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FOREWORD
The latest World Bank figures show that the global economy is 
recovering at a slower pace than expected. On the positive side, 
we are firmly out of the global recession and the economy has 
stabilised.

Today’s economy may be stable, but it moves at an un-
precedented pace. The rise of technology, entrepreneurship 
and disruptive start-ups have changed the business landscape 
forever. To survive, companies need to be more agile and 
innovative than ever.

At the heart of agile and innovative organisations lie engaged 
and committed employees. Those organisations thriving in the 
present-day economic landscape have been able to harness the 
power of engagement and commitment and outperform their 
competition. Fundamental to their success has been the ability 
to create a solid basis for the two to flourish.  

The good news is that Effectory’s Global Employee Engagement 
Index study shows that worldwide, engagement and commit-
ment levels have increased by 3.7% over the last two years. 
Despite the rise, global levels are still less than 30%.

Part of the aim of Effectory’s global study is to provide insight 
that can help businesses drive employee engagement and 
commitment. The study also aimed to uncover the basis of 
employee engagement, as well as discover why engaged and 
committed employees leave.

This report is the conclusion of Effectory’s extensive study. 
A conscious decision has been made to share only the most 
relevant insights. Effectory collected vast amounts of data and 
in order to keep the report manageable, we have focused on 
macro rather than micro-trends. 

Our hope is that the report offers a clear picture of the global 
work landscape and work trends. And further, it sheds light on 
how businesses can increase engagement and commitment 
levels. Would you like to play around with all the data yourself? 
Go to www.geei.net and take a look at each country’s score for 
every HR theme you can think of! 

Best wishes,

Arne Barends
Director Effectory International
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EXECUTIVE SUMMARY
Effectory International’s third Global Employee Engagement Index provides more 
insight into and analysis of the current global state of employee engagement than 
ever before. This report not only clarifies how all regions of the world are 
performing on a wide variety of HR themes, but it also clearly makes the business 
case for chasing employee engagement. In an increasingly volatile world where 
organisations need their people more than ever to innovate, to meet ever-changing 
market demands and respond to high-paced developments, engaged employees are 
incredibly valuable assets for any type of organisation. 

Through solid statistical data on and careful analysis of 86 different work factors, we are happy 
to note that global employee engagement has risen by 3.7% over the last two years with positive 
outliers found in Africa, North-America and South-America. Asia, Europe and Oceania tend to 
perform less well.

In identifying what employees actually want from work and how this differs by region, we have found 
company culture, the freedom to work and perform, exceptional leaders and inspiring immediate 
managers to be the key factors in employee engagement. A clear goal and a match between the 
employee and what the company stands for helps tremendously, especially when this is 
communicated clearly by accessible and visionary C-suite executives. On a level closer to the 
employee, having an immediate manager with people skills that entrusts his or her employees with a 
large level of autonomy is what really makes the difference in employee engagement. 

Although this core framework of key engagement drivers applies globally, interesting observations 
can be made when comparing different parts of the world, different industries as well as employee 
age and tenure. Moreover, based on what we know drives engagement, we are also able to highlight 
why engaged and committed employees leave. Crucial information, as this is the group of employees 
you would like to keep most of all! 

Building on real-life examples and best practices encountered by Effectory in its global employee 
survey activities, the report even goes one step further. It effectively translates global engagement 
trends into tangible scenarios and examples that are easily recognisable within your 
organisation. 



8



9

WHAT IS EMPLOYEE ENGAGEMENT?
Nearly every single one of us has heard the term employee engagement. It has been on the minds of 
the world’s top business leaders for the last few years, and has spread as a key term from organisation to 
organisation like wildfire. Human Resources departments all over the globe have been busy developing 
strategies, whilst industries’ best and brightest thought leaders have all had their say on it. Yet how many 
of us can say with real confidence that we know what it is?

Engagement is like a passion. Just like other passions in life - such as sport, food, reading -
engagement at work has three defining characteristics:

Time flies and people forget they are working  

Work gives employees energy; it doesn’t drain

Employees feel motivated and want to do their work everyday

For the sceptics amongst us it may sound odd, however, 
people really do feel like this about their work. Engaged 
employees consider work their passion. They put their 
energy, creativity and pride into their work, whilst at the 
same taking enormous joy in both the process and the end 
results. 

For businesses across the world engagement is the magic 
that elevates performance, allows greater agility and 
fosters innovation. In an increasingly mobile and 
competitive world, employee engagement has become 
less of a luxury commodity and more of a necessity.

One of the biggest misconceptions is that engagement is 
the bond employees have with the company. The bond 
between employee and organisation falls under the banner 
of employee commitment. When employees are committed 
they feel that they fit in at the organisation and support the 

company’s objectives. Essentially, there’s a match between 
what employees and the business stands for, as well as a 
synergy between each other’s values.   

Experience has taught us that the perfect combination 
for organisations is when employees are engaged and 
committed. Simply being engaged in one’s work means 
there is little connection with both the business and the 
direction it is headed in (for instance think of a doctor more 
concerned with his/her patients than the hospital he/she 
happens to work at). If the opposite occurs, companies are 
missing out on the added value that engagement brings if 
employees are just committed.

Passion for work, combined with an organisational fit 
and support for objectives simply make an unbeatable 
combination. Just imagine what you could accomplish in 
your business if you could strengthen the two.
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It is a question that we repeatedly come across with our 
clients and in the wider HR world. There exists some 
ambiguity about the tangible benefits of employee 
engagement, which is perhaps not surprising when you 
consider the sheer volume of traffic discussing the topic. 

Generally speaking, the benefits of employee engagement 
can be split into three broad categories: employee, 
organisation and customer.   
  

                          EMPLOYEE

Employees who are engaged in their work 
and bring passion into the work place put more 
effort into their work, are more productive, make more 
effective use of resources, act as the company’s advocates 
and are happier at work.  A simple but relatively important 
additional added value of engaged employees is that they 
do not partake in counterproductive behaviour.  

                    ORGANISATION 

For organisations, employee engagement 
increases employee retention and loyalty. Highly 

engaged employees are less likely to leave and are less 
inclined to be tempted to look for jobs outside of the or-
ganisation. In hazardous industries engagement has also 
been correlated with increased safety levels. Perhaps most 
importantly, engagement has been linked to higher levels 
of profitability and business performance.  

                 CUSTOMER

Customers also benefit from employee 
engagement. Not only does customer satisfaction 
increase in the presence of engagement, but customers 
are also taken better care of by engaged employees.   
The result of which is that both customer retention and 
spending are enhanced.

Engagement has an array of benefits for businesses, their 
employees, customers and leaders. The bottom line is that 
engagement positively impacts business performance. 
In an increasingly competitive world, businesses need to 
stay agile enough to stay ahead of the competition and 
engagement is the key to this. 
 

WHY BUSINESSES NEED 
EMPLOYEE ENGAGEMENT
Every business leader in the world is familiar with the concept of employee engagement. 
As a concept, it has steadily gained traction and popularity within companies and with good reason. 
It is becoming an increasingly important factor in the success of businesses today. 
But just how does employee engagement add value?

  Bailey C, Madden A, Alfes et al (2015), Health Services and Delivery Research, No. 3.26. Southampton (UK): NIHR Journals Library; 
  Markos & Sandhya Sridevi (2010) International Journal of Business and Management Vol. 5, No. 12

1

2

1

2
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CASE STUDY: HOW ENGAGEMENT BREEDS INNOVATION 

 

Innovation is a broad term. Often misunderstood to only be something that changes the world 
(i.e. the invention of the wheel), innovation can also occur on a much smaller scale. At work, innovation is not 
always introducing something so new and fantastic that it changes the whole company, it can just as well be 
something that makes a small – yet noticeable - difference. 

Take for example the pre-takeoff safety announcement on airplanes. The speeches are necessary to inform 
passengers of vital information. As the announcers are restricted in what they can say the process is rarely 
captivating. Announcers struggle to get passengers’ full attention, which creates a frustrating situation 
for crew members.

So what would happen if a highly engaged employee would give the speech? Would they find a way to innovate 
the process and grab passengers’ attention long enough that they listen?

David Holmes of Southwest Airlines answered these questions. In 2009, David was recorded making his safety 
announcement. An engaged employee, David decided to give the speech in a new way. 
He rapped the safety announcement.

For nearly two and a half minutes David rapped. In the process he caught the attention of almost every single 
passenger on board and whipped up a frenzy rarely ever seen in safety briefings. In stark contrast to normal, 
passengers actually seemed to enjoy the announcement. A film was made of the rap and posted on YouTube. 
Southwest Airlines gained huge media attention and David became a brief internet celebrity. To date, the video 
has racked up over 1.5m views.

What David did was he innovated. He took a daily task and introduced a completely different way of doing it. 
Whilst the innovation was hardly a game changer, it did immediately grab the attention of all passengers on 
board (which is what safety speeches should do but were failing to). Alongside this, it helped increase customer 
satisfaction (people enjoyed it) and created welcome free publicity for Southwest Airlines.

All of this was achieved because David is engaged in his work. He has passion for his job which creates the ideal 
environment for innovation to occur. In the process David managed to do something that others before him 
failed (mainly getting people’s attention), whilst the company also benefited in more ways than one.

Looking towards the future, engaged employees have a much higher chance of continuing to innovate. 
Through such innovations, colleagues are also more likely to be motivated to do the same.

 

In-no-va-tion

1. The act of introducing something new
2. Something newly introduced
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If organisations are to reach high levels of engagement, 
then it is essential that they – at very least – are able to 
meet the basic demands of what employees want from 
work. Whilst many companies are doing an excellent job, 
the global engagement figures suggest that many 
businesses are also failing to cover the basics.  

It is not difficult, however, to understand why. Since the 
turn of the century, businesses have witnessed and 
experienced several gigantic changes. The technology 
boom and the rise of the internet has changed the way we 
live, interact with our environment and communicate with 
each other. It has also transformed the way people work.

Additionally, there was a global financial crisis that also 
re-defined the business landscape. Companies had to 
become more agile, more focused on innovation and 
competition became fiercer than ever. Businesses had to 
do more with less resources, as did employees.

Most recently, the changes in the composition of the 
workforce has had a profound impact on what (younger) 
employees expect from work and the company they work 
for. As a result, organisations are having to re-think the 
way they approach recruitment, employer branding and 
how they connect with employees.

THE BASIS OF ENGAGEMENT: 
WHAT PEOPLE WANT FROM WORK
The difference between box tickers and employees who want to improve companies can be summed 
up by the following: employees who change companies and exert discretionary effort have (at the very 
minimum) their basic work needs met, whereas box tickers do not.

THE FOUR KEY PILLARS OF 
EMPLOYEE ENGAGEMENT
One of the key aims of our global study was to investigate 
what people want from work. If the study helps shed 
light on this, businesses will have access to the knowledge 
required to create the basis for a highly engaged 
workforce.

The study analysed 86 different factors at work. By using 
the survey data, correlation analysis and employee 
responses, Effectory were able to uncover what employees 
around the world want from work. The conclusion of this 
study found that employees are looking for four key pillars 
in their work: 
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1
2

4
3

A compelling company culture where employees feel they 
fit in, are appreciated and are proud of what the organisation 
stands for and does.    

An optimal work environment where employees are free to 
work and perform, do what they are good at and develop.

Exceptional leaders at C-suite level who inspire confidence, 
keep up-to-date with current affairs and communicate.

Inspiring immediate managers that motivate, use employee 
feedback and are proficient in people management.
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HOW DOES WHAT PEOPLE WANT 
FROM WORK DIFFER PER REGION?

AFRICA
Employees in Africa want to work in organisations that communicate. 
Good communication plays an even larger role here than in other 
regions. In particular, employees find communication with and from 
management essential. Open communication with management, as 
well as communication from management about major developments, 
are two aspects high on employees’ wish list.

ASIA
One noticeable difference in the needs of employees 
in Asia is the importance placed on the C-suite. 
Employees need to feel that their leaders are capable.  
There is a high importance placed on confidence in 
both management and the future of their company. 
Further, there is a strong need for the objectives of 
organisations to be clear and regularly communicated.

Effectory’s research did not just investigate what people want from work at the global level. 
It also delved deeper into the differences between regions. Alongside the four key pillars, employees 
within each region of the world want something a little different from work. 

The following section briefly outlines those differences. For global businesses the key to high 
engagement levels is adopting an approach that caters for the four key pillars of work, as well as 
the subtle yet distinct regional differences.     
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EUROPE
Within Europe, what companies stand for and the work they do is a key trait staff look for. 
Employees want to be proud of their company and the work they do. 
Alongside this, appreciation and a good cultural fit in organisations are 
highly desired at work. 

 

NORTH AMERICA
For staff in North America, more emphasis is placed on 
feeling appreciated and feeling at home, rather than on 
C-suite and leadership. Employees need their ideas to 
be heard. Specifically, staff want organisations to use 
their ideas and suggestions to innovate. Opportunities 
to acquire new knowledge is also seen as an important 
factor at work. 

OCEANIA
Respect is a key requirement at work in Oceania. Employees want to be treated with 
respect by their managers and peers. It is important for them that co-workers in 
departments have the right focus and  that all of the organisation’s objectives are clear. 
Opportunities to acquire new knowledge and for development are seen as being less 
important factors at work.

SOUTH AMERICA
In South America, confidence in C-suite is seen as less important in work. 
Employees are instead more concerned with productivity and performance. 
In particular, employees are looking for productive colleagues and high 
performing departments. Furthermore, focus and a challenging work 
environment are also highly sought after.   
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ENGAGED AND COMMITTED
GLOBAL INSIGHTS

39%
NORTH

AMERICA

39%
SOUTH

AMERICA

39%
AFRIKA

27%
EUROPE

26%
OCEANIA

25%
ASIA
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29%29%

ENGAGED AND COMMITTED

69%
64%

ABLE TO APPROACH COLLEAGUES 
ABOUT BEHAVIOUR

MALE VERSUS FEMALE

27%29%

NEITHER ENGAGED NOR COMMITTED



19

FEELING PHYSICALLY FIT AT WORK

75%
70%

55%
52%

SUFFICIENT OPPORTUNITIES TO
DEVELOP PROFESSIONALLY

€

48%
45%

MY SALARY IS DETERMINED FAIRLY
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WHY ENGAGED AND COMMITTED 
EMPLOYEES LEAVE
Engaged employees are more productive, make more effective use of resources, are less inclined to 
leave or look for jobs outside the company and take better care of customers. On a financial level, 
employee engagement has been linked to higher levels of profitability and business performance. 
Committed employees add value to the business through their determination, proactive support, 
relatively high productivity and an awareness of quality. They are also less likely to call in sick or to 
leave the organisation.

Taking these factors into consideration, one can safely state that engaged and committed employees 
are invaluable to businesses. Unfortunately, as you can see below, they are not in great supply. 
With this scarcity in mind, and having established what people want from work we are able to 
identify what makes committed and engaged employees want to leave. This is crucial as this is the 
group of employees you want to keep! 

THE PREVALENCE OF ENGAGEMENT 
Globally, 29% of employees are engaged in their work and 
committed to their organisation. The positive news for 
businesses around the world is that compared to 
2014 levels, global engagement and commitment has 
risen by 3.7%. 

The percentage of engaged and committed employees 
varies by region. Africa, North America and South America 
all reach levels of around 40%, whereas Asia, Europe and 
Oceania all fall somewhat below the global average.

There are however huge differences within the regions. 
The biggest extremes can be found at the lower end across 
Asia. In Japan just one in ten employees are engaged and 
committed. Across Singapore and Taiwan, engagement and 
commitment levels are less than 15%. Comparatively, 
48% of employees in India and 41% of employees in 
Thailand are engaged and committed. 

    

Within Europe there are also noticeable differences. 
Employees in South Eastern Europe, especially in Bulgaria 
and Turkey, tend to be significantly more engaged and 
committed than the average. In comparison, engagement 
and commitment levels in France and Belgium fall 
someway below the average.    
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Businesses can seldom afford to lose engaged and 
committed employees, especially when they are not in 
abundance. As such, it is valuable to discover why engaged 
and committed employees leave in order to be able to take 
appropriate measures.

We devoted part of the global study to investigate this 
and found the following are the five reasons are the most 
important factors in why such employees leave:

1  Employees no longer fit in at the organisation

2  Unclear about what work should be done in 
     order to perform in their role

3  Lack of chances to develop within field of expertise

4  Work is too physically demanding

5  Unable to work efficiently 

THE FIVE LEADING REASONS WHY ENGAGED AN 
COMMITTED EMPLOYEES LEAVE

HOW BUSINESSES CAN HELP KEEP RETAIN ENGAGED 
AND COMMITTED EMPLOYEES
There are five leading reasons why engaged and 
committed leave. The following offers advice on how
businesses can help prevent these causes:

Ensuring employees fit in by creating shared 
experiences among employees. This reinforces a feeling 
of belonging and commitment. Some of the most 
effective activities are personal or intimate meetings, 
as well as company-wide events.

Clarifying what employees need to do at work.  
At least once a year, discuss what the team’s various 
roles and duties are that need to be carried out and 
who does what. This will make it clear to everyone who 
is meant to perform which tasks and which tasks are 
unclear or as of yet undefined.

Take time on a regular basis to discuss employees’ 
development needs and available options. Then turn 
those discussions into captivating plans and action.

Helping employees physically manage their work. 
Make sure managers regularly check how their 
employees are doing physically. Does the workplace 
still meet the requirements of a modern workspace? 
Do employees find their too work physically 
demanding? If so, what is the reason and how can 
it be resolved?

Putting an end to unnecessary meetings. 
Help create efficient meetings by:
- Always ensuring the agenda is specific and that 

        expectations are clear
- Send the agenda to everyone before a meeting; 

    including any items that need preparation
- Avoid protracted updates and introductions 

    (this can be done beforehand by email)
- Keep an eye on speaking time and relevance
- Round off meeting with agreed actions & follow-up
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EFFICIENCY IN LOGISTICS COMPANIES: THE CASE OF 
HENRY THE FORKLIFT DRIVER 

As discussed, one of the five reasons why engaged and committed employees leave is because 
they are unable to work efficiently. The following real-life example helps shed light on an all too 
common issue in the logistics industry:   

Henry is a forklift driver at a logistics company. Henry loves his job, and loves helping deliver packages to 
clients on time. One day he goes into work and discovers that there is a fault in the forklift battery, and that 
the forklift is unable to run at full power. Henry reports the issue to his immediate manager, who asks him 
to fill in a form about the issue. Once Henry fills in the form, his immediate manager informs him he has to 
forward it to the maintenance and purchasing department.

The maintenance and purchasing department inform Henry that orders for new batteries are placed once a 
month, and if Henry hurries and gets the paper work in before 12pm, he can make this month’s order. 
Unfortunately, as the expense is above €500 Henry now has to fill in a new form to be approved by Finance. 

Henry is eager to join this month’s order and so he calls to follow up the form he sent to Finance. As soon as 
someone picks up the phone, Henry is told that his form has joined the waiting list and as it is not a priority, 
it is unlikely that he will have approval sent back to him before the 12pm order deadline.

Imagine the frustration that Henry now feels, and just how much harder Henry’s job has become. 
Not only has Henry spent the whole day trying to solve the issue, he now has to drive his forklift at half 
capacity for the whole month. 

Understandably, rules are in place to control expenses. However, if you want to increase efficiency you need 
to give up some degree of control. To do this successfully, there needs to be trust within the organisation. 
Managers need to trust employees to do their jobs, and adopt a management style that reflects this. 
The alternative is managing according to control, which as Henry’s case illustrates, creates a very inefficient 
working environment.

For poor old Henry his life would be much easier if he was trusted to 
take care of his underperforming forklift. If one instance of 
approval were sufficient (instead of three), his work would become 
much more efficient. Imagine the impact on Henry if employees 
were able to order equipment up to a value of, say, €1000, without 
manager approval.

Although this is a specific example, it holds a general value. Virtually 
every organisation has a story that resembles Henry’s. By trusting 
employees and listening to their input on how to improve conditions 
on the work floor, organisations increase 
efficiency as well as engagement.
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ENGAGED 
AND 
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THE INDUSTRY
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Production

24%
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EXPLORING THE FOUR KEY PILLARS 
OF EMPLOYEE ENGAGEMENT
In the following section the four pillars of engagement are each discussed in detail. It includes the state 
of the global workforce for each of the four, including global and regional figures, as well as insight into 
industries, tenure, age and organisation size. 

A conscious choice was made to only share the most interesting and valuable insights. Further, in order 
to enable businesses to take action the section also includes case studies, tips and best practices.

A COMPELLING COMPANY 
CULTURE
Today – more than ever – company culture is 
fundamental to successful businesses. 

A company’s reputation is largely influenced by its culture. 
It helps set the precedent for both internal and external 
relationships, as well as playing a key role in the way which 
employees treat customers. 

For businesses around the world company culture plays 
an essential role in attracting and retaining talent. To stay 
competitive company’s need the best people and to have 
the best people they need engaging company cultures. It is 
today one of the most important factors in why employees 
join a company, as well as why employees leave (see the 
section: why engaged employees leave). 

Social media has become a powerful tool in helping to shed 
light on companies with bad working cultures. All across 
the world we are now more aware of examples where 
company culture has taken a turn for the worst and 
businesses need to be aware of this. The potential damage 
to companies goes beyond PR; it includes bad behaviour 
that negatively affects society at large, employee morale 
and damage to revenue.

KEY TAKEAWAYS

Around a quarter of employees worldwide 
are extremely proud of their organisation

The majority of employees feel a cultural fit 
with their company

Larger companies are struggling to 
appreciate their employees

1
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FOCUS AREAS
Culture is a notoriously difficult thing to measure. 
Rather than attempting to do such a thing, Effectory’s 
global survey instead focused on three measurable 
outcomes related to company culture:

HOW PROUD EMPLOYEES ARE OF THEIR 
ORGANISATION

EMPLOYEES’ FIT WITH COMPANY CULTURE

APPRECIATION 

Experience has taught us that when employees are positive 
about the three aspects above, it indicates the presence of 
a compelling company culture.

BEING PROUD OF YOUR ORGANISATION
The newest generations in the current workforce differ in 
several ways from the older ones. One of the most 
pronounced differences is how younger employees 
pay particular attention to an organisation’s impact, 
its standards and the type of work they do. 

Employees today want to be proud of their organisation. 
Working at a company that is a positive influence on 
the world is an important factor in determining the kind 
of company people want to work for. It also influences 
retention rate, as employees are more likely to look for 
alternatives when they feel a company does not positively 
contribute to society.

For businesses, when employees are proud they are also 
generally very committed to the organisation and its 
values. Employee commitment – or the bond employees 
experience with a company – is valuable for several 
reasons. A committed workforce is more determined, 
more proactive in their support and has a relatively high 
productivity. Commitment is also linked to positive 
behaviour within companies and higher retention, as well 
as positive referrals from employees.  
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CASE STUDY: THE IMPACT OF CREATING 
A COMPELLING DIRECTION

One of the most effective ways of creating pride in the 
company is by creating a compelling organisational 
direction. One of the best practical examples that 
Effectory has ever seen was from partnering with a 
company that installed boilers and heating equipment. 
The company originally aimed to provide a service for 
home comfort, and to provide general maintenance. 
Whilst the service was necessary, employees weren’t 
proud or compelled by it. 

A few years ago, inspiration struck from the 
Al Gore film, An Inconvenient Truth. After 
watching the film with all their technicians, the 
company decided that they were going to create 
a more compelling direction by helping their 
customers reduce their environmental impact. 
They changed all their service maintenance for 
boilers and heating systems in order to provide 
affordable, energy-efficient and sustainable solutions.

The result was staggering. Employee pride shot through 
the roof. Their employee survey showed that an amazing 
94% of the organisations employees are now engaged/and or 
committed. The technicians themselves were ignited by a new 
sense of purpose, whilst the commercial profits tripled.
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CURRENT STATE OF AFFAIRS
Around one quarter of employees worldwide are extremely 
proud of their company. Whilst a significant proportion of 
the global workforce is positive, businesses should be wary 
that employees’ belief that their organisation is a good 
organisation to work for has – over the last two years – 
become less positive.  

Employee opinion varies per region. As many as one 
third of employees in Africa are extremely proud of the 
organisation, whereas as little as 18% feel the same in Asia. 
Workers in both the Americas are prouder than the global 
average. Specifically, 35% of North American employees 
state they are immensely proud of their company. 
Bunched together, Europe and Oceania are closest to 
the global average.

INDUSTRY
Across industries the most proud employees can be found 
in the more traditional industries such as education and 
agriculture, as well as in the more modern industries of 
media and telecommunications. Those working in con-
struction and engineering also display high levels of pride.

At the opposite end of the pride spectrum, the workforce in 
high turnover industries such as hospitality and production 
are least proud of the company they work for. Perhaps 
alarmingly for those running countries, people working for 
governments are also some of the least proud employees.

HOW TO ENHANCE EMPLOYEES’ PRIDE
Make sure the organisation’s identity is distinct and 
visible. What does your organisation stand for? 
What are its aims? Only when a company forms a 
clearly recognisable identity will employees know if 
it is something they can be proud of.

Celebrate successes and good deeds with one another; 
each one provides the nutrients for a feeling of pride.

Collectively ensure that there are engaging and 
positive targets, whilst making it clear how everyone can 
contribute to the joint goal.

CULTURAL FIT
A good cultural fit and feeling at home in a company are 
important for a number of reasons. Firstly, the two 
contribute to organisational commitment. When employees 
have a good fit with an organisation’s culture they are much 
more likely to be committed.

Secondly, a good cultural fit provides employees with the 
emotional security they need to perform and excel in their 
role. If workers are constantly worried about their position 
and fit in a company, energy is diverted away from core 
working tasks. Over time, this negatively impacts the ability 
of employees to perform their work, as well as employees’ 
mental well-being.

Lastly, Effectory’s previous research, including extensive 
studies within Europe and global multinationals, has time 
and time again demonstrated a clear link between cultural 
fit and employee engagement. In the vast majority of cases, 
fitting in at companies is one of the most important drivers 
of engagement at work. 
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HR’S ROLE IN ORGANISATIONAL CULTURE
HR has a big role to play in how employees fit in at companies, and 
it starts in the hiring process. Helping to create initial compatibility 
between employee and organisation provides a solid basis for 
engagement and commitment.

Prospective employees have to complement an organisation’s culture. 
At the very beginning of the process, there has to be an immediate feeling 
from HR that the interviewee matches with the organisation’s culture. 
Regardless of how large the talent is, if there’s no cultural fit, engagement 
and commitment stand little chance. Skills can be taught, cultural fit cannot.

Consequently, there is a key role for HR in keeping hired employees at 
companies. HR occupy a unique position within businesses as they 
mediate between stakeholders and business objectives, and employees. 
By inhabiting such a unique position, HR are best placed to create 
synergy between the direction set by stakeholders and the culture at the 
organisation. By helping to create synergy and avoiding potential rifts 
between the two, HR can safeguard the culture that employees align with.

 

SPOTLIGHT: 
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CURRENT STATE OF AFFAIRS
Three quarters of employees globally feel a cultural fit with 
their organisation. Positively, no global region has less 
than two thirds of employees that fit in. Cultural fit reaches 
levels over 80% in both Africa and North America, 
with more than one third stating they feel a perfect fit 
with their company. 

Cultural fit in South America is also very high, whilst more 
than three quarters of employees in Oceania feel at home.  
Across the six regions, businesses in Asia have the largest 
percentage of employees that don’t feel at home, whilst 
levels of culture fit in companies in Europe fall slightly 
below global levels.

AGE & TENURE
By far the best cultural fit occurs with organisations’ oldest 
employees. The employees that feel most at home are 
in the age bracket of 66+. All of the age categories were 
similarly positive, with the exception of the most senior 
employees who feel a noticeably bigger fit.

In similar fashion, employees that have also been at com-
panies longer than 21 years also feel they fit a company’s 
culture well. Considering the length of their tenure, this is 
perhaps not surprising. Those with the best fit have been 
at companies between 6 and 10 years, whilst those at the 
very beginning of their tenure (less than a year) feel the 
least fit with their company culture.

HOW BUSINESSES CAN ENSURE CULTURAL FIT
Make sure that employees are clear about the 
corporate identity. Employees only know if they feel 
at home if they know what the organisation stands for 
(mission/vision) and what is important to the 
organisation (standards/values).

Create shared experiences among employees, as 
they reinforce a feeling of belonging and commitment. 
Some of the most effective activities are personal or 
intimate meetings, as well as company-wide events.

Involve employees in and communicate about 
company-wide decisions. This helps to ensure support 
of the decisions, as well as clarity about the employees’ 
thoughts and feelings. 

APPRECIATION
At its most basic form, appreciation is an acknow-
ledgement and gratitude for the effort one puts in. Sadly 
for both businesses and employees, appreciation is often 
overlooked and instead replaced by criticism or points for 
improvement. When this becomes the norm, employees 
are more likely to lose their passion at work and become 
demotivated.

The effects of appreciation in the workforce are, on the 
other hand, substantial. Appreciation at work acts as a key 
driver of engagement and commitment. When employees 
feel appreciated, they are more willing to make a bigger 
contribution and to try their best. Going the extra mile no 
longer seems a drain as individuals know colleagues will be 
grateful and their extra effort will be acknowledged.  

At the collective level, appreciation helps create an 
energetic and positive environment. Employees get a far 
greater enjoyment from work in such environments. 
Businesses also benefit from the extra motivation and 
innovation that positive environments create, as well as 
higher retention rates. 
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CASE STUDY: OVERLOOKING THE IMPORTANCE 
OF APPRECIATION

Effectory works with companies across the world. We partner with companies to implement world 
class employee surveys. Multiple languages, complex organisational structures, variation in formats 
and numerous locations are some of the regular challenges that survey projects face.

Whilst Effectory is responsible for the smooth running of projects and offers expert advice, a com-
pany’s HR department also has an invaluable role to play. Successful employee surveys always include 
the efforts, commitment and expertise from HR. Without it, survey projects would inevitably fail.

In one of Effectory’s survey projects with a multinational in the retail industry the project included a 
presentation of the results to the board. Sharing insights with C-suite is after all an important step in 
the process. Unfortunately, HR and the company’s survey project managers weren’t allowed to come 
to the board meeting. It was considered above their pay grade. 

When this happens the company misses out on a 
huge opportunity to thank the employees involved. 
Time and time again Effectory has seen how 
demotivating this can be for HR and project 
managers. Much time and effort goes into survey 
project, and the board meeting is a perfect moment 
to show appreciation for this. Considering the 
importance of employee surveys and the wider 
potential positive impact they have, it seems 
almost nonsensical that such an opportunity 
for appreciation is overlooked



33

THE CURRENT STATE OF AFFAIRS
One fifth of employees around the world feel that they 
are really appreciated by their company. North American 
businesses lead the way, as nearly one third of 
employees feels they are very much appreciated. 
The degree to which employees feel really appreciated 
in Oceania and Europe closely resembles the global 
average, whilst those levels increase to 25% and above 
in both Africa and South America.

Lagging behind the other regions, just 16% of workers in 
Asia feel they are really appreciated by their employer. 

 ORGANISATION SIZE
Trend analysis from the global survey suggests that the 
larger organisations are struggling to appreciate their 
workforce. Those working in organisations with 1000-
5000 and 10.000+ employees feel that they are currently 
under appreciated. Trends do however show that it is not 
just large organisations that struggle. Companies with 
between 200-500 workers also struggle when it comes to 
fully appreciating the efforts of their workforce.

Comparatively, the smallest organisations perform best 
when it comes to appreciation. Employees feel very much 
appreciated. In between the two extremes, there is a large 
variety in appreciation from organisations with 100-200 
and 500-1000 employees. 

HOW BUSINESSES CAN APPRECIATE EMPLOYEES
Thank those employees that have performed out-
standingly well. Paying attention to those employees 
that have put in a lot of effort or have successfully 
overcome large challenges makes a big difference.

Try to rectify any remuneration situations that are 
deemed to be unfair. If it is not possible to do so, 
provide a clear explanation why.

Put effort into creating an environment where em-
ployees feel comfortable in sharing their successes. 
Regularly setting time aside for employee appreciation 
and sharing examples of outstanding work are two 
examples that can help in this.

OPTIMAL WORK ENVIRONMENT
Employees are by far the most valuable 
resource a company has. They are the driving 
force behind innovation, production, profit, 

sales, branding and customer satisfaction. Simply put, 
organisations would be nowhere without them.

For companies to be successful, there needs to be an 
optimal environment where employees can work. Optimal 
environments go beyond simple employment and basic 
amenities such as a desk, computer and chair. Instead 
they create opportunities where employees are free to 
work and perform, do what they are good at and develop. 

When organisations are able to achieve this, it benefits 
both employer and employee. For the employer the 
added value is that employees become better and more 
engaged in what they do. The better and more engaged 
an employee is at their job, the better it is for business. 
For employees, an optimal environment creates more 
enjoyment at work and offers the chance for both 
personal and professional development.

2

KEY TAKEAWAYS

Younger employees crave more freedom at work

Overall, businesses are creating a reasonably 
good fit between work and talents

Roughly half of employees feel they have 
numerous development opportunities
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FOCUS AREAS
From working with companies for over twenty years, 
Effectory has seen that at the heart of optimal work 
environments lie:

THE FREEDOM TO WORK AND PERFORM

WORKING WHERE YOUR TALENT IS

OPPORTUNITIES FOR DEVELOPMENT

The Global Employee Engagement Index studied all three 
in detail, and further analysed the trends from the last 
global survey conducted.

THE FREEDOM TO WORK AND PERFORM
People are naturally autonomous. They want 
to determine for themselves when and how 
they do things, both at home and in work. It is 
therefore vital that in today’s workplace 
employees are provided with the freedom to 
perform their work in their own manner. 
Doing so makes work more enjoyable for employees, 
allows employees to work in more efficient ways and 
grants the room for employees to bring their own 
passions into the workplace.

In businesses where success is delivered year upon year, 
we see that employees are given the tools that enable 
them to create positive impact. Employees are given the 
freedom to enact improvements that they, themselves, 
have suggested and are given the freedom to act, with a 
clear direction and within an agreed framework.

Freedom at work further improves motivation in 
employees, and helps create companies that are flexible 
enough to respond to change. Despite seeming idealistic 
in nature, allowing employees the freedom to work and 
perform can - and really does - work.

CURRENT STATE OF AFFAIRS
At present, 23% of employees globally have the full 
freedom they need to do their job and perform. Trends 
also suggest that since the last global survey was 
conducted, freedom to do one’s work has decreased. It 
appears that despite new ways of working, micromanaging 
is still very much a part of organisations across the globe.

Of all the regions in the world, employees in South America 
are most satisfied with the freedom they receive at work. 
Overall, a little over a third of employees are fully free to do 
their work as they see fit. In complete contrast, 
businesses in Asia appear to have the most troubles as 
only 16% of employees feel they are fully free to do their 
work and perform. Across the other world regions just 
below one quarter of employees in Europe and Oceania 
are fully free to work and perform, whilst the percentage 
rises significantly to 32% in North America.

AGE
Analysis shows that for all age groups, organisations 
presently do not create enough freedom at work for 
younger workers. Employees between the ages of 18-35 
are not content with the level of freedom they have to 
work and perform. Whilst the youngest workers may have 
different expectations and demands, the study found that 
those experiencing a lack of freedom at work also include 
employees who are 17 years more senior. 

At the other end of the age range, businesses are giving 
older employees the freedom to work and perform. 
Those in the age range of 55-65 are by far the most positive 
about the level of freedom they have. Connecting the two 
extremes are the middle aged, who are vary in their 
opinion about freedom at work.
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HOW TO ENABLE FREEDOM AT WORK
Discuss the moments and/or points at which 
employees would like more freedom and examine the 
options. Then set the parameters: for example are there 
certain quality requirements or mandatory steps or rules 
that need to be taken into account? Following the setting 
of parameters, it is wise to then let go of control as much 
as possible. 

Examine to what extent you can introduce results 
oriented working. Start by clearly stating what results 
need to be achieved and then allow employees the 
freedom to work out how they are going to achieve them. 
Offer support or advice where possible, and the need for 
this will recede automatically.

Aim to remove prohibiting rules and bureaucracy. 
Consider creating an easy way to allow employees the 
chance to flag what they consider to be senseless rules 
and regulation. As a follow-up, either remove the 
regulation or in cases where you cannot, clearly 
explain why. 

WORKING WHERE YOUR TALENT IS
Matching employees to positions where their talents lie 
is an incredibly valuable process for both employees and 
businesses. Creating a match between the two creates an 
environment where employees are far more likely to thrive. 
After all, people are keen to do what they are good at since 
this gives them both energy and satisfaction. If the opposite 
occurs and employees are stuck in jobs that lie far away 
from their talents, irritations, struggles and frustrations are 
likely to be much more commonplace.

Alongside the benefits for employees, there are also 
numerous positives for companies. If employees are to 
reach their full potential and become high performers, their 
talents must match the work they are doing. Logically, 
businesses are far more likely to perform better when con-
sistent matches are found as opposed to when it does not. 
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CASE STUDY: FINDING THE RIGHT BALANCE

At one of the IT businesses Effectory partners with there are two 
distinct types of projects. One is new and innovative projects, 
whilst the other is maintenance. From the employee survey 
conducted, it became clear that many employees working on 
maintenance projects were not enjoying the work or 
excelling in it (it isn’t where their talents lie). The same 
workers instead preferred to work on new and 
innovative projects, as it was both more fun and is 
closer to where the majority of people’s talents are.

For the IT company this caused a dilemma. Ideally 
the employees would be working on projects they 
liked most and where their talents are, however 
maintenance projects still need to be done. Along 
with the employees the company came up with 
a system. Each employee would be on a rotation, 
which includes six months working on new and 
innovative projects and six months working on 
maintenance projects.

The system has helped make sure that all the 
necessary work is done, as well as ensuring that 
employees are working enough on projects they both
 like doing and have the talents for.
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CURRENT STATE OF AFFAIRS
The majority of employees around the world feel there is 
a good fit between their talents and the work they do on 
a daily basis. Around 70% of employees globally see a 
good fit between the two, whilst one in five employees 
experience a perfect fit. Of the global regions, Oceania is 
where employees are currently most unhappy with the 
match between talent and job. 

Organisations in Africa are also struggling to find the per-
fect match between employee and job, as overall satisfac-
tion levels are lower than the global average. Across both 
North and South America, businesses are performing the 
best, with more than three quarters of employees 
indicating there is a good fit between their talents and the 
work they do. Lastly, in between the highs and lows are 
Asia and Europe, where 69% employees are satisfied.

INDUSTRIES
Overall, most industries vary in the degree to which they 
are able to match employee talents with the work they do. 
It appears that whilst for some there is a good match, for 
others there is not. Those industries excelling tend to be 
the more labour intensive industries, such as agriculture 
and construction. 

Also creating a good match between talents and jobs are 
businesses in the engineering and business services indus-
tries. Comparatively, employees working for governments 
and in the production industry have the least fit between 
where their talents lie and the type of work they are 
currently doing.

DISCOVERING TALENTS AT WORK
At a global production company teams drew up an inven-
tory of what everyone is good at during an external 
training course. Skills varied from analytical abilities to 
more operational matters such as drawing up the 

work schedule. At the end of the session, the team had 
a detailed overview of what talents were in the team and 
whom they belonged to.

As a next step the team looked at what people were doing 
and if it was a good match with their talents. When there 
were clear mismatched work tasks were re-assigned, and 
the various qualities in the team are taken account of when 
new tasks arrive.

The whole process allowed the company to create a much 
better fit between work and talent. Employees became 
more engaged and productive, whilst the business reaped 
the benefits.

HOW TO MATCH EMPLOYEE TALENT AND POSITION
Invest in employees’ self-awareness at work. 
Businesses can benefit enormously if they know 
employees’ strengths and if employees know other
people’s strengths and weaknesses. 

Make use of talent management systems. 
Uncover your employees’ talents, match them with the 
right job and then make optimum use of them across 
your organisation.

Pay at least as much attention to the employees’ 
strong points (what can you do well?) as to the points 
for improvement (what can you do even better?). 
Asking new employees what they like to do and how 
they think they can best contribute is a great way to find 
a match between employee and work tasks.
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OPPORTUNITIES FOR DEVELOPMENT
In life, people need to make progress and this is especially 
true at work. When employees’ jobs remain stagnant and 
unexciting for a long period, they start to lose interest and 
become demotivated. From employee surveys, Effectory 
regularly sees a lack of development opportunities and 
a misguided approach towards employee development. 
The consequence is that engagement and commitment 
suffer, and companies miss the full potential of employees.

A key component of ensuring that jobs remain exciting and 
challenging is development. Managers play a key role in 
guaranteeing their employees’ develop and that employees 
are sufficiently stimulated. Unfortunately, when it comes to 
development, too many organisations and managers are 
falling into the same trap.

COMMON MISTAKES IN EMPLOYEE DEVELOPMENT
In many companies, managers, and even HR, tailor development specifically towards 
promotion. And do so with the belief that that is the sole thing that employees want. 
Within traditional companies, employee development is commonly equated to a move 
up the career ladder and we have seen first-hand how some managers simply do not 
listen; they make assumptions about employee development.

At the other end of the scale, measuring employees’ training hours in the hope that it 
offers insights into employee development is also fairly futile. Measuring time is not a 
useful indicator of either behavioural change or the development and learning of new 
skills. Some organisations fall down in other areas, as they start initiatives with the very 
best intentions, but fail because despite going about things in the right way, the focus 
was wrong. 

Further to shifting their focus away from promotion-based development, companies, HR 
and managers also need to shift towards a more individualised approach. It is essential to 
have a one-on-one conversation about the matter and to create a common under-
standing of what development means. Such conversations will inevitably differ from 
person to person, but employees need to know in detail what development 
opportunities are available to them.
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CURRENT STATE OF AFFAIRS
During the last two years employee satisfaction with 
opportunities to develop has decreased. It appears that 
the current demand from employees for development 
opportunities is not currently being met by organisations. 
Significantly, 46% of employees globally feel they do not 
have enough opportunities to grow and develop 
professionally at work.

Of the world’s regions, companies in Europe are struggling 
with professional development opportunities. Just 48% of 
employees feel they have numerous options to develop 
professionally, and just 12% of these are very happy with 

development opportunities. In contrast, businesses in Asia 
are doing considerably better. Almost two thirds of em-
ployees state they have enough opportunities to develop. 

Along with Africa and North America, employees in Asia 
have the most opportunities to develop. Employees in 
Oceania are very mixed about their development, with 56% 
stating they have various development opportunities and 
44% stating they do not. Lastly, South American employees 
are fairly positive about development options, with one in 
five stating their company offers many opportunities 
to do so.             

CASE STUDY: A REFRESHING APPROACH TO DEVELOPMENT

One of the most refreshing ways we have seen a business approach 
employee development is from one of our partners. In their own words:

“It’s often difficult for people to come up with the things that they 
would like to develop. For this reason, at our company we organise 
an inspiration afternoon. During this afternoon, inspiring speakers 
from all backgrounds (e.g. volunteers, entrepreneurs, top athletes) 
are invited to come along and explain why they are so driven to do 
what they do.”

Following the inspiration afternoon, the organisation then offers 
employees development opportunities in their preferred area. 
The result is tailored development opportunities, which is both 
engaging and of huge benefit to employees.



40

HOW TO IMPROVE EMPLOYEE DEVELOPMENT
Take time on a regular basis to discuss employee’s 
development needs and available options. During these 
discussions it is key that expectations are clear on both 
sides and when agreements are made, it is vital that the 
specific expectations from the employee and company 
are stated. 

Offer feedback and/or coaching about development.  
Employees do not always have the self-awareness about 
which areas they can develop in their jobs and are not 
always the best at knowing which areas they could 

benefit from developing. In every role there are 
numerous options to broaden employees’ roles and 
yet this is often overlooked.  

Focus on deepening and/or broadening employees’ 
existing jobs. Addressing what you and your 
organisation can specifically do really helps. When you 
consider what is rewarding to employees, it is valuable to 
realise that not all employees want authority and 
decision making powers; they also want other aspects 
such as involvement, recognition, training and autonomy.

THE HIDDEN POTENTIAL OF MIDDLE AGED EMPLOYEES
A lot of the current focus of businesses goes to the younger generations 
(i.e. Gen Y, millennials etc.). Younger employees’ differing demands has had a 
huge effect on the workplace, as well as on boarding, brands and recruitment. 

The impact is undeniable and it should come as no surprise that the topic has been 
given such attention. In focusing on the younger generations companies have however, 
neglected middle aged (43 – 62) employees. Time and time again, analysis from the global 
survey showed that employees between the ages of 43-62 are least positive about work.

One of the most striking aspects of Effectory’s global study is the current discontent that 
middle aged employees feel; especially in development. Middle aged employees are seeing 
younger colleagues learn, develop and climb higher up the ladder, while they remain 
stagnant but too far removed from retirement not to care. 

 

FOCUS:  
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WHY THIS MATTERS FOR BUSINESSES
The middle aged workforce have invaluable experience, 
as well as possessing the ability to learn and develop. 
Organisations can benefit enormously from the experience 
of these employees, especially as youth is many things, but 
it is no substitute for experience. Yet if organisations are to 
benefit, attention needs to be paid to middle aged 
employees and their development. 

Despite the decline in cognitive abilities after your 30s, 
one can still learn and develop providing the environment 
is challenging enough. It is certainly not the case that after 
a certain age your added value stops. Middle aged 
employees are adaptable enough to remain relevant 
and contribute in today’s business world.

Alongside, the middle aged will become increasingly 
important for the future because – for lack of a better 
phrase- the number of young people is decreasing. Over 
the last few decades the percentage of the population that 
is young has significantly decreased. The United Nations’ 
population division indicates that the ageing process we 
are going through knows no parallel in human history and 
its pace is only going to increase. What this also means 
for businesses is that the proportion of middle aged 
employees (and older) is set to increase, and quickly.

As a result of the two, dealing with the discontent and 
development concerns of the middle aged is more 
important than ever. Long term discontentment with 
numerous factors at work is a precursor for 
disengagement and non-commitment. And having 
a significant proportion of your business that is unhappy, 
disengaged and non-committed is bad news.

At present too many businesses are failing to adopt an 
approach that satisfies multiple generations. Companies 
that are forward thinking will address middle aged 

discontentment and the development needs of this group 
sooner rather than later. In doing so, organisations are 
much more likely to have a workforce that is engaged and 
developed enough to be fit for the future.

HOW TO UNLEASH THE POTENTIAL OF MIDDLE AGED 
EMPLOYEES

Open a dialogue with the middle aged via employee 
surveys, feedback tools or specific workshops. 
Discovering their development (and general) needs 
and wants is the quickest way to success.

Development for the middle aged requires a fresh 
approach. The development needs of this group are 
different – they know the ropes and have possibly been 
doing their tasks for decade. It is important for them to 
acquire new skills that are related to or based on what 
they already know, but different enough for it not to 
be incremental.  

Consider employing specialist coaches or consultants 
that can help this growing group with problems they face 
on a broader scale.



42

3 EXCEPTIONAL LEADERS 
The direction and way in which a company is run 
are both largely influenced by C-suite. Formulating 
high-level strategies, ensuring sound financials 

and the day-to-day management of the company all fall 
under their remit. Throughout organisations across the 
globe, the C-suite are essential. Without a properly 
functioning C-level, businesses will struggle. 

However C-suite aren’t just important for business; they’re 
also a key component for employees. After all, many of 
the decisions undertaken by them have a direct influence 
on employees’ daily tasks. Further, exceptional leaders at 
C-suite level form one of four key pillars of engagement 
and are an essential part of what employees are looking 
for in their work.

KEY TAKEAWAYS

Employees are severely lacking confidence in 
C-suite

Top-down communication is not working

C-suite aren’t aware of what is happening 
within organisations and on the work floor

FOCUS AREAS
Exceptional leaders inspire confidence, communicate and 
stay up-to-date with current affairs. The global survey 
therefore focused on:

EMPLOYEE CONFIDENCE IN C-SUITE

COMMUNICATION FROM THE TOP

HOW UP-TO-DATE AND INFORMED C-SUITE ARE

EMPLOYEE CONFIDENCE IN C-SUITE
Inspiring confidence in employees is important for various 
reasons. When employees have confidence in C-suite they 
trust they will be treated fairly and with respect. 
Employees are then able to channel their energy into 
their work, instead of into mistrusting C-level and the 
organisation. A basis level of confidence is also necessary 
for the growth of mutual trust and respect between 
employer and employee.

For employee engagement, confidence in C-suite is vital. 
Effectory previously researched the link between 
employee engagement and C-suite, and uncovered 
something compelling. Effectory found that when 
employees have confidence in C-level, they are nine times 
more likely to be engaged in work and committed to 
the organisation.

If C-suite really want high engagement levels, inspiring 
confidence in employees would be a great place to start.

THE CURRENT STATE OF AFFAIRS
Those at the top are failing to inspire trust and employees 
are severely lacking confidence in C-suite. Globally, just 
14% of employees have complete confidence the leaders 
of their organisation. Most concerning of all is the fact that 
global confidence is on the decrease. From the last Global 
Employee Engagement Index Effectory conducted two 
years ago, there has been a 4% global decrease in 
employees that fully trust their C-suite.

There are of course regional differences. C-level in Asia, 
Europe and Oceania are really struggling. In Oceania 13% 
of employees fully trust those at the top, whereas in 
Europe and Asia this number falls to 12% and 11% 
respectively. Employees in North America, Africa and 
South America are more positive, with more than one in 
five employees stating that they have full confidence 
in leadership. 
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CHALLENGES LEADERS ARE FACING
Leaders are struggling to inspire confidence in the longest 
serving employees. Some of the most negative responses 
to questions around confidence in C-suite came from 
employees who have been at the company for more than 
ten years. Clearly, there is a disconnect between those at 
the top and those that have been at the company longest.

Positively, leaders are having more luck with new recruits. 
Employees that have been at the company less than a year 
displayed the most confidence in C-suite. Along with new 
recruits, employees with three to five years tenure also 
responded more positively in the study.

Evidence from the global survey further suggests that the 
bigger the organisation, the more leaders are struggling 
to inspire confidence. Employees in organisations bigger 
than 1000 were overwhelmingly critical when it came to 
questions around confidence in C-suite. In complete
contrast, employees at the smallest organisations 
(one to ten employees) displayed the most 
confidence in leadership. 

HOW C-SUITE CAN INSPIRE CONFIDENCE
Avoid using overly complex or pompous language. 
If employees can’t understand or relate to the message 
communicated, inspiring confidence immediately 
becomes a challenge.

Be honest and transparent with employees; it can 
take years to repair damaged trust among employees.

Allow employees a chance to respond or ask C-suite 
questions. A two way communication channel is one of 
the easiest ways to create trust.

COMMUNICATION FROM C-SUITE
Employees need to know about the going-ons, future 
plans, financial health, customer satisfaction and strategy 
developments of the organisation. In summary, they need 
to know how the company is doing and where it is going. 
Without it, employees operate in the dark.

Communication from leaders is essential in this. Good 
communication and information sharing allows employees 
to see the influence they have on the performance of the 
organisation. It keeps them up-to-date regarding current 
affairs and also minimises the potential shock of hearing 
about developments via a third party.

If employees are to be fully engaged in their work, C-suite 
needs to communicate the necessary information that 
allows employees to see the impact of their work. When 
leaders communicate this it encourages employees and 
provides a tangible end point to goals. Doing so can make 
the difference between the last extra push that achieves 
a company goal, and just missing the target.   
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WHY TIMELY COMMUNICATION MATTERS
Imagine you’ve just embarked on a train journey to go to a meeting. You have set off with 
the goal of getting to your meeting point, but along the way the train gets stuck. You are in 
the middle of the countryside and wary that you need to get to your destination on time.

Within a short period of time you begin to become slightly frustrated because you still 
haven’t heard what’s going on. Meanwhile the train conductors are busy trying to fix the 
problem, but have forgotten to give passengers an update of the situation.   

Frustrations begin to grow, and all because the train conductors have been misunderstood. 
They are busy doing their best to solve the issues, yet passengers are restless because they 
don’t know the full situation. A short time later, there is a communication announcement 
that the problem is fixed and that there is only a ten minute delay. Imagine if there had been 
timely communication; the majority of the passenger’s frustrations could have been avoided. 

 

ANALOGY:   

THE STATE OF CURRENT AFFAIRS
Over the last two years there has been very little change in 
how employees feel about C-suite’s communication. The 
analysis shows employee opinion has not changed much.

Globally, 61% of employees feel C-suite are good 
communicators and keep employees in the know about 
major developments. Closely mirroring the global average, 
63% of employees in Oceania are positive about 
communication from C-suite, whilst the levels in Asia and 
Europe are lower. In contrast more than three in four 
employees in Africa are positive. Across North America 
and South America, around two thirds of employees are 
positive when it comes to communication from C-suite. 
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TOP-DOWN COMMUNICATION
Part of Effectory’s study investigated was devoted to 
top-down communication. Predominantly, the study 
investigated how employees view top-down com-
munication and if the communication method is working. 
The study’s conclusion is that it is not.

Just 12% of employees worldwide think that top-down 
communication works well. The percentage does rise in 
Africa and America, although to no more than one in five 
employees in either region. Across Asia, Europe and 
Oceania employees are less positive. As little as 9% of 
employees in Asia, 10% in Europe and 11% in Oceania are 
positive about top-down communication. 

Considering these figures, it may be time for businesses 
and C-suite to re-consider the continued use of top-down 
communication.  

CASE STUDY: APPROACHABLE CEOS

For one of Effectory’s partners in the automobile industry a change was made 
in leadership, specifically the CEO. When the new CEO moved into his office, he 
made a small but crucial change. In the old set-up employees had to walk through 
the secretary’s office to see the CEO. Whilst the old CEO was adamant that he was 
available to employees, the office set-up didn’t reflect this.

Realising this the new CEO made a simple change. He removed the physical barrier 
between him and the employees by opening up the side door to his office. Instead 
of going through the secretary’s office the new CEO now goes through the side 
door. In doing so, the new CEO sent a clear message to employees that he is 
approachable and available.
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AGE 
By far the most positive reaction to communication from 
C-suite came from employees between the ages of 18 and 
24. Clearly C-suite are striking a cord with the youngest 
employees. Unfortunately the positive perception does not 
continue with the older employees. Whilst 25-34 years olds 
varied in their opinions, employees between the ages 
of 35 and 54 were overwhelmingly negative about 
communication from C-suite. Finally, the downward trend 
stops as employees over the age of 55 are back to being 
relatively positive.

HOW C-SUITE CAN IMPROVE COMMUNICATION 
WITH EMPLOYEES

Use the new possibilities offered by social intranet to 
talk to employees. Technology today allows C-level to 
easily and rapidly communicate with employees, as well 
as ask questions and give responses.

Use accessible forms of information. When C-suite 
do communicate, it is vital that employees are able to 
access the relevant information they need in accessible 
forms like the intranet, and not in gigantic management 
reports.

When major announcements are in process remove 
as much speculation as possible. Announcements such 
as “we don’t know anything ourselves yet, we expect to 
have a clearer picture next week” or, “we are currently 
waiting for an answer from ...” are a good way to remove 
any frustration from impatience and shows C-suite is 
openly communicating. 

STAYING UP-TO-DATE
Part of being successful at C-level is being able to stay up 
to date with current affairs in the organisation. If smart 
decisions are to be made at the top, it is wise to know what 
is going on at lower levels. Ultimately there’s a higher 
likelihood that C-suite makes bad decisions if they are 
operating without knowing what is going on. 

From an employee perspective, when leaders are aware 
of what is going on throughout the organisation it helps 
narrow the distance between top and bottom. The feeling 
of inclusion and being taken seriously also positively 
impacts employee engagement and commitment. 
Further, when C-level pays attention to staff and listens to 
what is being said, employees tend to treat the company 
better and put more effort into their work. 
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CASE STUDY: DISCUSSING EMPLOYEES IN THE BOARD ROOM

During a recent trip to a well-known retail company, one of our consultants was presenting the results 
of the employee survey to the board of directors. Half way through the presentation the discussion 
moved on to employees. Several board members were a bit confused by the results. 
They stated how the company was an employee centric company and yet the 
results were not showing this.

Intrigued by the conversation, the consultant asked the board if 
employees were ever a topic on the agenda of board meetings. 
The entire room fell silent. It transpires that although financials, 
strategy and staff turnover were regular members on the agenda, 
employees were rarely discussed. And when the topic did make its 
way into the board room, it was nearly always related to staffing 
issues and not the employees themselves.

A valuable lesson to learn here is that if employees really are one 
of the company’s top priority, it is wise to discuss them in the board 
room. Doing so illustrates to employees that their voice and concerns 
are being taken seriously. Further, keeping up with what is going on 
with employees is also valuable information when it comes to making 
smart business decisions.

THE CURRENT STATE OF AFFAIRS
Echoing the above case studies, the vast majority of 
employees do not currently feel that C-suite is up-to-date 
on current affairs. Globally, only 15% of employees feel 
that leadership keeps up to date.
Between the global regions there is however noticeable 
gaps. For example in North America, nearly a quarter of 
employees feel that at C-level they know what is happening 
in the organisation, whereas just 13% of employees in Asia 
and Europe feel the same way. In between the extremes, 
more than one in four employees in Africa and South 
America stated that C-suite is in the know. 

INDUSTRY VARIATIONS
When it comes to industries, a trend appeared in our 
global survey that suggests that C-suite in more 
bureaucratic industries are particularly struggling. 
In particular, employees in healthcare and government 
bodies responded most critically to questions about 
C-level knowing what is going on. It appears that the 
traditional hierarchy and numerous management layers 
are giving employees the impression that those at 
the top are not informed or up to speed. 
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In contrast, C-level in the two interlinked industries 
construction and engineering are staying up to-date. 
Additionally, in the more digital minded industries of media 
and finance employees feel that C-suite is on the ball and 
knowledgeable about current affairs. Whether or not the 
impact of technology has influenced this is not known, 
however C-suite within the two industries are leading the 
way when it comes to staying up-to-date.

HOW C-SUITE CAN STAY UP-TO-DATE
Invest time in going through the results of your 
employee survey (both the numerical results and the 
comments). The important part is paying close attention 
to what employees are saying and showing that you take 
their input seriously by opening a dialogue with them.

Consider organisation wide social initiatives where 
employees are free to discuss their work, successes, and 
concerns with C-suite. Successful examples that we have 
seen include: a monthly lunch with the CEO, as well as 
small scale seasonal events.

Allow employees the opportunity to shadow 
someone from C-level for the day. Not only is this a 
way to create two way learning, it is also an efficient 
way for C-suite to keep up-to-date with the goings on in 
the organisation.

INSPIRING IMMEDIATE MANAGERS
As businesses go in search of higher levels 
of employee engagement, being (and having) 
an inspiring manager has never been so 

important. This is largely due to the fact that employees’ 
work experience is predominantly determined by 
immediate managers. Although teams also have an effect, 
Effectory’s research and work with global businesses has 
illustrated that immediate managers’ influence on work 
experience is greater.

There are several underlying reasons for this. 
Firstly, managers spend significant amounts of time with 
employees, both one to one and within the team. 
Secondly, managers create and shape the work environ-
ment standards. Whilst employees may spend more time 
with their team, it is managers who ultimately set the 
precedent for employees’ work environment. Lastly, the 
decisions that managers take have a more frequent and 
direct influence on employees. 

IMPORTANT RESPONSIBILITIES
Whilst the focus of business leaders’ tends to be more con-
cerned with enabling long-term performance, immediate 
managers are concerned with processes and execution. 
Their responsibilities include team selection, the setting 
and monitoring of expectations, and making sure that 
processes are both effective and efficient. 

Across organisations there is a huge variety in immediate 
managers. Unfortunately for businesses, there seems to be 
no one winning style of management. It all comes down to 
the situation and what works best with particular em-
ployees. The importance of managers has however, never 
been so high. As businesses go in search of increasingly 
higher engagement and commitment, being (and having) 
a good immediate manager has never been so crucial.

4 KEY TAKEAWAYS

Employees are largely satisfied with their 
immediate manager

The ability of managers’ to motivate has improved

Immediate managers’ people skills have got better

Employee feedback is underutilised
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EMPLOYEES ARE LARGELY SATISFIED WITH MANAGERS
Overall, employees are generally satisfied with their immediate 
manager. At the global level, 19% of employees are extremely 
satisfied, whilst 43% are fairly satisfied with their manager. 
In contrast, just 15% are dissatisfied with their immediate manager.

Across the globe there are regional variations. Employees in Africa are by far the most 
satisfied, with satisfaction rates reaching 75%. Immediate managers in North America also 
rate highly when it comes to satisfaction, with satisfaction figures of 69%. In contrast, 
employees in Asia are less satisfied with their immediate managers. The percentage of 
employees that are extremely satisfied with their manager (14%) is the lowest of all the 
regions and further, managers are struggling to achieve high overall satisfaction levels.

 

GOOD NEWS:   

FOCUS AREAS
A decision was made to focus on the following three key 
areas:

MOTIVATION

FEEDBACK

PEOPLE MANAGEMENT

Immediate managers today are expected to multi-task. 
That said, Effectory has learnt over the years that the most 
inspiring immediate managers have the ability to motivate 
the workforce, give and receive feedback and are effective 
people managers.

MOTIVATING EMPLOYEES
Good managers bring out the best in employees and 
motivate them to perform. In motivating employees, 
managers have a positive effect on individual and team 
productivity, teamwork and performance.  
How motivational managers are can be the difference 
between missing and achieving targets. 

Alongside the above benefits, motivation plays a key 
part in employee engagement. Effectory’s research has 
demonstrated a clear link between the two. 
Principally, when employees are effectively motivated by 
their immediate managers, they are four times more 
likely to be engaged in their work, as well as committed 
to the organisation.
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THE CURRENT STATE OF AFFAIRS
Over the last two years immediate managers have got 
better at motivating employees. Comparisons with the last 
survey show a noticeable change in employee reaction. 
Global opinions on how effectively immediate managers 
are in motivation vary enormously. At one end around one 
in five employees feels their manager highly motivates 
them, whereas at the opposite end 15% of employees feel 
their immediate manager demotivates them. 

In Europe the percentage of employees that feel their 
manager demotivates them is slightly higher at 18%. 

The same goes for Oceania, where 16% of employees are 
demotivated by their manager. 

Throughout Asia, far fewer in the workforce feel that their 
manager highly motivates them. Other regions fare 
differently. Immediate managers in Africa are most 
motivational, with more than one in four employees stating 
their manager highly motivates them. Alongside Africa, 
employees in both North America and South America are 
also positive about their immediate managers’ 
motivational abilities.

MOTIVATE EMPLOYEES BY CLARIFYING PERFORMANCE OBJECTIVES 
Several managers have told us that the key to successfully motivating employees is to 
discuss what employees are doing and what goals or results need to be reached. 
To ensure that performance objectives are clear, many hold a brief stand-up meeting 
at the beginning and end of each week. During the stand-up, employees share what 
they are going to do (start of the week) and what they have completed (end of the week). 

Managers are clear their aim is not to micromanage, but to clarify performance objectives. 
The end result is that the whole team is in a better position to monitor the shared goals, 
and employees are able to motivate each other to achieve them.

TIP FROM MANAGERS:    

MOTIVATION ACROSS INDUSTRIES
Overall the reactions from employees across all industries 
is reasonably positive. The results of the study showed that 
there are far more positive employees than negative ones 
when it comes to having a motivational manager.

Leading the way, managers in agriculture are the most 
effective motivators. Slightly further back, immediate 
managers in the more labour intensive industries such as 
construction, engineering and the maritime industry are 
also good motivators. 
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In similar fashion to other sections of the study, the 
most negative reactions received come from the more 
bureaucratic industries such as government and 
healthcare.

HOW MANAGERS CAN EFFECTIVELY MOTIVATE 
EMPLOYEES

Get to know employees and what motivates them. 
Knowing what drives people is key to successfully 
maintaining their motivation.

Apply situational leadership where possible. 
Unfortunately there’s no one single magic leadership 
style, as such a balance of several styles is best suited to 
keeping employees motivated in the long term.

Establish a good match between the employee and 
the position they are in. When employees like their 
position and the work they do, the motivation to perform 
follows naturally.

FEEDBACK
At its core, feedback is about performance. Employees, 
immediate managers and C-suite all need feedback at 
work. Without it, people work in environments where 
they are oblivious to their performance. 

For managers it is especially important. In order for 
managers to be effective, it is essential that they both 
give and receive feedback. Only by creating a continuous 
cycle of feedback are managers able to help employees 
improve their performance. Feedback does not just 
affect performance however. It also positively affects 
employees’ motivation, work engagement and 
organisational commitment. Further, feedback is also 
an essential part of enabling managers to improve their 
own performance.



52

CASE STUDY: USING FEEDBACK THE WRONG WAY

Feedback is a gift and yet unfortunately, it is not always used that way. Far too often Effectory comes 
across the following (or similar) case of feedback being used the wrong way:

Mary has a manager called Peter. Peter has been a manager at the company for a year and has been 
Mary’s boss for six months. Sadly for Mary, Peter is a bit insecure and inexperienced in being 
a manager. For Mary and her colleagues, this has resulted in Peter’s 
behaviour being quite vindictive and nasty at times. The result of 
which is that many of Mary’s co-workers feel Peter is under-
performing in his role.

Fortunately, the way employees feel was bought to light in Peter’s 
360 degree feedback review with his manager. Peter was 
confronted with the feedback from his employees and after 
the talk was put on a three month performance review. The 
very next day, Peter walked into the office and confronted 
Mary about the feedback she gave him. He demanded to know 
what Mary had given him such bad feedback and was deeply 
upset as this job was all he had. Eventually the confrontation ended 
with Peter remarking that once the three month period was over, 
he would get ‘back on the people who had stabbed him in the back’.

THE CURRENT STATE OF AFFAIRS
Effectory’s research investigated three aspects in feedback: 
if managers are open to suggestions, if managers praise 
employees and if managers discuss improvement points 
with employees. Of the three aspects, employees are most 
positive about the openness of their manager 
to suggestions.

Over 60% of employees worldwide indicated that their 
manager is open to suggestions. Generally speaking, there 
was little regional difference across the globe. The majority 
of the regions were in and around the global average with 

the exception of Africa, where 70% of employees feel their 
manager is open to suggestions.

One area where immediate managers can improve is in 
praising employees. At present too few employees feel 
that their manager lets them know when they perform 
well. Globally, less than one in five employees receives 
regular praise. Whilst this percentage does rise in Africa 
and Oceania, employees in Asia are less positive about 
the frequency of their managers telling them they have 
performed well.
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Lastly, around two third of employees are told that of areas 
and points of improvement. Immediate managers in both 
North and South America are more forthcoming about 
giving performance related feedback. In North America 

68% of employees stated that managers told them if their 
performance can be improved, while 67% of employees in 
South America also responded positively. 

A MISSED OPPORTUNITY? 
Earlier in this report we discussed how engaged employees innovate. The specific example 
we used was from a passenger attendant called David Holmes who rapped the passenger 
safety announcement. Fortunately for David, he was given the freedom to use his own ideas 
to innovate and to great effect. The end result was hugely positive for the employer 
(Southwest Airlines) and employee.

So are Southwest Airlines an anomaly? Or other organisations also capitalising on employees’ 
feedback, ideas and innovation? The results from the survey suggests that globally there is a 
60:40 split between businesses who do and don’t. In other words, 40% of businesses across 
the globe are missing a golden opportunity, falling behind the competition and ignoring 
employees. Any potential ideas that employees may have that can help companies innovate 
are not being utilised. 

Using feedback and employees’ ideas is not just a company’s responsibility. Managers also 
have a huge role to play. Specifically, managers can stimulate employees to put forward and 
execute new ideas. When they do so the results can be spectacular. However, in similar 
fashion to organisations, too few managers are doing so. At present 16% of employees 
globally feel that their manager actively stimulates them to do so.

FEEDBACK:     
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GIVING
Ask the intended recipient beforehand if they 

are open to feedback

Describe actual and specific behaviours that 
have been seen (written in the first person)

Allow the recipient time te respond

Discuss together how everyone can lean from 
the feedback and work towards the desired 

behaviour

RECEIVING
Take responsibility for feedback

Avoid taking the feedback personally and don’t 
be afraid of appearing vulnerable

Think about waht actions you will take ons the 
feedback provided

Respond in a way that is constructive of a frank 
and contructive discussion

HOW TO ENABLE CONTINUOUS FEEDBACK

TIPS FOR FEEDBACK

PEOPLE MANAGEMENT 
The added value of being a good people manager is often 
overlooked. Knowing employees professionally and 
personally, having a good working relationship and 
treating employees with respect are all part of good people 
management. When immediate managers achieve this, 
both employee engagement and productivity within their 
team increases.

For this to happen however, organisations should not 
forget that managing people is a job itself. It requires talent 

and requires the right person for the job. 
Unfortunately, this does not always happen.

Far too often employees are given management 
positions based on the criteria of either being the best in 
their current role or having the most seniority; not because 
they have great people management skills. And it is a real 
shame when this happens. Managers without the skills or 
talent are not able to help teams or employees realise their 
potential, which results in (at best) mediocrity becoming 
the accepted standard.   
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GOOD PEOPLE MANAGERS INVOLVE EMPLOYEES
One way of improving relationships with employees is to involve them in discussions around 
improvement and innovation. One of Effectory’s partners successfully implemented such 
a scheme. Every month teams meet and brainstorm about what would help the company 
become more successful. Within the session, the main aim is to listen to employees and to 
empower them to execute their ideas. 

The results have been twofold. Firstly, tapping into the potential of employees’ ideas for 
improvement, the team has seen a real improvement in customer satisfaction. In just six 
months, we have seen client satisfaction rise by 20%. Secondly, the relationships between 
managers and employees have improved. Employees feel more included and part of 
decisions, which has also helped develop trust and relationships on both sides.

THE CURRENT STATE OF AFFAIRS
Since the previous global survey was conducted employees 
are more positive about the working relationship with their 
manager. Around 70% of employees globally reported a 
good relationship with their manager. Of the percentage, 
a little under one third reported a having an excellent 
relationship. Across the six global regions the majority 
of employees are positive. The only exception is in Asia, 
where employee-manager relationships are some of the 
most strained.  

Alongside this, employees are also generally positive about 
the level of respect they are treated with by their im-
mediate manager. Although there has been little change 
since the previous survey, employees still remain positive. 

Further, less than 10% of employees worldwide feel their 
manager treats them disrespectfully. One of the most 
respectful regions is South America, where more than 80% 
of employees report having a respectful manager.

AGE
Some of the best working relationships between managers 
and employees appear to be at either end of the age 
spectrum. Alongside employees that are under 25, 
company’s most senior employees (66 and older) report 
having a very good relationship with their manager. 
Between the two extremes the majority of employees 
are also relatively positive.  

A similar trend appears in the level of respect that 
employees feel they are treated with by their manager. 
Employees up to the age of 24 feel very positively, as do 
organisation’s most senior employees. Despite the 
majority of positive reactions, a proportion of the 
workforce feel that respect is lacking. Specifically, 
employees between the ages of 45 and 54 currently feel 
that their manager doesn’t treat them with the respect 
they would like.
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HOW BUSINESSES CAN HELP FOSTER GREAT PEOPLE 
MANAGERS 

Create a clear profile of the qualities that an 
immediate manager needs to have. For current 
managers, use this profile to examine which aspects 
managers may require assistance with and offer 
training and/or coaching to fill any gaps. 

Accept employee dissatisfaction as a fact. 
If employees are critical about managers and the way 
the approach the personal side of management, what is 
important is that managers are able to accept the dis-
satisfaction as a fact. Taking time to digest the comments 
is helpful. The most important focus in the process is the 
future and what both managers and employees feel can 
be improved. 

Delegate the unnecessary manager tasks. 
Immediate managers are often extremely busy with 
multiple tasks and duties. If too much time is taken up 
by these, it leaves minimal time for managers to develop 
and pay attention to relationships with employees. 
To free up managers’ time discuss whether there are 
employees within the team who are willing and able to 
take on some of the tasks and duties.
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ALL 17 HR THEMES MEASURED
IN THE GLOBAL EMPLOYEE 
ENGAGEMENT INDEX
This is the full list of all 17 HR themes measured in the Global Employee Engagement Index 
(and which are thusly available as an international benchmark for your organisation):

ATTENDANCE STABILITY

COMMITMENT

CUSTOMER ORIENTATION

EFFECTIVENESS

EFFICIENCY

ENGAGEMENT

LEADERSHIP

LOYALTY

MOTIVATION

PERFORMANCE

PRODUCTIVITY

RETENTION FACTOR

ROLE CLARITY

SATISFACTION

VITALITY

WILLINGNESS TO CHANGE

WORK ATMOSPHERE
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ABOUT THE GLOBAL EMPLOYEE 
ENGAGEMENT INDEX
The Global Employee Engagement Index is an extensive bi-annual employee survey conducted across 54 
countries. Employees answer numerous questions related to their work, well-being, immediate manager, 
C-suite, organisation, colleagues, future and role. 

The aim of the survey is for Effectory to better understand 
the global work and engagement trends, and for these in-
sights to be shared with professionals all around the world. 
Alongside this, the Global Employee Engagement Index also 
acts as a comprehensive survey benchmark for businesses.

In particular, businesses benefit from the fact that the 
Global Index solves the dependency that organisations 
currently have on reference company benchmarks. It does 
this by ensuring the data remains accurate and a uniform 
point of reference for the entire survey journey. 

Specifically, the Index:

Over the years Effectory has seen how numerous 
businesses and research institutes around the world have 
discovered the value of a consistent database. The Global
Employee Engagement Index has proven to be an accurate

Removes any risk of companies switching their supplier

Removes any risk if companies change their 
questionnaire

Removes any risk of suppliers or companies closing 
their operations in a country

Ensures there is an available country benchmark

source of information that helps companies to understand 
the differences in workplace cultures between countries 
and continents. 

Furthermore, as more and more companies experience 
issues with industry benchmarks (including benchmark 
volatility, differing locations and differing questionnaires), 
there is a growing recognition of the importance of under-
standing the cultural differences between countries. 
For businesses, the real added value comes from com-
paring the results of their different locations to the local 
labour market averages. Doing so enables them to single 
out cultural differences and really see how units are 
performing, without the risk of poor and inaccurate 
comparisons.

Feel free to dive into the data yourself at 
www.geei.net. 

Here, you can explore all themes and 
all countries that make up the 

Global Employee Engagement Index. 

http://www.geei.net
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INSPIRED?
If you are looking to bring your organisation to the next level, why not partner with Effectory? 
Our state of the art platform, superb project teams and unrivalled benchmarks will help you gather 
your employees’ feedback, put those results in the right context and ultimately ensure you make 
the most of your most valuable resource: your human capital! To find out how our survey and 
feedback services can help you and your organisation, reach us at:

t +31 20 3050104
w www.effectory.com
e inquiries@effectory.com 

http://www.effectory.com
mailto:inquiries%40effectory.com?subject=
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ARGENTINA
Engaged and commited  33,2%
Engaged in the job    3,8%
Committed to the organisation 38,9%
Not engaged and not committed 24,1%
Engaged and/or committed and 
also intend to leave  14,2%

BRAZIL
Engaged and commited  34,4%
Engaged in the job    6,3%
Committed to the organisation 35,6%
Not engaged and not committed 23,8%
Engaged and/or committed and 
also intend to leave  9,1%

AUSTRIA
Engaged and commited  31,1%
Engaged in the job    0,9%
Committed to the organisation 40,9%
Not engaged and not committed 27,0%
Engaged and/or committed and 
also intend to leave    8,5%

CANADA
Engaged and commited  25,8%
Engaged in the job    3,8%
Committed to the organisation 46,5%
Not engaged and not committed 23,9%
Engaged and/or committed and 
also intend to leave  11,8%

BELGIUM
Engaged and commited  22,9%
Engaged in the job    2,9%
Committed to the organisation 45,7%
Not engaged and not committed 28,6%
Engaged and/or committed and 
also intend to leave    5,4%

CHILE
Engaged and commited  46,3%
Engaged in the job    3,7%
Committed to the organisation 35,7%
Not engaged and not committed 14,3%
Engaged and/or committed and 
also intend to leave  19,6%

AUSTRALIA
Engaged and commited  27,3%
Engaged in the job    1,9%
Committed to the organisation 50,2%
Not engaged and not committed 22,9%
Engaged and/or committed and 
also intend to leave  14,9%

BULGARIA
Engaged and commited  36,1%
Engaged in the job    4,2%
Committed to the organisation 43,0%
Not engaged and not committed 16,7%
Engaged and/or committed and 
also intend to leave    9,4%
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ESTONIA
Engaged and commited  27,9%
Engaged in the job    1,3%
Committed to the organisation 43,2%
Not engaged and not committed 27,6%
Engaged and/or committed and 
also intend to leave    8,3%

CZECH REPUBLIC
Engaged and commited  18,6%
Engaged in the job    2,8%
Committed to the organisation 47,5%
Not engaged and not committed 31,1%
Engaged and/or committed and 
also intend to leave    8,5%

FRANCE
Engaged and commited  23,5%
Engaged in the job    3,8%
Committed to the organisation 42,3%
Not engaged and not committed 30,4%
Engaged and/or committed and 
also intend to leave    8,5%

CHINA
Engaged and commited  35,3%
Engaged in the job    1,9%
Committed to the organisation 38,8%
Not engaged and not committed 24,0%
Engaged and/or committed and 
also intend to leave    4,7%

DENMARK
Engaged and commited  32,1%
Engaged in the job    4,2%
Committed to the organisation 33,3%
Not engaged and not committed 30,4%
Engaged and/or committed and 
also intend to leave    7,7%

GERMANY
Engaged and commited  32,8%
Engaged in the job    2,8%
Committed to the organisation 38,8%
Not engaged and not committed 25,6%
Engaged and/or committed and 
also intend to leave    6.0%

CROATIA
Engaged and commited  27,1%
Engaged in the job    3,5%
Committed to the organisation 34,4%
Not engaged and not committed 35,0%
Engaged and/or committed and 
also intend to leave  12,9%

FINLAND
Engaged and commited  24,6%
Engaged in the job    4,7%
Committed to the organisation 35,0%
Not engaged and not committed 35,6%
Engaged and/or committed and 
also intend to leave   10,4%
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GREECE
Engaged and commited  33,0%
Engaged in the job    2,9%
Committed to the organisation 43,5%
Not engaged and not committed 20,6%
Engaged and/or committed and 
also intend to leave  14,3%

INDONESIA
Engaged and commited  25,4%
Engaged in the job    2,2%
Committed to the organisation 47,3%
Not engaged and not committed 25,1%
Engaged and/or committed and 
also intend to leave   9,2%

HUNGARY
Engaged and commited  28,7%
Engaged in the job    1,9%
Committed to the organisation 38,5%
Not engaged and not committed 30,9%
Engaged and/or committed and 
also intend to leave    9,1%

ITALY
Engaged and commited  28,4%
Engaged in the job    4,4%
Committed to the organisation 43,8%
Not engaged and not committed 23,3%
Engaged and/or committed and 
also intend to leave  12,9%

INDIA
Engaged and commited  47,5%
Engaged in the job    4,4%
Committed to the organisation 37,0%
Not engaged and not committed 11,1%
Engaged and/or committed and 
also intend to leave  12,7%

JAPAN
Engaged and commited  10,1%
Engaged in the job    3,2%
Committed to the organisation 32,5%
Not engaged and not committed 54,3%
Engaged and/or committed and 
also intend to leave   4,4%

HONG KONG
Engaged and commited    8,6%
Engaged in the job    3,2%
Committed to the organisation 40,4%
Not engaged and not committed 47,9%
Engaged and/or committed and 
also intend to leave    7,6%

IRELAND
Engaged and commited  25,9%
Engaged in the job    1,3%
Committed to the organisation 44,,2%
Not engaged and not committed 28,7%
Engaged and/or committed and 
also intend to leave  10,4%
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NETHERLANDS
Engaged and commited  30,8%
Engaged in the job    3,8%
Committed to the organisation 39,3%
Not engaged and not committed 26,1%
Engaged and/or committed and 
also intend to leave    8,5%

LITHUANIA
Engaged and commited  25,6%
Engaged in the job    1,9%
Committed to the organisation 47,3%
Not engaged and not committed 25,2%
Engaged and/or committed and 
also intend to leave    9,6%

NIGERIA
Engaged and commited  43,3%
Engaged in the job    3,8%
Committed to the organisation 34,4%
Not engaged and not committed 18,5%
Engaged and/or committed and 
also intend to leave   37,6%

KENYA
Engaged and commited  36,5%
Engaged in the job    5,0%
Committed to the organisation 34,3%
Not engaged and not committed 24,2%
Engaged and/or committed and 
also intend to leave   34,0%

MEXICO
Engaged and commited  56,4%
Engaged in the job    3,1%
Committed to the organisation 26,3%
Not engaged and not committed 14,1%
Engaged and/or committed and 
also intend to leave  14,1%

NORWAY
Engaged and commited  34,8%
Engaged in the job    5,8%
Committed to the organisation 28,1%
Not engaged and not committed 31,3%
Engaged and/or committed and 
also intend to leave    8,6%

LATVIA
Engaged and commited  21,6%
Engaged in the job    0,6%
Committed to the organisation 52,1%
Not engaged and not committed 25,7%
Engaged and/or committed and 
also intend to leave   8,6%

NEW ZEALAND
Engaged and commited  25,1%
Engaged in the job    1,9%
Committed to the organisation 50,2%
Not engaged and not committed 22,9%
Engaged and/or committed and 
also intend to leave  14,9%
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PERU
Engaged and commited  42,7%
Engaged in the job    2,5%
Committed to the organisation 35,4%
Not engaged and not committed 19,3%
Engaged and/or committed and 
also intend to leave  19,6%

RUSSIA
Engaged and commited  18,7%
Engaged in the job    1,0%
Committed to the organisation 46,0%
Not engaged and not committed 34,3%
Engaged and/or committed and 
also intend to leave  12,1%

PORTUGAL
Engaged and commited  23,1%
Engaged in the job    3,5%
Committed to the organisation 38,9%
Not engaged and not committed 34,5%
Engaged and/or committed and 
also intend to leave   11,4%

SINGAPORE
Engaged and commited  14,8%
Engaged in the job    1,3%
Committed to the organisation 47,3%
Not engaged and not committed 36,6%
Engaged and/or committed and 
also intend to leave   9,1%

ROMANIA
Engaged and commited  40,5%
Engaged in the job    2,2%
Committed to the organisation 44,6%
Not engaged and not committed 12,7%
Engaged and/or committed and 
also intend to leave    8,5%

SLOVAKIA
Engaged and commited  16,8%
Engaged in the job    1,3%
Committed to the organisation 44,1%
Not engaged and not committed 37,8%
Engaged and/or committed and 
also intend to leave   9,5%

POLAND
Engaged and commited  23,8%
Engaged in the job    1,9%
Committed to the organisation 31,8%
Not engaged and not committed 42,6%
Engaged and/or committed and 
also intend to leave    3,7%

SERBIA
Engaged and commited  22,4%
Engaged in the job    2,5%
Committed to the organisation 41,0%
Not engaged and not committed 34,1%
Engaged and/or committed and 
also intend to leave  13,6%
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SWEDEN
Engaged and commited  26,8%
Engaged in the job    5,1%
Committed to the organisation 31,8%
Not engaged and not committed 36,3%
Engaged and/or committed and 
also intend to leave  10,2%

SOUTH KOREA
Engaged and commited  18,3%
Engaged in the job    2,8%
Committed to the organisation 38,5%
Not engaged and not committed 40,4%
Engaged and/or committed and 
also intend to leave  11,0%

TAIWAN
Engaged and commited  13,5%
Engaged in the job    0,6%
Committed to the organisation 29,2%
Not engaged and not committed 46,6%
Engaged and/or committed and 
also intend to leave    4,2%

SLOVENIA
Engaged and commited  27,6%
Engaged in the job    5,7%
Committed to the organisation 33,3%
Not engaged and not committed 33,3%
Engaged and/or committed and 
also intend to leave   12,4%

SPAIN
Engaged and commited  33,0%
Engaged in the job    6,0%
Committed to the organisation 41,2%
Not engaged and not committed 19,8%
Engaged and/or committed and 
also intend to leave  10,1%

THAILAND
Engaged and commited  40,9%
Engaged in the job    2,8%
Committed to the organisation 34,3%
Not engaged and not committed 22,0%
Engaged and/or committed and 
also intend to leave  10,7%

SOUTH AFRIKA
Engaged and commited  38,3%
Engaged in the job    2,2%
Committed to the organisation 35,8%
Not engaged and not committed 23,7%
Engaged and/or committed and 
also intend to leave  17,1%

SWITZERLAND
Engaged and commited  32,7%
Engaged in the job    3,2%
Committed to the organisation 33,7%
Not engaged and not committed 30,5%
Engaged and/or committed and 
also intend to leave    9,5%
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TURKEY
Engaged and commited  35,1%
Engaged in the job    3,8%
Committed to the organisation 38,9%
Not engaged and not committed 22,2%
Engaged and/or committed and 
also intend to leave  12,3%

UNITED STATES
Engaged and commited  35,4%
Engaged in the job    3,8%
Committed to the organisation 41,1%
Not engaged and not committed 19,7%
Engaged and/or committed and 
also intend to leave    8,8%

UKRAINE
Engaged and commited  17,4%
Engaged in the job    2,2%
Committed to the organisation 49,7%
Not engaged and not committed 30,7%
Engaged and/or committed and 
also intend to leave   14,6%

UNITED KINGDOM
Engaged and commited  26,9%
Engaged in the job    2,8%
Committed to the organisation 39,1%
Not engaged and not committed 31,3%
Engaged and/or committed and 
also intend to leave    8,4%

UAE
Engaged and commited  29,8%
Engaged in the job    4,1%
Committed to the organisation 37,8%
Not engaged and not committed 28,3%
Engaged and/or committed and 
also intend to leave   20,3%

VIETNAM
Engaged and commited  27,7%
Engaged in the job    1,6%
Committed to the organisation 50,3%
Not engaged and not committed 20,4%
Engaged and/or committed and 
also intend to leave    7,5%
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Follow us on Twitter, Linkedin and YouTube

http://www.youtube.com/user/EffectoryBV
http://twitter.com/effectory?lang=nl
http:/www.linkedin.com/company/effectory
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