longer). Surprise, surprise - these are the
levers that deliver profitability and share-
holder value. Need I say more!

You want to build employee
engagement. Where do you start?

M It sounds very simplistic, but all you need to
doisask the employee. If you understand what
is important to them, what motivates them,
and what is it they like doing and are conse-
quently good at, and you sculpt their job
around those three things, you will have a
highly engaged, loyal and most importantly a
highly productive employee which in turn will
drive profitability and shareholder value. Sad-
ly, most organisations come from the opposite
perspective; this is how we want you to do the
job, now ensure you meet our requirements.
The consequence of this approach is to shoe-
horn the employee into what the job requires.

Is there a dark side to employee
engagement?

B No. But what we know is that employees
are more likely to be engaged if there is an
alignment between their values and the or-
ganisational values. We know that integrity
isakey driver of employee engagement. Do I
believe in what the organisation is trying to
achieve? Am I proud to say I work for the or-
ganisation? These are key questions employ-
ees will ask. Organisations that fail to align
themselves to the values of their employees
will find a disconnect that will adversely
impact on productivity and profitability.

Tom
O’Byrne
CEO, Great Place
to Work® UK

Why should companies be prioritising
employee engagement?

B It’s recognised that engaged employees
are good for business but the focus shouldn’t
be performance. It’s about recognising
the need to create the right kind of environ-
ment that people will want to join and
be successful in. That’s what will help drive
performance. And rather than prioritising,
engagement needs to be part of how an
organisation runs its business.

You want to build employee
engagement. Where do you start?

B You need to recognise that this involves
an ongoing commitment to do what’s
right for your employees, and for your
employees to have a say in that commit-
ment. And you need to be doing it because
you want to make your workplace the best
it can be for the benefit of your employees,
not as a way of boosting performance.
Only then should you explore how ‘engaged’
your people are and where you may
need to improve to create and sustain a
great workplace.

Is there a dark side to employee
engagement?

B There is no universally accepted defini-
tion which makes it harder to measure and
achieve consistency across organisations.
The different levels employees are expected
to ‘go beyond’ -job, organisation, customers,
etc. - can lead to burnout. Engagement risks
being over-simplified and reduced to a
formula where the focus is on performance
rather than fixing problems with the way
employers interact with employees.

Standing out from the crowd A

Having a great workplace culture that great people want to join,
stay and succeed in is your greatest competitive advantage.

We can help you create and sustain your own great, engaging workplace culture by focusing on what drives it — trust.

By measuring the levels of trust and assessing your organisation’s culture, we can not only identify the real issues
you may face but also suggest ways of improving the employee experience. And if the employee experience improves,
so does business performance.

If you want to stand out from the crowd, get in touch.

hibshsnihobheibabhsbibsdahobhibobsbsdin

Tel: 0870 608 8780
. i | l

email info@greatplacetowork.co.uk

Visit www.greatplacetowork.co.uk
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Diarmuid
Russell
Vice President

of International,
Glassdoor

Why should companies be prioritising
employee engagement?

B Having a satisfied workforce means your
people are going to work harder for you and
be more loyal. That’s obvious and hasn’t really
changed. What has changed — because of
internet forums, social media and sites such
as ours — is that, if you're an employer
who isn’t doing a good job in this area, it
becomes public... and much more quickly
than it used to.

You want to build employee
engagement. Where do you start?

B Think about what you stand for as an
employer and the key things you want your
employees to take away from working with
you. Ensure that your messages are in tune
with reality. If you say ‘we’re an amazing
company with a great work life balance’ but,
in fact, the opposite is true, then that
message will only fall flat. Recruit people
who chime with values of vyour
company. Pay attention to feedback — and
be authentic in your response to problems.

Is there a dark side to employee
engagement?

B 1 can’'t see any dark side to actively
engaging with your workforce. But it’s
important to understand what an employee
engagement strategy is. For me, it isn’t
about ‘happy employees’. True engagement
is about employing people who care deeply
about what they’re doing, and who believe
that they can affect change in their
organisation because it listens to them,
supports them and gives them the tools
todo so.

BUSINESSANDINDUSTRY.CO.UK 5

Jeremy
Stinton
COO, Buto

Why should companies be prioritising
employee engagement?

B Employee engagement, done correctly,
drives productivity and ultimately improve-
ments to the bottom line. The average UK or-
ganisation already trails the rest of the de-
veloped world in terms of productivity, so
those that don’t wake up to the need for em-
ployee engagement will be left by the way-
side in a globalised world. For example, en-
couraging shop floor input at BAE and creat-
ing a more engaged workforce reduced the
time to build fighter planes by 25 per cent.

You want to build employee
engagement. Where do you start?

B A key theme recognised by Engage for Suc-
cess founders David MacLeod and Nita Clarke
in organisations with high levels of perfor-
mance was the notion of ‘employee voice’
within an organisation. Putting in place
mechanisms for employees to feedback and
be engaged in conversation is therefore vital.
As an enterprise video platform, we are see-
ing an explosion in desire to facilitate user
generated video content; empowering man-
agers and allowing staff to communicate.

Is there a dark side to employee
engagement?

B For me, the biggest dark side to employee
engagement is not doing it: Disengaged
employees are consistently proven to be less
productive. What’s more, if you don’t
communicate with your employees they
will do it for you: The rumours they circulate
may, or more likely may not, be true. The
other ‘dark side’ is doing employee engage-
ment badly: Insincere, inauthentic comms,
for example, can be hugely damaging.

0 COLUMN

Kate Jones

Chair of the Board,
Institute of Internal
Communication
and head

of internal
communications,
Tarmac
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Get appy -agreat way to
engageyour employees

heright employee app can playan

important role in employee engagement,

says Kate Jones, chair of the Board, In-

stitute of Internal Communication and
head of internal communications at Tarmac.

Apps have been around for along time. Yet
internal communicators have only recently
latched onto the benefits that digital technology
can bring when reaching offline people within
the workplace.

There are two main types of employee apps: the
first uses mobile phone technology to push
company information and content to staff. But the
other kind —which is more integrated — is better
for connecting more effectively with employees, as
they can use it to give feedback. Organisations that
use such an app to listen to their people —aswell
as making their lives easier by giving them
direct access to systems and processes —will
benefit from better employee engagement.

There are issues to overcome in the area of
employee apps. Not everyone has access to
them, for example. But if a company is looking
at ways to become more efficient and improve
customer experience, the best way to do it is to
tap into the people who do the job every day.
That’s what apps can do. I hope more internal
communicators will explore their benefits as
they get better at understanding the drivers of
engagement within their organisations. ll

buto

the professional video platform

strated with your existing video pla

i

Then why not join the many global
brands who have switched to Buto?

Find out more at www.buto.tv
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Matt
Manners

CEO & founder,
The Employee
Engagement
Awards

Howtoengage
employees successfully

his question is like asking,
someone “What is the meaning
of life?” There will be a different
answer from everyone you ask.
Although there are many ways to run
an engagement programme, there is
one common denominator in those that
succeed - the leadership must believe
that engaged employees are good for
the organisation.
Having reviewed some of the best
and worst employee engagement pro-
grammes across the world, I have tried to
distill some key truths.

Whatitisn’t

1. An annual employee engagement
Survey - this is an oxymoron. How is doing
anything just once a year engaging?

2. A ‘warm and cuddly’ initiative that can
start and stop — Engagement is business
critical not fluff. It delivers competitive
advantage and must be continuous like all
other critical activities.

Where to begin

1. Listening — whilst knocking the survey
above, surveys do have their place but on a
regular basis. Listening is a vital first step to
engagement - Thinking you know best is a
recipe for disaster

2. Involving not telling — Having listened
prove you've listened and that you value the
feedback by involving employees in making
improvements to the business.

How will it succeed?

1. Communicating your purpose —
Getting your staff to connect to the purpose
of the business is vital. It's something they
want and will value

2. Connecting it to business value - So
many employee engagement metrics exist
in isolation of actual business results — or the
impact on people. Connect engagement

to business performance so the boardroom
listens and invests. Willa CEO care if
employee advocacy is up if it doesn’t lead to
an improvement in key business metrics like
customer advocacy or revenue?

3. Ensure that every line manager gets
people engaged — Programmes that don’t
have the buy-in of ine managers rarely
succeed because messages get confused.
Employees buy-in one at a time and line
managers can provide the transparency
needed for employees to connect to a
common purpose and feel part of an
engaged and energised team.

-+

2016 UK EE Awards
deadline is October 7. Visit
www.ee-awards.com
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Source: Engage for Success

The secrets to wellbeing,
health and happiness

By Tony Greenway

Wellbeing, health and
happiness in the workplace
are more important than ever
— and organisations who

put these concepts at the

top of their agendas stand to
benefit from engaged, high-
performing staff.

The workplace is changing, no-
tes Cathy Brown, executive
director of Engage for Success,
a voluntary movement promo-
ting employee engagement as a
better way to work. “That’s part-
ly because society is changing,”
she says. “For example, as a so-
ciety, we're far less deferent and
trusting than we used to be. That
means our bosses now have to
earn our respect, as opposed to
getting it unquestioningly just
because they're in charge.”

Technology has, obviously,
also made a massive impact.
“That pace of technological
changeisn’t going to slow down,”
says Brown. “Automation, ar-
tificial intelligence, nanotech-
nology... these things are here,
now. They will all have a big im-
pactonwork and jobs in the next
five to 10 years.”

Valued

In this changing landscape, well-
being, health and happiness at
work has never been more im-
portant for both the employee
and the employer. It stands to
reason that employees who fe-
el well, satisfied and valued are
more likely to perform at higher

Cathy Brown

Executive director,
Engage for Success

levels and, therefore, generate
better results for their organisa-
tions. “And apart from better pro-
ductivity and efficiency, a hap-
py employee is more likely to be
an advocate for their company,”
says Brown.

“Employers, meanwhile, see
benefits around decreased le-
vels of sick leave and stress. If
an employee is enjoying what
they’re doing and seeing it ma-
king a difference, they'll feel a
greater connection with the or-
ganisation they're working for.”

Enablers

A starting point for anyone wan-
ting to build a wellbeing, health
and happiness strategy is what
Engage for Success calls ‘the four
enablers of engagement’. The
first of these is to think about the
‘strategic narrative’ of your orga-
nisation: where it’s come from
and where it’s going. “Employ-
ees who feel a connection to that
narrative will be better placed to
see how they fit within their or-
ganisation and understand how

it matches their own aims and
objectives,” says Brown.

Secondly, engaging managers
isvital. “Often people are promo-
ted into management positions
but aren’t taught how to mana-
ge,” says Brown. “Management
isn’t an intrinsic skill.” Educa-
tion, then, is key.

Thirdly — and very important-
ly — employers must create fo-
rums where employees’ voices
and thoughts can be heard. “That
doesn’t necessarily mean that
whatever they say will be ac-
ted on,” says Brown. “But there
should bea two-way flow between
employeesand employers.”

Outstanding
And, fourthly, establishing
organisational integrity is

crucial: company values must
be reflected in day to day beha-
viours, and promises that are
made are promises that are kept
— or an explanation is given as
to why they have been broken.
It's a trust thing.

Unfortunately, in a global
ranking of wellbeing, health
and happiness in the workplace,
the UK doesn’t do well. “In the
table of G20 countries, we're
down at number 18, says
Brown. “Organisations have to
realise that engagement isn’t so-
mething you ‘do’ to your staff.
It'san approach you have to take
to your entire business.” ll

-+

Read more on
businessand
industry.co.uk
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The power ot
employee voice

Giving employees a voice benefits both
employers and their people, says Thomas Bale,
assistant director at Investors in People

he figures are shock-

ing: a third of people

are unhappy in their

current job, and over a

third don't feel valued
by their current employer.

To address this challenge and
create a real culture of engage-
ment, employers need to give their
employees a voice, insists Thom-
as Bale, assistant director at Inves-
tors in People (ITP), the standard
for people management. “This re-
ally means opening up fluid chan-
nels of communication to create
meaningful dialogue between em-
ployers and employees,” he says.
“There’s strong evidence that em-
ployees who have a voice feel better
connected to theirwork. Asaresult,
their employers get better returns
in terms of productivity.”

The right culture

Yet for this to be truly effective,
employees need to feel confident
that their organisation is open,
encouraging and supportive of
their views. “Does the culture of
your organisation allow people to
speak out, to contribute, and to
sometimes challenge the way that
things are done?” asks Bale. “It’s
essential that people feel that
their voice counts and that the or-
ganisation is listening.”

The Investors in People standard
is built around principles of ‘high
performance working’ which,
when observed, can result in or-
ganisations achieving sustainably
better outcomes than their com-
petitors. This process starts with
the senior management. “How

leaders act, behave, and mandate
their values and beliefs creates a cul-
ture that trickles down to the rest of
the organisation,” says Bale.

Encouraging employee voice
At the heart of high performance
working, however, is the encour-
agement of the employee voice
through seeking out, listening to
and acting on employee views.
“This doesn’t mean that an or-
ganisation has to do what its em-
ployees want it to do,” says Bale.
“But it does have to demonstrate
that its leadership is listening to
its people by inviting feedback.”

There are various mechanisms
that organisations can use to en-
courage employee voice. A crucial
one is online employee engage-
ment surveys, which ask em-
ployees what they think about
the organisation and aspects of
working life.

Whatever mechanism you
choose, it’s vital that any dialogue
with any employee is meaning-
ful, says Bale. “It’s easy to have

FACTS

H 1in 3 people are unhappy
in their current job. 39% of
employees don't feel valued by
their current employer.

(Job Exodus trends, Investors in People, 2016)

B UK businesses are missing
out on £84bn in efficiency
improvements through poor
HR and people management
practices.

(The Impact of investing in people report,
Investors in People, 2015)

Thomas Bale

Assistant director, Investors in People

meaningless dialogue. Leaders
can send an email out, do a survey
or hold a focus group. But
if they’re not actually listening to
or valuing the feedback they
get, then it’s all just window
dressing. Meaningful dialogue
benefits both the employer and
employees. Employers can use
employee feedback to continually
improve — while having their
say helps employees feel
engaged. Giving employees a
voice isawin-win.”

Investors in People is the
standard for people management.
To find out more visit

www.investorsinpeople.com

e 4 STEPS TO ACTIVATE
EMPLOYEE VOICE

1. Create the right culture.

2. Let your employees know
of opportunities to provide
feedback.

3. Explain the benefits to
employees of feedback and
participation.

4. Use employee feedback to
continually improve.

e IDEAS TO ENABLE
EMPLOYEE VOICE

H Online employee
engagement surveys, which
asks employees what they
think about the organisation
and aspects of working life.

H Regular face-to-face
meetings, where senior
leaders tell groups of

staff about changes and
developments in the
organisation. Invite them

to ask questions, express
concerns, share their ideas,
ask for volunteers to be
involved in further thinking and
discussions.

o “Ideas Street” —amore
modern version of the
suggestions box, ideas are
posted online so all colleagues
can see and vote on them. This
provides a clear view of which
ideas to progress further if they
attract enough support.

o “Frontline forum” -

where a senior leader gathers
together a representative
group of frontline staff to listen
to issues that concern them,
and discuss and work through
possible solutions.

m Employee Engagement
Champions networks —
where keen members of staff
play a major role in supporting
their managers and colleagues
in engaging activities to
improve how they work
together.

& X, INVESTORS

%, IN PEOPLE




8 BUSINESSANDINDUSTRY.CO.UK

AN INDEPENDENT SUPPLEMENT BY MEDIAPLANET

MEDIAPLANET

0 COLUMN

Frances Lee

Portfolio Sales Manager,
HR Summits

Why networking
leads to business
SUCCESS

ith technology, glo-
balisation, chang-
ing workforce de-
mographics and
evolving employ-
ee expectations, the working world is
evolving. The status quo for managing
the employment relationship has shif-
ted and HR departments now have a
huge opportunity to play a greater role
in developing organisations that are fit
for the future.
In a constantly evolving market, the
importance of networking is para-
mount. As the market becomes toug-
her, HR professionals can benefit from
actively networking with their peers
to share experiences and discover best
practice strategies.
Here at Forum Events we’ve been orga-
nising networking events for 20 years,
with our London HR Summit this
year celebrating its tenth anniversary.
Along with its sister event, the
Manchester HR Summit, it is designed
to draw on the combined skills, know-
ledge and expertise of the HR com-
munity to share and develop coherent
strategies to maximise resources and
staff performance.
Our experience in this sector means
we understand the challenges facing
HR professionals across all business
sectors. Training, new policies,
employment, equality, change
management, diversity, conflict
resolution and more - these issues are
faced by all, and networking at events
such as the Manchester HR Summit
gives delegates the opportunity to
share concerns, challenges and ideas
with others. Il

The Manchester HR Summit takes place
on February 9th 2017 at the Midland
Hotel. Visit www.hrsummits.co.uk

The challenges of
employee engagement
— and how to meet them

How organisations can create the right strategy for
effective employee engagement

By Tony Greenway

“An important way to generate employee en-
gagement is by giving people an effective voi-
ce,” says Jonny Gifford, Adviser, Organisational
Behaviour with The Chartered Institute of Per-
sonnel and Development (CIPD), the association
for human resource management professionals.
You'd better be careful how you do it, however,
because if implemented the wrong way it can do
your organisation more harm than good.

For instance, earlier in the year, the public
were invited to name a Natural Environment Re-
search Council vessel via an online poll. By over-
whelming demand — and with brilliant British
humour and bloody-mindedness — they chose the
name ‘Boaty McBoatface'.

It made for some entertaining headlines. Butin
engagement terms, notes Gifford, it’s important
to understand why it happened.

Meaningful issues
“Currently, there’s something of a cult around
‘voice’)” he says. “Everyone is constantly asking
us for our feedback and opinions, and we under-
standably become cynical about that. After the
Boaty McBoatface case, many commentators
said: ‘Tt just shows that when people are given a
voice, they can’t be trusted to use it properly. But
that completely missed the point. The fact is that
people didn’t care enough about the name of a
research vessel. They might have cared more
about the issue of whether the research vessel
should have been built or if the money could have
been better spent elsewhere. But they weren’t
asked about that. They were asked about what it
should be called. And that was trivial to them.”
So when organisations give their people a voi-
ce, they need to make sure they consult them on
the issues that matter most. “The question has
to be meaningful and it has to be informed,” says
Gifford. “The agenda has to be agreed with
employees, rather than simply set by leadership.”

Effective feedback
Another big challenge to employee engagement
comes from perceived in-action by employ-
ers. “So, as an employer, it’s crucial to feedback
effectively,” says Gifford. “One simple techni-
que used by many employers is the ‘You said...
‘We did... approach to internal communica-
tions. This reminds employees about the mes-
sages they sent — and highlights the employer’s
response to them.”

Employee development and training is another
essential element to get right. “From a career per-
spective, there is an implicit deal made between

Jonny Gifford

Adviser, organisational behaviour
with The Chartered Institute of
Personnel and Development (CIPD)

employers and employees,” says Gifford. “It’s a
psychological contract that says: ‘If you do this
for us, we will give you this set of experiences and
help your career in these ways. People want to
feel they are developing professionally and training
programmes can be an important part of that.”

Because the fact is that most employees want
to do a good job for their employer — but need
to feel they are working in a supportive cultu-
re in order to do so. However, Gifford says that
some organisations believe a lack of engagement
is down to lazy, disengaged, ‘bad apple’ employ-
ees; and that the solution is inspirational leaders
and managers. “That’s often far from the truth
because in most organisations the employees are
inherently motivated,” he says. “What gets in
the way is management.” The challenge for
managers, then, is to give their staff more flexi-
bility and autonomy. Unnecessary manual bur-
den can be frustrating and demotivating, so
streamlining systems and processes for
employees is also beneficial.

Business benefits

Above all, it’s important for an organisation to
understand what employee engagement real-
ly means. “There’s been a lot of talk about ‘Does
it contribute to a company’s bottom line?” says
Gifford. “But that hasn’t always been a helpful
debate, because it misunderstands what ‘employee
engagement’ actually is. It’s not just about: ‘If you
treat your employees well, it will repay your busi-
ness.’ It’s not that clear cut.

“At CIPD, we say to employers: ‘It’s possible that
ifyou pursue a strategy for mutual gain, we believe
a win-win employment relationship can work.
We're championing better work and better wor-
king lives for the good of individuals — and for the
good of organisations.” H



UK businesses are
wasting £60 billion a year
on unnecessary admin
and tasks that are not
directly related to their
employees’ jobs. This is
an extraordinary sum that
is impacting not only the
health of UK PLC but also
employee engagement
levels across the country.

It is easy to solely focus on the
impact to the bottom line and
how businesses can reclaim this
lost time. However, businesses
must open their eyes to the fact
that engagement is also a core
part of the problem. Engaged
employees are the ones who are
prepared to go the extra mile to
deliver on business goals and
growth. A business full of these
engaged employees will be better
placed to drive success and
competitive advantage.

A workforce in flux
Boosting employee engagement
can be tricky for HR teamswho are
currently facing a perfect storm
of challenges. Our working pat-
terns and desires are changing like
never before while, at the same
time, we are confronted with a
fiercely competitive job market
and uncertain business climate.
New generations are entering the
workforce with new expectations
around flexible working and tech-
nology. Additionally, the future
of our EU employees remains un-
certain, as does the opportunity to
look to Europe to recruit.

Against this backdrop, HR
teams need to ensure that em-
ployee engagement strategies are
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Why poor employee
engagement can

irectly impact growth
and profitability

well informed, based on a strong
understanding of the challenges
faced by employees. To help them,
we worked with Coleman Park-
es to explore the relationship be-
tween employee engagement and
business success. The results are
documented in our Kronos, The
£60bn question research, which
reveals that UK businesses need to
create a level of employee engage-
ment not seen yet in the majority
of companies.

Stuck in the middle
Employees are currently torn
between meeting customer needs
and manager expectations. The
research shows that 82 per cent
of respondents don’t find it easy
to complete their daily tasks and
a further 40 per cent of employ-
ees feel their working lives are
too complicated. This complexity
diminishes job satisfaction, en-
gagement and feelings of being
valued. Simplifying the working
day for employees by tackling is-
sues such as absenteeism and in-
ternal politics could have a signif-
icant impact on engagement.

Small changes create

big reward

On average 2.8 hours a week is
spent on unnecessary adminis-
tration, that equates to a figure of
£1,932 per employee per year be-
ing wasted, or £60 billion overall
for the UK workforce. Moreover,
the research reveals that employ-
ee productivity across the board is
seen as a weakness in many busi-
nesses — even by employees, of
whom only 35 per cent would rate
their own productivity as “strong”.
Ensuring that unnecessary admin

Neil Pickering

Industry & customer insights
manager, Kronos UK

@ZamberP | @KronosUK

21,932 per
employee per year
IS being wasted
ON unnecessary
admin’

is kept to a minimum is key to
helping people use their working
day efficiently, helping them feel
productive and motivated.

Why your greatest asset
shouldn’t be a liability

It’s often said that people are a
company’s greatest asset — we
believe this stands true. Yet, 59
per cent of all respondents believe
that the CEO is focused on financ-
estather than employees. Treating
employees as commodities will
not cut it, especially with new en-
trants to the workforce who won't
stay in an organisation where they
don’t feel listened to or valued.
There has to a concerted effort
to make employees feel like they
are more than a number. HR has
a huge role to play here, focusing

on building people-centric organ-
isations. However, this also needs
to become a priority on the man-
agement agenda, empowering HR
teams to start shifting the needle
on employee engagement.

Bridging the

engagement gap

Part of bridging the engagement
gap is ensuring that processes are
efficient and effective. In the mod-
ern working world, a lot of this re-
lies on having the right technolo-
gy in place. In fact, 60 per cent of
respondents suggest that better or
more up to date technology would
improve employee engagement.

Don’t dash for cash
Cash may be king, but it’s not
everything when it comes to em-
ployee engagement. Out of the 11
top reasons why respondents say
they would leave their job, remu-
neration comes ninth on the list.
It takes conversation and
collaboration to create an en-
gaged workforce culture and
tackle the challenges that make
office life complex. Business lead-
ers and HR must commit to build-
ing trust and engagement, creat-
ing an environment in which
employees are motivated to deliv-
er their best. This approach will
pay dividends in terms of boost-
ing productivity and sparking the
innovation and inspiration that
is crucial to gaining and sustain-
ing a competitive advantage. l

4 KRONOS
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Workplace transparency
— a clear choice for companies

Companies can’t fight the power of social media. They need to embrace
transparency in the workplace and listen and respond to employee feedback
in order to protect their brand

By Tony Greenway

t never used to be that easy
to find out what employ-
ees thought about their
employers. But that was be-
fore social media, internet
forums and jobs and recruitment si-
tes like Glassdoor came on the sce-
ne.These days, trying to keep infor-
mation within your company’s four
walls is like trying to hold water in
your hands: you can have a go, but
sooner or later it’s going to leak out.
A quick click of a mouse or a
swipe of a screen, and the truth —
good or bad — is out there for all
to see. According to a global
survey of 2,300 employees by PR
firm Weber Shandwick, 50 per cent
of them had posted something
about their employer on social me-
dia. This is one reason why employ-
ee engagement has reached a tip-
ping point — and why companies
need to think about embracing
transparency in the workplace.

Strategy
“Today, information wants to be
free,” says Diarmuid Russell, Vice
President of International, Glass-
door. “You can’t control it. And
once it’s in the public domain you
can’t put it back in the box. That
means organisations need to
have a strategy to embrace this
new world. They need to listen to
feedback and be adaptable.”
Russell gives the example of
digital services and products agen-
cy AKQA, who did just that with
positive results. “They were get-
ting reviews on our site from some
of their employees who had issues
with their holiday entitlement,”
he says. “The general theme of
the comments was: 'This is a great
company to work for, it gives fan-
tastic perks and it’s lots of fun —
we just wish we had more holiday
time available to us. AKQA took

Diarmuid Russell

Vice President of International,
Glassdoor

those comments on board and
now offers their employees more
holiday entitlement. So if you get
ahead of the curve, transparency
can be a useful tool for finding out
what people are saying about you
and helping to stop a small issue
from becoming a big one.” What’s
important is listening, recognising
there’s a problem, owning that
problem and making changes to
solve it, notes Russell.

Impact

Because the fact is that, today, a
company’s ‘retail brand’ and its
’employment brand’ have merged.
This means that if the people who

PHOTO: GLASSDOOR

‘Employee
engagement
has reached

a tipping point

— companies
need to think
apout embracing
transparency in
the workplace”

work for a particular company are
known to be happy, valued and sa-
tisfied, then that can have a positi-
veimpact onits brand. If they’re not
being treated well and are publicly
miserable, it can have a negative
impact. Having a strategy to coun-
ter any negative reviews or com-
ments is, therefore, crucial to the
overall health of an organisation.
Yet it’s not just negative reviews
that an organisation should re-
spond to. “There’s tremendous
power in replying to a positive re-
view because it reinforces your se-
rious attitude to employee engage-
ment,” says Russell. “For example,
someone in your organisation

might say: T noticed the training
programmes have improved re-
cently. The company can respond
with: "Thanks for that. We noticed
training was an issue for usand that
our employees wanted better care-
er development - so we've hired a
learning and development mana-
ger to put a training programme in
place. That sort of thing makes you
look fantastic to both the outside
world and your internal stakehol-
ders.” But, he cautions, an organisa-
tion shouldn’t engage in spin or PR
when it comes to employee engage-
ment. It'simportant to be authentic
and to mean what you say.

Value

There’s a commercial imperative
to employee engagement, too, be-
cause many studies have found a
positive link between employee sa-
tisfaction and a company’s finan-
cial performance. Using data from
Glassdoor, researchers from the
University of Kansas found that a
one-unit change in acompany’s ra-
ting on the Glassdoor scale increa-
ses its market value by 7.9 percent.
“That’s a causal link,” says Russell.
“And we found that the companies
on our annual Best Places to Work
list outperform the overall stock
market by 115 per cent. So employee
engagement is a win-win.”

What it isn’t, however, is a
one-size fits all strategy. “There are
different ways to achieve better
employee engagement,” says Rus-
sell. “Not everyone employs the
same approach. Tech companies
are famous for giving out wild and
wacky perks, for example - and
that might work well for them. But
for employees in other companies
in other sectors, having a steady
job, knowing what’s expected of
you being paid a fair wage could be
enough to drive engagement.” ll
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Counting the cost
of financial stress
in the workplace

Workplace education reduces stress and can improve an
employee’s financial and overall wellbeing, says Lee Coles,
Head of Workplace Education at Jelf Employee Benefits

n the UK, money wor-

ries are one of the ma-

jor causes of stress

— and this can have

a big impact on an

employee’s wellbeing
in the workplace. What’s more, if
stress goes unchecked it can lead
to severe mental and even physi-
cal illness, resulting in long-term
absence from work.

This is a frustrating catch-22
situation: people with problem
debt are more likely to have men-
tal health issues; and those with
mental health issues are more like-
ly to have debt problems (source:
The Daily Telegraph) — a vicious
cycle which is bad for both em-
ployee and employer.

Ignoring stress doesn’t make it
go away, either: employees who
‘struggle on regardless’ are liable to
make a bad situation worse. If they
come to work when they are feel-
ing unwell they can be disengaged;
and, apart from the longer-term
health implications for the indi-
vidual, employers lose out because
their productivity is affected.

Knowledge

Yet employers are uniquely well-
placed to help their employees
deal with stress — and particular-
ly financial stress — with the of-
fer of financial education. This
means equipping their work-
force with the knowledge, skills
and confidence to manage their
money effectively. The advan-

By Tony Greenway

tages of this are obvious: 93 per
cent of employers believe that fi-
nancial education would be of
benefit to their staff (source:
Statistica 2015).

Unfortunately, financial educa-
tion is often seen as an additional
employee benefit, rather than an
essential one. Lee Coles is Head of
Workplace Education at Jelf Em-
ployee Benefits, the independent
insurance broker and financial
consultancy which provides strat-
egies that specifically target issues
relating to financial stress and
helps with productivity and prof-
itability. Coles believes that finan-
cial education has to be seen as a
‘must-have’ for the good of an or-
ganisation and its people.

Development
“Employers have a tendency to pro-
vide support and personal develop-
ment opportunities related solely
to employees’ job roles, because the
value of that investment is clear,”
he says. “Yet there is evidence to
show that financial education
should be a priority and a vital life
skill from which everyone, includ-
ing employers, can benefit.”
Employers need to take a more
holistic view of an employee and
see them as an individual, not just
aworker in their business, he says.
“It’s important for employers to
recognise that employees have
lives outside of work, and that el-
ements of their lives — such as
problems with debt or caring for

47

Lee Coles

Head of workplace education,
Jelf Employee Benefits

older relatives — can have an im-
pact in the workplace. The way to
fully support an employee’s well-
being is to ensure development
opportunities which cover both
vocational training and life-skills.”

Ideally, financial education
training should cover the needs of
an entire workforce; although it
should be remembered that each
individual’s financial situation is
unique and will vary based on is-
sues such as age and proximity to
a planned or expected retirement
age. Yet everyone can benefit from
general financial knowledge, such
as debt management, budgeting
basics, moving home, making
big financial decisions, and plan-
ning for the future. The Jelf Em-
ployee Benefit service covers the
full spectrum of these issues and
many others including Annual

Allowance, Lifetime Allowance,
Pre-retirement etc.

“Face-to-face education can
be beneficial because of the hu-
man interaction it provides,” says
Coles. “In these environments,
employees have the opportu-
nity to learn from others’ expe-
riences, concerns, suggestions
and ideas, and ask questions of a
finance professional.”

Online
To complement face-to-face learn-
ing, employees can also under-
take online training courses and
choose for themselves when they
will learn and at what level, set-
ting their own pace and focussing
on what’s relevant to them per-
sonally. Online education can also
be a cost-effective option for em-
ployers who have large numbers
of employees or who are dispersed
across many locations.
“Supporting your employees’
wellbeing inside and outside
of work is good for your business,”
says Coles. “That’s because if
your employees know how much
you value them and care about
them, they are more likely to be
engaged at work. If their overall
wellbeing is improved, they are
likely to be more focused and
productive, which is also beneficial
to your business.” l

Jelf | Employee Benefits




EE@ EMPLOYEE ENGAGEMENT AWARDS®

ARE YOU A LEADER IN ENGAGEMENT?
WOULD YOU LIKE TO LEARN FROM THOSE THAT ARE?

Engaging with employees the right way delivers huge
value to the organisation and the employee

We are the only global Awards and Conference business dedicated just to
Employee Engagement. Our core services are below:
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RECOGNISING INSPIRING CATALYST FOR
EXCELLENCE IMPROVEMENT COLLABORATION
Awards to prove you invest Conferences to share best Case studies & content across a

in your people practice and inspire change global network of professionals
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Deadline: October 15, 2016 Deadline: October 07, 2016 Deadline: March 30, 2017
Conference: March 01, 2017 Conference: November 16, 2016 Conference: June 08, 2017

WANT TO GET THE RECOGNITION YOU DESERVE AND LEARN FROM YOUR PEERS?

Contact us now

ENGAGEMENT T: 0203 3711 877 | Visit: www.ee-awards.com | Email: stefan@eeawards.co.uk
O @ee_awards | O@eeawards | @ The Employee Engagement Awards Group




