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Introduction

In late 2009 and early 2010, approximately 10,000
people from the contact center and customer service
sectors across North America, Europe, and the Asia
Pacific region responded to a workplace survey
developed by Kelly Servicéhe Kelly Global
Workforce IndeXKGWI) examined attitudes and
trends on the topic of compangyalty and employee
engagement.

Survey respondents ranged in age from 18 to 65 and
comprised the three generational groups: Generation
Y (age 18 ¢ 29), Generation X (age 30 ¢ 47), and the
Baby Boomer generation (age 48 ¢ 65). Respondents
were either employed within the contact center and
customer service industry, or were unemployed and
searching for future work opportunities in the
industry.

The questions were as follows:

e As aresult of the recession, are you more or
less loyal to your employer?

If more loyal, why? If less loyal, why?

¢ How committed or Gengagedé do you feel
with your current employer?

e What one thing would make you feel more
committed or Gengaged€ with your job?

e What one factor would be most likely to
cause you to leave your organization?

e How important is a companyQ reputation
when considering whether to join or remain
working with an organization?

e What is the most important factor in
determining an organization@ reputation?

e What level of confidence do you have in your
current companyQ ability to be a good
corporate citizen and act responsibly?

Company Loyalty

The global economic recession has caused massive
social and business upheaval with thousands of
workers laid off and scores of firms shut down. It has
also had a lasting impact on workers who have lived
through it,as well agfounger workers who
experienced their first major economic shock.

Has the recession made employees more loyal?

The survey finds that one of the most profound effects
of the recession has been on the level of trust

between employees and employers in the contact
center and customer service industry. A total of 31
percent say that as a result of the economic recession,
they now feel dmore loyal€ to their organization than
before the recession commenced. There are 10
percent who say they are now dless loyal€ and 59
percent who says the recession has made no
difference.

Perhaps surprisingly it is Gen YT who is supposed to
have fleeting loyalty to their employerst who has
emerged more loyal than their older colleagues. This
group, which has experienced its first major economic
downturn, had responded almost identically to older
colleagues.

It is clear that global economic difficulties have had an
enduring impact on the fundamental way that people
think about their jobs and the relationship they have
with their employers. While some have clearly been
unsettled by the economic upheaval and now feel less
loyal, there are three times as many who have
emerged with heightened loyalty.

There were fears that the approaching end of the
recession might trigger a wave of resignations as
employees fled traumatized workplaces. This does not
appear to have been the case. Rather, it may have
given rise to a new wave of people, including younger
workers, who are now more attached to their work.

The results show marked variations across the globe,
headed by Indonesia and Puerto Rico where more
than 60 percent say they are more loyal. There is a
large band of countries with higher than average
outcomes including Malaysia, Mexico, Thailand, US,
Belgium, India, and New Zealand, while those
countries at the bottom of the scale include Denmark,
Luxembourg, Poland, and Portugal.

Economic Recession and Employee
Loyalty

As a result of the economic recession, are you more
or less loyal to your employer? (% "more loyal')

GenY | d 32%
GenX | 31%
Baby Boomers | d 30%

Total | 3 1%
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Global Employee Loyalty
As a result of the economic recession, are you more or less loyal to your
employer? (% 'more loyal')
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Critical factors influencing employee loyalty

So what have some contact center and customer
service firms done to make their staff members more
loyal? It appears that those firms with positive
management, good morale, and active
communication have been most successful in
sustaining their staff during the worst of the
downturn. Those three factors were more important
than pay and benefit levels in keeping the workforce
intact.

This suggests that a key to surviving the recession
rests in management that maintains an open dialogue
with staff about its strategies for the future and the
challenges to be addressed. A realistic but positive
management mindset appears to rub off on
employees who are seeking both an understanding of
business direction and reasons to remain optimistic.

While the results generally apply across all
generations in the sector, it is apparent that Baby
Boomers are more motivated by pay and benefit
levels than their younger colleagues, while for Gen 'Y
and Gen X, morale, communication, and training
opportunities are somewhat more important.

The survey demonstrates how employers that have
been able to effectively manage their staff through
one of the most challenging periods in recent history
have emerged with a workforce that is more devoted,
and likely to be more energized and productive as the
economy recovers.

Positive Influences on Employee Loyalty
Asa result of the economic recession, are you more loyal to your employer?
(If yes why?)
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Employee Engagement

It is hard to have committed @engaged workers in
the midst of a severe economic downtuont many
organizations, it seems, are managing to keep staff
focused and motivated. @trary to expectations, the
economic slump has not been as negative on
workplace morale as some had imagined.

Baby Boomers are more engaged than Gen Y or
Gen X

In spite of the economic gloom that has prevailed for
the past 18 months, a total of 45 percent of those in
the contact center and customer service industry say
they are Ctotally committed€ to their current
employer.

The level of engagement is higher among Baby
Boomers (47 percent Gtotally committed€), compared
with Gen X (45 percent) and Gen Y (44 percent).

Employee engagement is considered a critical element
in the complex web that contributes to staff morale
and productivity. Energized employees are recognized
as the elusive ingredient that makes the difference
between simply average, and high-performing,
productive workplaces. The key to this involves both
rewards and challenges. Pay is an important element,
but it is not the only thing and not even the most
important.

Employee Engagement
How committed or "engaged" do you feel with your current
employer? (% "totally committed")
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Critical factors influencing employee
engagement

When asked, employees say that the most important
factor that impacts their level of engagement with
work is the provision of interesting and challenging
work, ahead of higher salaries or benefits.

This reinforces the notion that people in all vocations
generally want to be valued in their role and take
pride in what they do. Workers who are given tasks
that push them to acceptable limits, learn on the job,
and feel they are making a contribution are likely to be
more committed to their work.



The quality of work is more of an issue for Gen Y, who
cite the appeal of more interesting and challenging
work more frequently than their older colleagues and
who also look toward gaining more meaningful
responsibility.

The issue of work-life balance is more acute for Gen X,
perhaps understandably as this is the group at the
peak of their child rearing years with mortgages and
often pressing household budgets.

Telecommuting, or working from home, generally
rates relatively low as an issue that influences
employee engagement, but it is particularly attractive
to Baby Boomers, and to a slightly lesser extent, Gen
X.

Strengthening Employee Engagement

‘What one thing would make you feel more committed or "engaged” with
your job?
— HGenY
Opportunity for telecommuting ?
M GenX
—_—
A better work/life balance E—‘ H Baby Boomers
H Total
More or improved training [

More meaningful responsibility E‘
ee———
Higher salary / benefits E

More interesting / challenging work
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Corporate Reputation and
Employee Engagement

An organizatio® reputation plays a critical role in the
way that employees interact with other staffembers
and perform in tleir jobs. Workers generally want to
take pride in the organization that employs them and
the work that they do. Corporate reputation is a major
factor that attracts them to an employer and what
keeps them there.

Reputation fluctuates with age

When asked about the importance of corporate
reputation in deciding where to work or whether to
stay in a particular job, a total of 42 percent say it is
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important, 13 percent are neutral, and 4 percent say
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There is a critical generational element in the way that
workers view the importance of corporate reputation.
While more than half of Baby Boomers think that
corporate reputation is very important in deciding on
a job, that percentage falls to 44 percent of Gen X and
39 percent of Gen Y.
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It is possible that older workers may simply have more
experience in seeing the adverse impacts that can
flow from diminished corporate reputation in
destroying jobs and share value. Younger workers may
also be less scrutinizing in this area, especially at the
outset of their careers.

Corporate Reputation and Job Appeal
How important is a company's reputation when considering
whether to join or remain working with an organization?
(% "very important")
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Baby Boomers _ 53%
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Factors that influence corporate reputation

The way that employees make up their minds about
corporate reputation reflects a surprisingly pragmatic
view about whatQimportant in building public
perception. The most important thing to employees in
the contact center and customer service industry is
the quality of products and services, cited by 38
percent. Also important is the quality of management
(32 percent) and the quality of employees (13
percent).

But after these three factors, other considerations fall
well down the list, including global presence,
corporate social responsibility initiatives, financial
performance, and longevity. This may come as a
surprise, because organizations spend considerable
sums and go to extraordinary lengths with initiatives
to enhance corporate reputation. Yet in the eyes of
employees and prospective employees, it really boils
down to what firms produce and the qualities of those
who lead them.

All generations agree that the quality of
products/services is the most important factor. But
when it comes to the quality of management, this
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Gen Y is more interested than older colleagues in the
quality of employees, perhaps reflective of the
importance of social networks and the blurring of

personal and work life under the younger generation.



Factors Impacting Corporate Reputation
What s the most important factor in determining an organization's
reputation?
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Employee confidence in the management of
corporate reputation

For an employee, the standing of their employer@Q

corporate reputation is of some considerable interest.

The way that reputation is either enhanced or
degraded is likely to have a significant bearing on an
employee@Qimmediate career prospects. In this
respect both employers and current employees have
some shared interest in ensuring that corporate
reputation is protected.

In the aftermath of the global financial crisis, which
saw some corporate reputations plummet, it is
interesting to see what workers think about how well
their bosses will manage the corporate reputations of
their firms.

Survey respondents in the contact center and
customer service industry were asked: What level of
O2yTARSYyOS R2 @&2dz KI @S
ability to be a good corporate citizen and act
responsibly?

More than a third (40 percent) are dvery confidenté
and 33 percent | NJ®metvhat confidenté A Y

T A NalilRyao be a good corporate citizen and act
responsibly.

Members of Gen Y are considerably more positive
than older generations in their employersCabilities to
manage their corporate reputations, something that
may reflect a generally optimistic outlook, or some
level of cynicism about corporate behavior among
older generations.

Confidence in Corporate Reputation
What level of confidence do you have in your current company's
ability to be a good corporate citizen and act responsibly?
(% "very confident")
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GenY — 2%
GenX — 38%

Baby Boomers — 38%
Total — 40%
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Conclusion

It is generalf agreed that loyalty is something that has

to be earnedit is part of a twoway-deal that results

in greater trust and understanding on both sides. That

seems to explain, in part, what has occurred in the
workforce since the start of the global economic
recession.

Contact center and customer service firms that have
been able to survive the downturn and remain
engaged with their workforce have experienced an
unanticipated outcomet a workforce that is more
loyal, engaged, and (employers hope) more
productive.

Given the considerable efforts that firms undertake to
build employee engagement, it is somehow ironic that
it has taken the biggest economic collapse in a lifetime
to achieve precisely that outcome.

Perhaps more importantly it demonstrates the style of
management that can be harnessed to build lasting
and productive partnerships with the workforcet in
good times as well as bad.

It also emerges that the reputation of an organization
is a key element in the way that employees evaluate
their career decisions. While corporate reputation is
highly valued by employees, it is also fragile, and

employees are far from gertajn that it willbe =~
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Employee loyalty and engagement will fluctuate
according to business and economic cycles, but
employers now have fresh insight into the way that
the most recent economic collapse impacted the
psychology of the workforce.

Employers who heed the lessons from that event will
have a valuable tool that they can utilize to build a
more productive workforce for the longer term.
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