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KEY INDINGS
2019 Engagement is consistent with 2018

x Although engagement overall was consistent, feeling valued decreased.
x Employees plan to stay when they find meaning in their work and value the ir coworkers.
x While not key drivers of engagement, pay and workload were  the most often selected reasons

to leave.

2019 Key Drivers of Engagement
x Consistent with 2018, the top drivers of engagement were career a  nd skill development and
confidence in and communication from Senior Leadership.

X Feeling a sense of belonging was new to the top drivers list in 2019.

Engagement by Region
x Engagement was strongest in the APAC and Latin America Regions and weakes t in the EMEA

region.

Engagement by Industry

x Consistent with 2018, Construction & Engineering had the highest leve Is of engagement.

X The Hospitality, Values-based, Healthcare, and Higher Education industrie s also had strong
engagement.

x Mental Health and Retail organizations had the lowest levels of engagement.

Engagement by Job Function
x Engagement was  strongest for  Executive Leadership and lowest for

Production/Manufacturing roles.

Engagement by Age, Tenure, and Gender

x Engagement varied only slightly by age for those 20 years old  and older, and was lowest for
those with 3-5 years of tenure.

X Men and women had similar engagement levels, but varying work expe  riences especially

related to perceptions of two-way communication.
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Like 2018, 2019 was characterized by rapid technological chang e, political divisiveness and social
movements, competition for talent and innovation, market un certainty (e.qg., tariffs, trade, Brexit)
and increased recognition of the need for diversity, equity an  d inclusion in the workplace. One of
our key findings from 2019 is consistent with 2018 and relate s to all of these trends; the critical
importance of having a deliberate organizational strategy for listening to employees.

Communication is often the root of organizational challenges Newmeasures research suggests
only 50% of employees feel they receive timely communication and only 58 % feel leadership does
a good job communicating change. Considering 2019 unemployment r  ates were below 4%, and
there were more job openings than available workers, communicat  ion was and will likely continue
to be critical to engagement and retention. Transparent comm  unication and an avenue to provide
XSZDUG IHHGEDFN FDQ KHOS FUHDWH D VHQVY H R IRFSEBRROHEL WY

W K Hhientality between leadership and employees. Our researchre  veals a sense of belonging is
a key driver of engagement, and those who perceived a sense  of belonging were 15 times more
likely to be engaged and 27 times more likely to intend to stay with their current organization.

Further, organizations now have the tools to understand h ~ ow employees are feeling at every phase
of the employee life cycle  from onboarding to exit. Newmeasures is here to help organiz  ations
identify appropriate listening approaches to find the right mix of content and frequency for
collecting feedback that is aligned with organizational goals. Whe  n done right, employees will feel
like a partner in the business and more receptive to change.

Each year, Newmeasures collects data from hundreds of thousands  of employees across a wide
YDULHW\ RI LQGXVWULHY DQG ORFDWLRQV 1HZRKDVXDWD FRR
the past five years (i.e., data from 2014-2019) so they r eflect a comprehensive and current
benchmark. The findings in this report are based on the e mployee feedback from 2,400
organizations and nearly 1.4 million survey responses.

This report summarizes differences in engagement across regions,  industries, age, tenure, gender,
and ethnicity, as well as key drivers of engagement. We focus on o ur findings from listening to
hundreds of thousands of employees over the last year. Our go  al is to share key insights that may
benefit your organization.
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1HZPHDVXUHV GHILQHY HQJDJHPHQW DV D IHHOKXRVLRIVPRIRRLI
that leads to a willingness to exert discretionary effort. We me  asure engagement using our
validated Employee Engagement Index.

@

ACTIVE
COMMITMENT

v 7

CONFIDENCE IN
THE FUTURE

PERSONAL
SIGNIFICANCE

Employees believe in the
future of the organization.

Employees feel valued
and are enthusiastic
about their work.

Employees plan to stay
and recommend the
organization to others.

The index measures the extent to which employees; 1) feel valued , 2) are excited about their
work, 3) perceive their organization is on the right track, 4) in  tend to stay with the organization,
and 5) would recommend their organization as a good place to work.

While knowing the engagement level of employees is important, the goal of a survey is to support

continuous improvement. Therefore, the Newmeasures en  gagement survey also measures key

drivers of engagement. Over 20 years of Newmeasures research  indicates there are 5 key

dimensions that contribute to an engaged workforce. These fa  ctors are where organizations can

focus to drive improvement. 7KH GDWD LQ WKLY UHSRUW UHSUHVHIEWRWKH
6WURQJO\ $JUHH UHVSRQVHV WR (QJDJHBRQW EM\GH{o BtQIKES U

type scale that ranges from Strongly Disagree to Strongly Agree.

NEWMEASJRESDRIVERS OF ENGAGEMENT

CONDITIONS TO
DO BEST WORK

Employees have the

tools, resources, and

priorities to do their
best work.

SUPPORTIVE
SUPERVISOR

Direct supervisors are
fair, provide feedback
and recognition, explain
changes, and listen to
and act upon ideas.

TRUST &
COLLABORATION

Aligned goals, trust in
teammates
communication and
collaboration.

GROWTH &
AUTONOMY

Employees have input
into their work, are
encouraged to come up
with new ideas, and see
opportunities to develop
their skills/advance their
career.

VISIONARY
LEADERSHIP

Leaders create a
compelling vision for the
future, inspire
confidence, and
communicate openly
and consistently.
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2019 engagement levels remained consistent since 2018. While o  verall engagement was steady ,

LW LV QRWDEOH WKDW HPSOR\HHV SHUFH SS/OLRRdE@#in&d| asHild @&eiQJ YDO.
intention to stay. This underscores the importance of focusing o n culture and the employee
experience.

Figure 1: Engagement Index 2017 -2019

Engagement Index
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Figure 2: Indicators of Engagement 2017-2019
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Feeling valued is an important component of engagement and has decreased since 2018.
Considering the decrease and the fact that 29% of employees cited  not feeling valued as a top
reason they planned to leave the ir organization in the next 12 months, we explored what factors
contributed most to employees feeling valued.

As can be seen in Figure 3, career and growth opportunities we re far and away the top reason
employees felt valued (perceptions of career and growth opportunities were also a main reason
employees told us they planned to sta y/leave an organization and were a key driver of employee
engagement).

Recognition TURP RQH V V)Xasldnhothey Rifactor that contributed to employees feelin g
valued as such, managers can make an impact on engagement by asking th eir direct reports
how they like to be recognized and align acts of appreciation accor  dingly.

Additionally, employees fe It valued when they had a voice, so managers are wise to be onth e
lookout for opportunities to encourage and leverage employee i nput. Having a voice also means
that employees feel their ideas were genuinely considered, ther  efore managers should work to
let employees know what happens with their suggestions and explain the reasoning behind those
decisions.

Figure 3: Key Reasons Employees Feel Valued (n= 21,517)

Top Reasons Employees Feel Valued

60%

54%

49%
50%

0
40% 34%

30%

20%
Career & Growth Opportunities Recognition from Supervisor Having a Voice

*Note. As a follow- XS TXHVWLRQ WR - IHHO YDOXHG DV DQ,HRBSERHHHV KLY RWNB G L K
PDNHV WKHP IHHO PRVW YDOXHG DV DQ HPSOR\HH RUDDKHMHW DR/'XDGE HEMYMHRWKHH P IHH
respondents were able to select up to 3 responses. The chart summarizes the most frequently selected reasons

employees feel valued (across a variety of organizations).
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A strong indicator of employee engagement
is intent to stay with an organization we
asked over 40,000 employees to tell us what
motivates them to stay and why they might
leave.

Why Employees Stay

Making a difference through meaningful work tops the list of rea sons people are loyal to their
HPSOR\HUV DQG LW V QR whBlL &EdutvésQcBrimuwhidate Vin inspiring vision
engagement levels are stronger). No matter the job, itisimport  ant for employees to see how their
work contributes to the greater good.

Work relationships also have a positive impact on retention employees told us their coworkers
and clients/customers are key reasons WKH\ VWD\ $V VXFK LW YV QR VX
community and belonging emerged as a key driver of engagement in 2019.

As noted earlier, not only was career growth and developmen t cited as a top reason to stay, it was
also a top reason employees fe It valued and key driver of overall engagement.

Figure 4: Key Reasons Employees Intend to Stay (n=41,225)

Top Reasons Employees Intend to Stay
50%

41% 40%
0, 0, 0
40% 37% 37% 36%
- . . .
20%
Can make a Coworkers/team Growth Clients/customers Enjoy the work itself
difference opportunities
*Note. Employees who reported that they plan to stay with the organization wer e asked to indicate up to three top
reasons why. The chart summarizes the most frequently selected reasons employees plan to stay (across a variety of

organizations).



Why Employees Leave
Employees who indicated they may leave in the next year frequently  attributed compensation as
the top reason for leaving. Perceived inequities in compensation can ofte  n be credited to lack of

understanding regarding the external market and/or internal pay philosophy. Helping employees
understand their total compensation package and how it compares to mar ket rates is critical.

In addition to compensation, burnou t often contributes to turnover when the workload is
perceived as demanding and unsustainable. Employers may considerh owtor HLJQ LQ WKl
RQ ZRUN FXOWXUH D Q GhdJrdstReh@agddH erdpldy@d8 can often be your most
exhausted it is critical to ensure resources are available and employees rece ive support to cope
with the pressures of the job. In particular, leaders should consider the tone and example they
set for employees. When leaders work while on vacation or respond to email at all hours of the
day, they send a signal to employees that it is not ok to truly unplug.

More strongly related to engagement than pay or workload, lack of growth opportunities and not
feeling valued were also top reasons employees intended to seek  other opportunities. Rounding
out the list, a negative or toxic work environment and la  ck of fit with the job were also reported
as top reasons employees leave.

Figure 5: Key Reasons Employees Intend to Leave (n= 14,327)

Top Reasons Employees Say They Will Leave Their

Organizations

0,
40% 34% 33% 32%

29%
30%
20%
10%
*Note. Employees who reported they may leave the organization were asked to indicate up to three top reasons

why. The chart summarizes the most frequently selected reasons employees may leave (acrossav  ariety of
organizations).
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Engaged employees have a positive impact on organizational outcomes such as turnover,
performance, and customer experiences. The goal of any e ngagement survey is actionable insight
that leads to enhanced employee commitment and motivation.

To identify critical drivers of engagement and inform action taking , organizations leverage
Newmeasures Key Driver Analysis® algorithm, which identifies  the survey items with the most
opportunity for improvement (low percent favorable scores) AND the largest correlation with
HQJDJHPHQW 7KH WRS ILYH HQJD JHHWBIVW BY LFBUNWQWY DRI
suggest focusing on these topics to have the greatest positive influenc e on employee engagement.
2UJDQL]DWLRQV XQLTXH VHW RI GULYHUV RWUYSHBWVIIFD @ XG/LLIE
nature of their work and other contextual factors, but these topics come up again and again, and
DUH RIWHQ HIIHFWLYH zZzD\V WR LPSURYH HPSOR\HHV HQJDJHP

Figure 6: Top Five Drivers of Employee Engagement in 2019

2019 MOST COMMON DRNERS OF ENGAGEMENT

Ability to Opportunity to Confidence in the Sr. Leadership Feeling a sense of
accomplish career develop new leadership and communicates an community and

goals at the professional skills. | direction provided inspiring vision. belonging.
organization. by Sr. Leadership.

When it comes to building a highly engaged workforce, the figu re above emphasizes the
importance of: 1) growth and development opportunities, 2) leaders hip behavior, especially
communication and 3) sense of community and belonging at work. Given the importance of these
WRSLFV ZH OO H[SORUH WKHP PRUH LQ WKH QH[W IHZ VHFWIL
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We consistently find employees who feel they have opportunities for learning and growth are
more highly engaged than employees who do not or who do no t take advantage of those
opportunities. As such, many Newmeasures clients have used their e ngagement survey as a
chance to ask employees how they can best support employee de velopment in a way that is
valued and meaningful. Below are the results from nearly 12,000  employees.

Figure 7: Top Ways to Support Employee Development (n = 11,826)

Top Ways in Which Employees Would Like to Be
Supported in Their Professional Development

50%

43%

39%
20% 38% 38% 36%
- . . -
20% 1]
Ability to learn More time for More support to More training Insight into Leadership
from others development participate opportunities career opportunities

opportunities

Interestingly, one of the top ways employees want to be supp  orted in their development is via
opportunities to learn from others. Unfortunately, we common ly hear from people leaders that

WKH\ MXVW GRQ W KDYH WKH WLPH W KH\ORMEQESnpDYddd] BW ReleQ Y HV W
are other options to consider, one being peer- to-peer learning. According to Palmer and Blake

(2018), peer-to-peer learning can be especially powerful because it is well-suited  to the ways in

which most adults learn best: gain just- in-time knowledge, practice through application, get

feedback, and adjust. Further, peer- to-peer learning can create a safe environment for employees

to try something new or risky without the pressure to perform in front of a boss, a client or meet

the demands of a deadline.

The second way in which employees seek support in their  professional development is via making
the time and space to pursue learning opportunities. Unfortunately, we often hear stories in which
organizations do the hard work to provide rich training and development opportunities at the
request of employees, and then no one uses them. And while  this can feel like a waste of time and
money, our research finds that employees often will not take ad  vantage of such offerings if they
feel like their workload is too high to take time to pursue de  velopment goals. While the intentions
of rolling out strong learning and development programs are good, organizations can focus on
ensuring their success by examining the cultural norms that surround them.



For example, do managers truly support taking time out from day-to-day work for learning
activities? Do leaders role model doing so themselves? With thoug htful planning between an

employee and manager, can time be set aside to allow for lear ning? Prioritizing such time for
learning is likely to go a long way to support employee engagement.

Our 2019 research also reveals the key role managers play in sup porting career growth and
development. Nearly 40% of those who were asked how to best support their development

indicated they would like more time and support to participate development activities. Employers

should encourage and incentivize managers to understandandc DUH DERXW WKHLU VXER
career goals and equip them to build the skills and experiences their employee S need.

Figure 8: Impact of Development Conversations & Training on Engagement ( n ~ 17,000 and 12
companies diverse in size and industry).

(03/2<((6 :+2 % (03/2<((6 :+2

$ 0($1-1*%)8/ &$! 3$57-&-3%$7(' -1 $
&219(56$7-21 : 5(/(9$17 75%$-1-1*
7+(-5 %266 :(5( &21)(5(1&( :(5(

025( /—.(/< 72 9 025( /—.(/< 72 4

*Note. Employees were asked to indicate the top three ways they would like to be support ed in their professional
development. The tables summarize the most frequently selected answers (across a variety of organizations).

We often think about career growth in terms of formal advancement and monetary raises.
+RZHYHU FDUHHU JURZWK LV PXFK PRUWHRNWKRZQDOMD QW Z %H. MDOXH/ HD Q @&/
to give everyone a raise and/or promotion, managers should f  ocus on learning opportunities and

celebrate all employee development. Great managers coach employees they understand their

abilities and career interests and align them with organizational needs. Opportunities are not

limited to formal training - on-the-job learning, cross-functional or interdepartmental projects,

new or challenging assignments, committee participation, and inf ~ ormal mentoring are often great
opportunities to develop employees.

When employees see clear links between their development activities an  d their long-term career
goals, they take ownership for their own development. It is th e role of the manager to inform
employees about opportunities, encourage them to participate , and afford them time to
participate.
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In addition to growth and development, engagement is impacted b y perceptions of
communication from senior leadership. Leaders who communicate a cle ar and compelling vision,
LQVWLOO FRQILGHQFH DERXW WKH RUJDQUKHUL ®® WHioMaR4) F6 HOUQ G
Employees feel included and connect to the meaning and impact of their w  ork when they
understand how it aligns with the greater vision. Leaders cre  ate safety, trust, and confidence when
HPSOR\HHV NQRZ ZKHUH WKH RUJDQL]D WelhBrior, ¥nK wWhy @étiGionZ&D W V R
made. In our experience, this level of communication can be challen ging- LW V KDUG WR U]
everyone with a consistent and inspiring message, and it requires a constant two-way
conversation between leaders and employees. The most successful le  aders keep the vision alive

by overcommunicating, remaining accessible and approachable, and ch  ecking for understanding.

%HFDXVH WKLV LV D FULWLFDO FRPSRQHQW RIQWHerDukE FNdiQW 1H
engagement survey to better understand how senior leade rship can build confidence in their

direction and decisions. When asked what would strengthen confide  nce in senior leadership,
communication topics rise to the top. Specifically, when employees w  ere asked to pick the top

three ways leaders can build trust and confidence, setting clear expe  ctations, communicating
transparently, making decisions in the best interest of the organiz  ation, and communicating the

reasons why decisions are made were most frequently selected . Below are the results from nearly

15,000 employees.

Figure 9: Top Ways Leadership Can Build Trust (n = 14,998)

Top Ways for Leadership to Strengthen Trust with Employees
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*Note. Employees were asked to indicate the top three ways leadership could gain t heir trust. The tables summarize
the most frequently selected reasons (across a variety of organizations).
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$Q DGGLWLRQDO FKDOOHQJH WR FRPPXQLFDWHRZ HN QWKHQERPPAR
perceptions about communication and the perceptions of mid-lev el management and other
employees. Specifically, executive leadership tends to believe they = communicate with consistenc vy
and transparency and communicate a clear vision. Regrettably , management and other
employees tend to perceive opportunities in these areas.

Figure 10: Perceptions about Communication and Direction from Senior Leaders by L evel

90%

0,
80% 9% 7%
70% 65% 66%
0,
59% 61%
- -
Sr. Leadership Communication Transparently Sr. Leadership Communicate Vision
B Executive Management = Management B Non-management (all other job family)

Perhaps this pattern of perceptions of communication is not sur prising in that we often find

leaders mistake sharing information as the same as HPSOR\HHY DELOLW\ WR XQGl
internalize the message. As Patrick Lencioni recommends in The Advant _age, employees will only

embrace a message if they hear it repeated over time, in a variet y of contexts and consistently

IURP GLITHUHQW SHRSOH $V /HQFLRQL GHWMHEHNV DUMH DB LOHH oGP L

21I1LFHUV ZKR IRFXV RQ VHWW L @Qgdanrfith dhd tdakéaure R@mRins Wik H of -
mind for employees.
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Our current social and political climate collective
movements, deep divisions, and uncertainty
underscores the need for sense of community and
belonging at work. As such, it is no surprise that belonging
emerged as a key driver of engagement in 2019 . Social
EHORQJLQJ LV D EDVLF KDUGZLUHG
of isolation can cause serious emotional and physical

(03/2<((65(

[

025( /—.(/< 72 &2175-

7+(=5 )8//(67 327(17
(L 7TH(< ) TH(< %(

pain. Many individuals spend most of their time at work
and employees are

Considering the importance of belonging to engagement and well-bei ng, it is perhaps no surprise

that connections with coworkers and customers were among the top five reasons employees
intendtostay. /RRN IRU ZD\V WR EULQJ PRUH KXP De@@Wagvig/relatignéhip ZRUN E
building and social connections across all levels in the workplace. Isolation is a potential

implication of remote employment and flexible work schedules; thus, i tis critical to check-in often

to ask how employees they are doing. Setting aside time spe cifically devoted to relationship

building can also go a long way to create connection. At Newmeasure s, our virtual workforce has

D PRQWKO\ PHHWLQJ FDOOHG 7KH &RROHU WHPH)RREDE WeHMAKk®Y KH S UF
time for team building through activities like Pictionary, discussing the last book we read or a

virtual happy hour.

Belonging should be an essential objective of any diversity, equity, and inclusion (DE&I) program.
To inform your program initiatives, it can be useful to explo  re survey results (especially feelings
of belonging and perceptions of DE&I efforts) by demographic gr oups. While our research
suggests engagement levels were overall consistent across gender an d ethnicity/race groups,
experiences with DE&I at work varied. Males and white respondents  are generally more favorable
toward DE&I topics.

Figure 11: Largest Gender Differenceswith % DVHG RQ 1HZPHDVXUHV '( — —QGH]
100%
81% 80% 79%
80% 74% 75%
0,

70% 65% 68%

- - . .
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Policies Support  Manager is Committed Coworkers Treat One | Can Be Myself | Sense Community &
Diversity to Diversity Another with Respect Belonging

m Female m Male
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Figure 12: Largest Ethnicity/Race Differences %DVHG RQ 1HZPHDVXUHV '( — —QGH]
100%
90% 85% 86% 83% 88% 85%

81%
go% (1%
70%

80%
76%
l I l I I

60%
| Can Be Myself Open & Honest TeaManager is Committed Ok to Speak Upto Coworkers Treat One
Communication to Diversity Manager Another with Respect

m Non-White = White (not Hispanic or Latino)

*Note. Data are displayed as Non-White vs. White to represent the majority vs. non-majority groups and ensure
meaningful sample size.

Figure 13: Impact of belonging on engagement and intent to stay. Data fro m over 50,000
employees at 38 organizations.

; |
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Engagement varies by geographic region; engagement is highest a mong employees in the Latin
American (LATAM) and Asia Pacific (APAC) regions, relatively lower in the North American (NAM)
region, and lowest in the Europe, the Middle East, and Africa ( EMEA) region. Cultural, economic,
and political factors all influence engagement levels.

Figure 14: Engagement Index by Region

APAC
O 80%
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Engagement differs by industry. Engagement scores were highest i
Engineering industry. The Hospitality, Values-based (organizations that
commitment to their culture and values), Healthcare, and High
exhibited higher engagement levels. Mental Health and Retail organ

n the Construction &
emphasize a strong

er Education industries also

izations had the lowest

engagement scores. There may be many reasons for these diff erences; the nature of work, budget

for pay and benefits, industry norms, pace of change, and exte
influence engagement. Not all organizations fall in line with these
general patterns can shed light on how engagement may differ acros

Figure 15: Engagement Index by Industry

rnal market pressures can all
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As expected, engagement varied by job function. Based on roles and d  uties, employees work in
different contexts, experience unique pressures and challenges, and have various degrees of
control and influence. Executive Management is commonly the most engaged group, which we
view as a positive thing; leadership sets the upper limit on eng agement for other employees
Professional workers generally report higher engagement than manufacturing and production
employees. The often-repetitive nature and sometimes difficu It working conditions of those in
manufacturing roles can pose extra challenges to keeping employees eng  aged.

Figure 16: Engagement Index by Job Function
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H 2019 Engagement Index = 2018 Engagement Index
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Younger generations may have a poor reputation regarding w  ork ethic and loyalty, however,
Newmeasures research indicates engagement levels were generally consis  tent across age groups .
While enthusiasm for and commitment to work were comparab le regardless of age, expectations
or preferences about how work gets done may vary by genera tion. For example, research by
found that over 90% of younger generations are willingt o automate parts of their jobs to
improve productivity and 7 in 10 Millennial and Gen Z employees co  nfess to habitually checking
work communication tools outside of work. This seemingly defies the Millennial and Gen Z myth
regarding inferior work ethic. In fact, employers should in  stitute policy and embrace a culture that
HQFRXUDJHV XQSOXJJLQJ WR KHOS HP Sife Balahée\antd &vdidbuijieute H W W H U

Figure 17: Engagement Index by Age Group
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Less than 20 20-29 30-39 40-49 50-59 60+

Participants

Despite the myth that Millennials and Gen Zers are disloyal to em  ployers, our research revealed
that 78% intended to stay with their employer for at least 12 months following the survey
Correspondingly, research from indicates Millennials and Gen Zers plan to stay in their jobs
10 years and 6 years, respectively. On the other end of the age range, our data indicate 86% of
employees 50 or more years old intend to stay. People are  working longer and therefore multiple
generations will continue to coexist in the workplace. Wit h each new generation entering the
workforce, companies must be prepared to manage new expectati  ons and viewpoints around
things like learning and knowledge sharing and leverage opportu  nities for cross-generational
partnerships. Such partnerships include . Reverse mentoring can
bridge gaps between generations and build community in the wo rkplace while providing an
invaluable transfer of knowledge between younger and older employees.
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While engagement was consistent across age groups, it varied EDVHG RQ DQ HPSOR\HH V
7KH SDWWHUQ GLVSOD\HG LQ WKH JUDSK E HHO RAgdgen@nt 4 yplcalyw V- W K H
highest for employees with less than one year at an organizat ion. After the excitement and

newness of starting a new job wears off, engagement drops drama tically. Often, fewer learning
opportunities are presented after the first year and employees rece ive less attention from their

manager.

Figure 18: Engagement Index by Tenure
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77% 0 78%
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Engagement is lowest for employees with 3- 10 years of tenure, often because they hit a ceiling in
terms of development or advancement. Additionally, employees in thi s tenure range often have
more responsibilities and may feel overloaded. While formal advancement oppo rtunities may not
always be available, employers can work with this group to provide informal opportunities for
learning and growth. Managers should hold regular career conversati ons to understand
HPSOR\HH V FDU &hd Wbe bR DM@ Mook-out to connect employees to developme nt
opportunities such as stretch goals, job rotation, mentoring, or t he ability to participate in a
taskforce. Sometimes opportunities to work with a new manager or team can further learning as
well.

Engagement increases for those with more than 10 years of tenur e as they may feel more
connected to the organization because they have been throu gh highs and lows with their
employer and working for the organization is part of their iden tity. They likely hold more senior
roles and have influence and decision-making authority. As such, they may feel greater loyalty and
a sense of ownership.
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In most organizations, our research finds that engagement levels are consistent between males
and females; however, experiences often differ between mena  nd women. Gender differences are
often more prominent when: 1) one gender comprises a smal  ler proportion of the workforce than
the other, 2) leadership positions are dominated by one gen  der within an organization, and 3)
within industries that were traditionally dominated by one gender

Figure 19: Engagement Index for Females and Males

100%
90%
80% 78% 7% 9% 78% 7% 7%
70%
60%
50%
All Participants Female Male

H 2018 Engagement Index m 2019 Engagement Index

Figure 20: Largest Differences in Perceptions Between Females and Males
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Considering most employees tell us they want to work for diverse, e quitable, and inclusive
employers , senior leaders would be wise to examine culture and policies in light of how well they
support inclusivity by gender (as well as a host of other factor  s). While compared to males, female s
were less likely to feel policies support diversity and managers a re committed to diversity (see
Figure 11), we have yet to come across an executive team wh o intentionally treats employees
differently based on gender, and yet inequity in pay and leaders  hip opportunities persist. Th us,
organizations need to examine the unconscious practices that perpetuate unfair and biased
treatment. For example, cite findings from meta-analyses to dispel the myth
that men and women are different when it comes to attribu tes such as confidence, risk taking,
and negotiating skills. Instead, their research suggests that organizational conditions (beliefs,
norms, and practices) are the real drivers of these differences.

Consider, for example, the differences in how organizations tend to treat new parents.
Organizations often expect and even encourage (with the best of in  tentions) women to take time
off to care for their newborns, but signal to men to take minimal time off and get back to work.
When men do ask for more leeway in their work demands, superviso  rs may accommodate with
the expectation that it is to be short-lived. For men, opp ortunities for development and
advancement remain, whereas women may not be presented with the next career opportunity
under the assumption that the woman needs space to care for her family. While these practices
may be well-intended, these differences in policy and practice u  Itimately put women at an unfair
disadvantage.



While across our entire norm database engagement levels were similar
the exception of Native Hawaiian or Other Pacifica Islander), we
organizations. When these differences appear, perceptions towar
efforts emerge as drivers of engagement. Even when organization
between group differences in engagement levels, it is important
ethnic groups perceive the key drivers of employee engagement
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and inclusion.

Diversity, equity and inclusion practices should be integrated with all
and managers must learn how to leverage the diversity of their t

diverse teams are
, and earn nearly

ethnic diversity. Considering by 2050 there may be no racial
strategic diversity, equity, and inclusion practices will be key to o
Organizations can benefit by assessing and measuring the impact of their D,E,&
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and engaged in their work, are

than those with the lowest levels of
or ethnic majority in the United States,
rganizational success.

| programs.

Figure 21. Engagement Index by Ethnicity
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organizational practices, policies, and cultural norms are defi  cient with respect to diversity, equity,

talent management practices
eams. Companies with more
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While 2019 capped 10 years of steady job and economic growth, 2 020 is poised to be marked by
uncertainty over the economy and job outlook. Necessary act ions such as travel bans, school
closings, and social distancing will have profound impact on the econo my. Rocketing
unemployment rates, plummeting stock markets, and uneasy in  vestors pose uncertainty for many
sectors of our economy. We have already experienced major  losses in the accommodations ,
travel, food service, retail, and entertainment industries. Furt  her, the healthcare industry will be
strained, and some healthcare providers may suffer from mental health issues such as PTSD.

For those able to continue working, the current environme  nt has forced many to plunge into

remote work and this change will require a dramatic cultural shift. Employers will be required to
find new ways to promote resiliency and connection. Afterth e frenzied rush to get new processes
and technology up to speed, we will settle into a new reality a reality full of new management

challenges and employee stressors. Once everyone is able to co pe with staying connected
technically, we will have to learn how to stay connected on ahuma  n level and safeguard employee
well-being, inspire workforce confidence, and sharpen our skill s to manage the changes to what
and how work gets done.

Sense of community and belonging, leadership behavior (especially communication ), and
opportunities for growth and development, factors that em erged as key drivers of engagement in

2019, may be even more critical in 2020. Considering the imp  ortance of a felt sense of belonging

on engagement and motivation, not to mention emotional an d physical well-being, employers will

have to find ways to build and maintain relationships in newly forme d remote work environments.

Aside from setting employees up with effective tools and techn  ology to communicate with

coworkers, managers must check in often to see how employee s are doing, make sure they feel
supported, and schedule time for team building . Because remote work can blur boundaries

between work and other life domains, it is also important t  hat managers FXUE WKH DOZD\V
P HQW D O Iséitihg &ear expectations and modelling acceptable work-life b alance. Time away

IURP ZRUN FDQ KHOS HPSOR\HHY UHFKDUJH DQG UHGXFH EXUQRX\

Uncertainty causes anxiety and the human brain makes up stories whe  n information is sparse or
inconsistent. As people often assume the worst, leaders must overcommunicate an  d be more
transparent and accessible than ever. Even in times of uncertai nty, leaders who consistently
model organizational values and communicate a clear and inspiring vision can cultivate employee
trust and confidence in WKH RUJDQL]DW LR gmulatX Mgidd levdls @i&engagement and
productivity.
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While professional and career development will likely still be impor  tant drivers of engagement,
investment in such opportunities may become less feasible as employers shift priorities to keep
organizations afloat amid an impending recession. Consequently, it will be e ven more important
for managers to continue regular discussions with employees regard  ing their career goals and
where possible prov ide opportunities for employees to learn from peers, participate in | ess formal
developmental opportunities, and challenge themselves with new assign ments.

Yes, 2020 will be different but sense of community, strong communication, and employee
growth will remain important. Find opportunity in the difficulty t o listen to, recognize , and
celebrate employees now more than ever.
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Monitor employee
commitment and

Open forum for employees to
share ideas and concerns at

Deep dive into a
specific topic

anytime motivation
PULSE MONITOR EXPERIENCE-
DRIVEN
Short and frequent ; Check in on the EMPLOYEE
TOPIC-DRIVEN ENGAGEMENT

survey to monitor
morale

moments that matter
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challenges our consultants will share the best ways to structure listening in

your organization.



