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A lLeader un employee opunion surveys

dedicatedito employe_

surveys
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Largest survey firm in Africa, with over 74 client companies in SA alone
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Question — Which picture doesn’t fit?
L
W



http://upload.wikimedia.org/wikipedia/commons/6/62/Lion_in_captivity.JPG
http://upload.wikimedia.org/wikipedia/en/b/b7/Toyota's_first_forklift.JPG

In the world of EVP, employees are investors NOT
assets

An effective EVP persuades employees to invest their “human
capital” with you, and for that, they expect a return on that

“investment” and one of these returns is an Engaging place to
work.



4 guick pountsy before we
heor some cose stunoies

1. What i Engagement?



Individual
physical,
interpersonal and
emotional well-
being at work

A local work
environment

that supports
productivity
and
performance
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Swstoanable engagement s o stronger predactor of
performance

3x higher
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Companies with Companies with
low Engagement high Engagement

Source: Towers Watson’ s Global Normative Database

27.
14.
9.9

Companies with
high Engagement
+ high Energy +
high Enablement

“Sustainable
engagement”

© 2013 Towers Watson. All rights

reserved.
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Owr design storty from yowr strotegie priorihies...

In high-performing organisations, cultural differentiators are reinforced and

driven by elements of the talent management strategy

7 \ )\

Efficiency

Strotegue Business Prioruties

Innovation

Customer
service

Comprehensive
training in basic
processes

Precise job roles
Disciplined
workload allocation
Clear and effective
structure
Data-driven
assessment
Coordination of
efforts

Best practices
exchange
Empowerment to
improve
processes
Disciplined use of
performance data
Long-term focus
Advanced training
Superior
processes

Diverse thought
and opinion
Support for risk
taking

Bias for action
Anticipating
emerging needs
Consistently
recognising new
ideas

Leadership clarity
on future priorities

Continual
information
sharing
Positive team
relationships
Customer-centric
orientation
Focus on talent
retention

Local authority
and
empowerment

Brand promise
engrained
Strong belief in
product

Deep pride
Integrity guides
business
Environment
reflects brand
Leadership
iInspires respect
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Bulding a world class survey programme

This is why we pay very close attention to the design of the programme, including of course
the survey instrument itself, because trying to address weaknesses once the program is
underway wastes energy and scarce resources, breaks the momentum and ultimately
compromises post-survey, business improvement activities.

Understand the current
culture and gaps to achieving
desired culture state for
organisation worth and
success.

Draw upon Towers
Watson’s employee
research expertise and
items from our normative
databases

Build senior leadership buy-
in and commitment to survey
process and driving action.

Database

Link To Your °
Strategy

Values &
Culture

Towers
Watson

Program
Design

Develop
framework

Senior
Leadership
A Input

Survey Team
Input

Ensure that the survey
and approach fit with your
current business strategy.

Consider developing a
framework that simply and
powerfully conveys the
‘why” and “how” of
Engagement at Client

Your input will help us
sharpen up the survey
content and process.
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A score of 60% favourable may be a “good” score for a question
in one country but a “bad” score on the same question in another
country. ....... Without norms data can be meaningless, or worse
misleading.

DS

| receive sufficient

training to improve my 71% 70% 43% 69% 74% 71%
skills
| have a good idea of
my career path 65% 69% 41% 61% 66% 70%
| und dh
wourrll i;r;;?:rt‘s cc?r\:lvprzr):y 98% 95% 91% 91% 98% NA
My benefits meet my
needs 62% 51% 48% 54% NA 56%
My pay is competitive 4504 38% 34% 35% 52% 31%
| have confidence in
senior |eadership 85% 80% 68% 69% 81% 80%
My manager
communicates 82% 80% 70% 75% 76% 85%
effectively
My team gets on well
together 94% 93% NA 83% 94 94%
We collaborate with
other departments 81% 80% 74 80% 70% 82%
Source: Towers Watson Norm database 2015. 10
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Withowt benchmarks accnrate uinterpretation and wse

L0002

<20 VOSSOSO iv@
QUGS

Global Performance

. Job Level Norms Personal / Demographics
Transitioning Companies Senior Management Race / Ethnicity
High Performing Companies Management Gender
Hourly (Union & Non Union) Age

Global Industry Norms Job / Function Norms
FMCG Manufacturing FMCG Research and Development Sales
Global Packaging Firms Logistics Manufacturing Departments Marketing
Engineering Pharmaceutical Human Resources
Financial Services Professional Services Information Technology
High Technology Retail & Leisure Finance

More than 400 norms. Updated yearly. Over 4 million employee opinions per year .

© 2015 Towers Watson. All rights reserved. Proprietary and Confidential. For Towers Watson and Towers Watson client use only.



Sumple stotustical analyses bring foeuns to- future actions

Key Driver Items Key Driver Categories

« Haxe confidence Indeckions made oy
senlor keaders

Key Driver Analysis to

+ Leaders hae sincere inerest in employee .
I T — i understand the drivers for
Wi employess engagement and help

prioritise for actions

« UnO2rsiand how my Jod CoMriouies 10

achiaving company  oDjecives S
. Hae clearunderstanding of goals and #2 Goals & Objectives supg

objecthes of compamy as @ whole

Sustainable
Engagement

« Belize strongly Inhe producis'senices
organization provioes — = :

. Oroaniztion I " pe e "W Company Image
community

| am engaged, enabled,
and energized (Not just
on the plane and in the

right seat, but flying it)

[ Overall sustainable
engagement index Digging
score: deeper

Sustainable engagement profiles:

| am engaged, but lack
the enablement or

Cluster analysis to 790/ :
. Highly Engaged [ | energy | need to really
understand the various o ANAAN perform. (On the plane

. . . anof ready to fly t?o, but
engagement profiles within Engaged, @ their seat belt isn't
. but Unsupported
Client and help focus on vs.2012

working and/or they are
locations for actions Ve, Global

too fatigued to fly)

Detached
I am not engaged, but am
comfortable...l have what |

Disengaged ﬂ 16% need and balance. (On the
lane and comfortable but onl
vs. Indust (LEALL) P i
ry R content to be a passenger)
. J - —

| am not engaged, enabled, or

energized. (Not on the plane; in fact may
be standing in front of it or throwing rocks
at the tires to slow it down on the runway)
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Cose study: puwting o $333 value on Engagement

In a recent linkage study for a retailer with 1000s of stores, the 10% of stores with best engagement
scores were compared to the 10% of stores with worst engagement scores. The performance of these
two groups of stores on operational, customer and financial KPIs was compared:

4 )

‘When employees are more engaged, the store tends to perform better”

Our most Gap Our least engaged
engaged stores stores

Engagement 93.43% 38.43% 55.00%

Cleanliness

Politeness

Helpfulness
Sales YOY Growth

* We apply a regression formula comparing change in engagement with change in revenue by store.
In this case we determined that a 1% increase in engagement explains 1.03% of this year’s total sales growth.

* We monitor the proportion of stores that have improved on their key drivers AND we measure the proportion of these
that also observe an improvement in engagement. In this case, the ratio is around 75%.

* These insights enable the client to take focussed action in areas that need improvement and maintain strengths with
confidence that taking action in these areas drives their KPIs in turn.

\_ /

From among 10 KPIs assessed, only statistically significant relationships are displayed.
The store engagement x sales growth regression model controlled for store investment, store manager tenure and size of stor&./

© 2015 Towers Watson. All rights reserved. Proprietary and Confidential. For Towers Watson and Towers Watson client use only.






Engagement and EVP
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Survey features

Sustainable Engagement

MTN’s Employee Value Proposition (EVP) Deal




Survey features

< Started survey journey in 2000

< Group surveys are centrally run across 25 countries

< Originally, use of in-house software which became economically unfeasible, shifted externally
* Governed by a survey policy

< Distinction between opinion survey and factual verification

< High importance of confidentiality and anonymity:
~  Minimum of ten responses
~  Statistically-valid sampling process followed

* Research projects undertaken include:

~  Culture and Morale survey format

Customer Satisfaction survey format

Y

Suggestion survey format

Y

Psychometric assessments format

Y

Multi-rater assessments




Survey features (cont.)

« “Asurvey is the solution to all problems”
* Annual survey calendar to manage Group surveys - “survey fatigue”
- Complexity of multiple sources:

~ 360 degree feedback - bias created in being identifiable

~ Not measuring the same thing

© Surveys used as scoring mechanism in bonus agreements




Organisational culture is measured through the Group Culture Audit (GCA)
Towers Watson Engagement model followed
Engagement is a complex topic
Quantifiably proved that a link exists between Engagement and financial
results:

Variable over the years

Link currently weak

Future trend?
Current focus is on the drivers of Engagement

Move towards predictive analytics which provides a different view



Towers Watson’s Sustainable Engagement Model

Attachment
to the

company
and willingness ‘)
to give
discretionary
effort

A local work
environment
that supports
productivity
and
performance

Individual physical,
interpersonal and ‘)
emotional well-
being at work




Brand Strength Leadership Investing in our
Brand Talent

Indicator - how current and

future employees view (will view)
MTN

Primary measure of EVP is out of
the GCA

The Employer of Choice results
will assist in incorporating Globally Diverse Total Reward and
Culture Recognition

external measures

=






MENEAT & WWDF
South Africa

Employee Engagement & EVP
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EES 2010 - 2015 Action Planning

Driving Employee Engagement

Training &
Developmen
t

Create 3 Pillars in
Development

Induction (6
week program)

Enhancement
(in trade
assessment)

Growth
(Personal vs
Career)

© Copyright JTI 2012

Empowerment

Snr management
sessions in
regions

Updating of tools
of trade / decision
making

Communicatio
n

Targeted
communicatio
n strateov

Safe to Speak
Up

HR Roadshows
Ask Excom

Top level
feedback on EES
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EES 2010 - 2015 Action Planning

Driving Employee Engagement

Diversity

Addressing perceptions
of inequality

Top level
communication
on reality in

business

Development &
roll out of
Diversity training

© Copyright JTI 2012

Remuneration /
Rewards

Clarification on
remuneration policy /
transparency

Use of HR Roadshows
& benefits brochures

Top level
communication

25



Employer Branding



Human Resources
Employer of Choice

* Develop a ‘global employer brand’ locally —
introduced in 2012 with Global goal and

values
« JTI Employer Brand localized
* Engage our employees to:
* Live the JTI brand
* Share our values

© Copyright JTI 2012 HR Overview March 2015 27






Towers Watson — Global footprint, local culbwre

Towers Watson is a leading global professional services company
that helps organisations improve performance through effective

people, risk and financial management

ac onﬁes
Risk and Financial Services Talent and Rewards Benefits O a

Risk Consulting and inNtheepEowgkrankd
Software financial management

consulting business
Investment Services
Reinsurance Brokerage urified

14,000 associates in 34 countries
Over 400 employee survey specialists in all major markets

associates

Fortune magazine
ranked Towers Watson

number one in its industry
70 76

Fortune Global Fortune U.S.

500 500

We work with
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