The Secret Power of CSR

A 1%Club research report into the relationship between
Corporate Social Responsibility and Employee Engagement.
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Introduction

Engaged employees are essential for every business. Many scientific
research reporfs have shown that organisations with motivated workers are
more productive, innovative and profitable. These companies have less
absenteeism, less employee turnover, and less counterproductive behavi-
our on the work floor. According to a wide range of customer safisfaction
surveys, clients also benefit from engaged employees. In short, increasing

employee engagement is crucial for every business.

An increasing number of organisations are discovering the power of
Corporate Social Responsibility (CSR] to do this. The demand for social
responsibility isn't just coming from politicians, the media or customers, but
increasingly from within organisations themselves. Employees, especially
those over 55 years old and socalled ‘Millennials’ the generation born af-
ter 1980) want employers to do business in a socially responsible manner.
CSR has become a way to attract talent — and to keep it. Increasingly CSR

is a less of a charitable concern and more of an organisation’s core policy.

In this report 1%Club investigates the relationship between companies’
CSR policies and employee engagement. What effect does CSR have on
employee motivation? How can companies best design and implement

CSR policies to increase employee engagement? And what is best practi-
ce in this field®

To answer these questions, we began by diving info the piles of scientific
research that have appeared over the last few years. We also inferviewed
twenty managers af Dufch large corporations, who are involved in the CSR
policy, about their employees’ involvement in CSR. The results are pre-
sented in this report. Our goal is to inspire companies and assist them to

improve their CSR policies and increase employee engagement.

Anna Chojnacka & Bart Lacroix

1%Club founders
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Ten lessons learned

An increasing amount of companies use their CSR policies o achieve their organisation’s core objectives.

CSR is also a valuable tool for HR departments. While the practical and thematic implementation of a CSR
policy varies per organisation, it is possible o sketch a general picture of the way in which CSR can be
optimally implemented fo increase employee engagement. Below we present ten lessons learned from our

investigative consultations and interviews with CSR managers.

I‘l

CSR is the future

Customers increasingly demand social responsibility from businesses. CSR is no longer a

@

"nice to have' —it's a ‘must’.

Nobody wants to work for a bad company

The pressure to embrace corporate responsibility doesn't come just from external sources

®

(customers, politicians, media) but increasingly from the employees as well.

CSR that matters

The position of CSR within organisations is shifting from charity fowards an integral part of a

©

company's sustainable development sirategy.

Satisfied but not engaged
Only 38% of Dutch employees feel engaged in their organisation and describe themselves as

'passionate’ about their work.

Engaged workers = better results

A high level of employee engagement leads to growth in productivity, loyalty, customer satisfaction

@ @

and revenue.
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Employees love CSR

‘ 6 , CSR has a direct relationship to employee engagement. CSR is an increasing factor for

employees in deciding whether they want to work for a company, how passionate they are about

their job and i they want to stay working there.

Bottom-up CSR communications r
. . . . . . . . . :...* ¥ r
7 Combine internal top-down communication campaigns with the input of enthusiastic employees

as CSR ambassadors, and give employees the bottom-up communication tools fo invite

colleagues to join in.

Invest time, knowledge and talent
8 Voluntary contributions of time, knowledge and talent are the best way fo atfract the ‘involve me’

generation of employees to actively participate in CSR.

Everyone wins with crowdfunding \
< 9 > Crowdfunding is an excellent CSR tool that regularly leads to high employee engagement and o > 4

sense of fogetherness and company pride.

The boss has to join in
< ] o > Don't make CSR compulsory. Instead encourage employees to become actively involved - and

make sure that management supports and actively participates in CSR activities.



CSR is the future

let's begin by defining Corporate Social Responsibility (CSR). By CSR we mean the results-driven process

in which a business takes responsibility for the consequences of its activities on social, ecological and
economic fronts, becomes accountable for the consequences of its actions and engages in dialogue with

stakeholders on these issues. (Definition: MVO Loont)

CSR is becomingly increasingly important for businesses. CSR activities strengthen the value of a brand,
influence consumer purchasing behaviour, and can improve the reputation of a business in terms of

trust and honesty. In addition, CSR activities improve the atmosphere within an organisation for every
stakeholder (Bhattacharya, Korschun & Sen 2009; Lluo & Bhattacharya, 2006). Customers increasingly
demand that businesses embrace corporate social responsibility. A global customer survey by Cone
Communications & Echo Research in 2013 showed that out of 10,000 customers @1% would switch to
a socially responsible business if its price and quality of product/service were the same. Further, con-
sumers have more trust in (24%) and are more loyal to (923%) socially responsible businesses. CSR also
influences custfomer behaviour in regards to where they would like to work {81%), where they would shop

or what they would buy (87%) and which products and services they would recommend (85%).

While governments and the media highlight and even encourage corporate social responsibility, it's
everyday people in their roles as customer and employee that can exert the most influence. According to
research by Cone & Echo, consumers believe that CSR is no longer a 'nice to have’ for businesses, but a
‘must’. 31% of the consumers are convinced that organizations have to change their businesses to align
with greater social and environmental needs. Besides 21% of the consumers believe that organizations
should support larger social or environmental issues and 29% thinks business should not only support but
also advocate for a change (Cone/ Echo Research 2013]). It is no longer a question of whether compa-

nies should infroduce a CSR policy, but how organisations can create a real and valuable impact with

CSR.

For many companies CSR is based on the following pillars: sustainable internal processes, responsible
production and/or purchasing, responsible employment, trustworthiness, environmental policies, trans-

parency, diversity and community involvement. This report will mainly focus on community involvement &

employee engagement.
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Businesses should change
the way they operate fo

align with greater social and
environmental needs

Businesses should not only
support but advocate for
change in larger social or
environmental issues by
increasing awareness of the
issues and donating products
or services, money or
volunteering

Businesses exist to make money

for shareholders and are not
responsible for supporting social
or environmental issues

Businesses may play a

limited role in the communities
in which they are based, but
are not necessarily responsible
for supporting social or
environmental issues

Businesses should support
larger social or environmental

issues by donating products or
services, money or
volunteering

Source: Cone / Echo Research (2013)




2 Nobody wants to work for a bad company

The pressure on businesses to embrace corporate social responsibility doesn't just come from external sour-
ces [customers, polificians and the media) but increasingly from their own staff. Employees want to work on
projects within their organisation that contribute to their own personal growth and something bigger than
themselves.

A survey amongst employees at Booking.com showed that 84% were very interested in actively participating
in CSR activities. And research carried out by the American non-profit organisation Net Impact in 2014 sho-
wed that at least 45% of American employees are prepared to accept a lower salary in exchange for a job

where they can make a social or environmental impact.

For 50% of the Millennials CSR is

a defermining factor in choosing

In 2020 half Of fhe 44% of the Millennials don't want

to work for a business with a bad

CSR reputation a business

global workforce will
be Millennials

0000000000

It is particularly noteworthy that Millennials — the youngest part of the workforce, the generation born after
1980 — believe CSR to be very important. As half of the global work force in 2020 will consist of this ge-
neration, CSR will become increasingly important for businesses in affracting (and keeping) talent. Research
by IBM in 2008 showed that CSR is a determining factor in choosing a business for 50% of Millennials. In

addition, 44% would not work for an employer with a poor CSR reputation.

But it's not just Millennials for whom CSR is important. People 55 years old and above are also concerned
about corporate responsibility. This is how Niels van Geenhuizen, Sustainability Programme Manager af
ARCADIS sees it: “Many people in this age group have worked hard for years and ask themselves — is this it

It's not just about a career or salary — they want to make a real difference in society.”
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CSR that matters

While many CSR policies are often described in terms of charity, CSR is increasingly a part of orga-
nisations’ core policy. Research conducted by IBM amongst 250 CEOs worldwide showed that 68%
have a strategic perspective for CSR - they see CSR as an integral pillar of the sustainable growth

strategy for their business.

A similar picture emerges from our interviews with Dutch CSR managers. “The time when you could
sponsor a charity to show your engagement with society is over,” according to Dirk van den Bogaart
at Wehkamp. “As a business you need to show that your organisation is genuinely engaged with soci-
ety. We do this, for example, with responsible production, reducing our CO2 consumption in logistics,
but also by protecting the privacy of our online customers.” ABN AMRO has a social program Partner
of the Future. This program focuses on people who want to discover and develop their talent. “VWe
hereby give people a 'nudge’. We do this together with colleagues from (social) sponsorship who are
working in the fields of enfrepreneurship, education, arts and culture and sports. The activities of em-

ployees should contain one of the themes of this social program, * says Inge Postma of ABN AMRO.

In line with this approach, more businesses are using their key competencies and skills to support the
outside world. If you're a cacao factory, then it makes more sense to do something with cacao farmers
than a hospital,” says Leendert van Bergeijk af TMG. The CSR activities of health insurance firm Men-
zis, for example, focus not only on the traditional areas but most specifically on health, while Aegon'’s
employees raise financial awareness. "ARCADIS works in the Shelterprogram with the United Nations
(UN Habitat),” says Niels van Geenhuizen. “After the hurricane in Haiti, we flew our staff in to help
and share our knowledge on, for example, waste issues and installing sewers and sanitation.” ARCA-
DIS also organises the annual art and technology competition Artcadia at secondary schools where
employees share their enthusiasm and expertise with students. These CSR activities form an integral
part of ARCADIS's sustainable growth strategy. Van Geenhuizen: “We hope that more students will

choose to study technology.”

Most of our interviews showed that businesses consciously use CSR to increase employee involvement.
For example, Delta Lloyd employees regularly help people with debt prevention. “Often it's just simple
things like opening the post”, says Hester Apeldoorn. “A director who joined in was amazed by what
he saw. The amount of letters, the confusion — it really gave him an insight info how serious a situation
it can be for some people. This isn't just about how our employees can help, they also get to see what
our clients are really like and how the letters we send can be received.” Also at ABN AMRO they re-
alize that connecting people from two worlds is very valuable. “Encouraging entrepreneurship is core
business of the bank. If's great to see, for example that employees are helping young Dutch designers
coach in their entrepreneurship on a voluntary base. In this way, the banker is enriched by the passion
and creativity of the designers and the designers discover how important it is to have business

knowledge!” says Inge Postma.
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Touch the heart of your employees

If the subject of a CSR policy goes straight for the heart, then employees are more
enthusiastic and involved (PWC, 2014). So make sure you choose a subject that
employees are interested in. “Projects should be close to home,” says lieke van Aalten
at Perfetti van Melle. “The closer to home, the more involved employees will be and
the more they'll enjoy it.” A good example is the enthusiasm with which employees of
ANWRB (the Dutch breakdown service) joined a training scheme fo reduce petrol
consumption while working. Choose a theme that suits the organisation’s activities, is

the conclusion of PWC's researchers.




Satisfied but not engaged

An extensive research project by Effectory of 400,000 employees in the Netherlands in 2015, showed that at least
81% are safisfied with his or her work. That's to say these employees are safisfied with the organisation, its offices,

the atmosphere at work and the benefits they are offered.

4 out of 10 employees
are involved and passionate

employees.

9000000000

However, employee satisfaction doesn’t necessarily result in employee productivity. Workers can be safisfied by
having a nice chat with their colleagues over coffee, smoking a cigarette outside or checking social media. In other
words, satisfied workers don't necessarily produce good business results. For that you need engaged employees.
Sadly according fo Effectory’s research there are fewer of these than happy workers: Only 38% of employees feel

part of their organisation and describe themselves as passionate about ‘work.’

Employee satisfaction, commitment and engagement.
Employee survey specialist Effectory conducts research into the safisfaction, commitment and engagement of the
Dutch population. In 2014 Effectory surveyed 400,000 employees in the Netherlands. These are the definitions

Effectory used in the survey:

so\.\SfOCﬁoh

81%

of Dutch employees

of Dutch employees

are satisfied are committed and

engaged

Wellbeing of employees in their work. This influences their Committed workers care about their organisation. They feel
involvement in the organisation, motivation, pleasure in their connected to their employer, believe that they fit into the
work and the extent fo which they participate in a team. organisation and stand behind its goals. Engaged em-

ployees are passionate about their work. They are energi-
sed by their work and give everything to do their job the

best they can.

Source: Effectory (2015) 13



5 Engaged workers = better results
There has been research done all over the world into the relationship between employee engagement and
company results. This research shows again and again that the higher the level of employee engagement, the
more employees contribute fo the success of the organisation. Engaged workers do more than is expected of
them — their contribution increases by 57% - and there is less chance that they will leave the organisation in
the shortterm. A PWC report (2014] shows that a higher level of employee engagement leads to increases in

productivity, customer satisfaction, loyalty and revenue.

In the Netherlands only 38% of employees feel engaged in the organisation they work for. That means that 2%
don't do their best at work and could actually damage their employer. The consequences of this attitude inclu-
de negatively influencing colleagues, absenteeism and not serving customers properly. Not only this, research
shows that 10-15% of workers who aren’t committed fo their organisation plan to leave on short nofice. In short:

employees who aren't engaged cost businesses a lot of money every year.

G

Engaged employees are more productive
Engaged employees provide

Improved: Less:

®  Productivity e Absenteeism

®  Quality of products and services e Employee turnover
* Innovation *  Production costs

e SelHulfilment and job satisfaction o Theft

e Adapfability to change e Counterproductive behaviour

® Team spirit

Relationships with clients

Source: PWC (2014)

USE YOUR
BRAINS
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Employees love CSR

An increasing amount of studies show that CSR improves employee commitment (Gross, 2011). It appears
that a company’s CSR policy influences employees” attitudes and is important in attracting, retaining and
engaging employees. The graph below shows the relationship between employee positivity over their
employer's CSR activity and how proud they are of their company. There is a similarly positive correlation
between the CSR policy and employee safisfaction, the intention of sfaff to remain with an organisation, and

their willingness to recommend the organisation fo their friends as a good employer.

Engagement Correlates with CSR

Engagement vs, Corporate Social Responsibility Driver Question
(This is a ially and envi Iy r ible organization)

L

¥ = 0.067% + 0.002
R’ 06762 A
00% Corrolation « 0.76

% of -
employees
who are
engaged o

o 0% 20% 0% 0% o 0% % 0% V0% 100%

% who agree / strongly agree that their organization
is socially and environmentally responsible

CBSR and Hewitt Associates, “Engaging Employees Through CSR" webinar, Jan 2010

Source: CBSR & Hewitt Associates, 2010

Within employers who have a positive approach to CSR:
86% of employees feel very engaged in the organisation;
82% of employees believe that the organisation is very competitive in its sector;

75% of employees believe that their employer is interested in their wellbeing.

CSR also influences how employees view their management. /0% of employees who see their organisation
as socially responsible rate the integrity of their senior management higher than employees who are negative
about their employee’s CSR policy. Involvement in CSR leads employees to perceive themselves and their

employers as caring, resulting in increased employee engagement (Grant, Dutton & Rosso, 2008).
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A success story: Booking.com

At Booking.com business and leisure travellers can find and book suitable accommodation all

over the world. Since 1996 Booking.com has been available in more than forty languages

and currently offers almost 646,779 properties in 212 countries.

Booking Cares

In 2014 Booking.com launched a new CSR programme: Booking Cares. This platform
brings employees closer fogether and encourages them to initiate or support projects that
make Booking.com’s fravel destinations even more aftractive. Employees can start their own
project in three areas: sustainable tourism, the environment and cultural heritage — and they
can spend a full working day on the project every year. The Booking Cares manager runs
the platform together with a team of ambassadors (regular Booking.com employees) spread
around the world. All Booking.com’s communication channels (newsletters, Facebook, annual

campaigns) are used to share programme updates and successes.



N
,

It was Booking.com staff who demanded an active CSR policy, and there is a high level of participation in
CSR activities. “One employee came up with an idea to have a hotel in Vienna that employs asylum see-

kers,” says Marianne Gybels. “Our staff helped with odd jobs and finding second-hand furniture. We give
our employees the opportunity to work in the real world. This gives them a better idea of their own place in

the world.”

Impressive results
One year affer the launch of Booking Cares, 80% of employees have signed up for the platform. 283 pro-
jects have begun in 115 cities around the world. 364 voluntary projects have been realised by 3,962 (of

the 8,300) employees, with over 19,796 volunteer hours donated.

17
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Bottom-up CSR communications

How do you generate employee enthusiasm for a CSR programme? And how do you attract the most possi-
ble number of employees to join in2 A clever communications strategy can play a vital role. However, most
companies use internal (online) newsletters, magozines and infranet to raise awareness and visibility of their

CSR programmes.

Most CSR managers ask for a clear channel in which all CSR activities are visible, where employees can
choose which programmes to join and can invite colleagues to participate in. This improves communication
and facilitates the assessment and communication of results. “I don't believe in mass communication corporate
campaigns where you fell everybody how everything should be done,” says Sander Molenaar at Enexis. Niels
van Geenhuizen af ARCADIS agrees with him. “If | have a message for all the employees of the organisation,

| can never ensure that everybody receives the message in the way | would like to convey.”

The majority of CSR managers say that personal channels of communication between employees are more
important than their official counterparts. Van Geenhuizen: “Ideally, you want someone to be personally ap-
proached — by a supervisor, colleague or somebody else in their department. That has a big effect on people,
regardless of infrinsic motivation.” Therefore it's important to make the first CSR volunteers ambassadors for the
programme and offer them the chance to share their sfories and enthusiasm with colleagues. Marjolein Breed
from Aegon has seen this pattern too. “VWe ask enthusiastic colleagues to spread their passion amongst other
employees — this has resulted in the number of participants almost doubling. Management could never have

done this on its own.”

Be careful with publicity

Publicity for CSR isn't always a good thing — make sure you always consider the inferests and expectations
of every stakeholder. Accusations of greenwashing are never far away, warn several CSR managers. VWhen
to decide fo contact outside media or publish something on your own social media channels, be open and
honest. “Act first, talk later”, advises Leendert van Bergeijk at TMG. “You must first ensure that there are clear
plans and that the CSR policy is internally ensured. At first be completely transparent, then communicate to a

wider public or the press.”
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Invest time, knowledge and talent

Voluntary contributing time, knowledge and talent — also known as crowdsourcing — are currently the most
popular way to involve employees in CSR. The ‘involve me' generation doesn’t want fo wait for organiso-
fions to become socially responsible — they have their own ideas on how to do this and increasingly want

to donate their own time, knowledge and talent to make an active contribution to a better world.

( Trust me ‘ Tell me : ‘ Show me : Involve me’

Often volunteer work is used to give a company or department day out a socially responsible purpose.

Many businesses support NL Doet ['The Netherlands Does,” an annual campaign to work in the communi-
ty) - in projects like this a business benefits from infernal teambuilding, while making a difference in social
responsibility in the outside world. The number of days used for volunteering vary by company from eight

hours to three days a year.

Many businesses put the focus on local partnerships: using the knowledge or skills of employees to benefit
the neighbourhood where one of their branches is situated. These contributions allow the business to give
back to their local community. For example, service provider companies offer their unique expertise, while
production companies offer physical labour. Enexis founded a project called ‘Buurtkracht’ (Neighbourhood
Power’), in which local promoters work towards sustainability by working together to save energy. In this
way Enexis will help local promotors with knowledge and a good approach to achieve a successful out-

come. A useful by-product of this project is that social cohesion in the area has improved too.

Most of the companies we interviewed provide teaching at schools as part of their CSR policy. Technical
businesses give classes in technology, while financial organisations provide economic tuition. Both parties
benefit: employees learn a lot, while students get an idea of what it's like to work in technology or finan-
ce. Hester Apeldoorn at Delta Lloyd: “We support several financial education projects by deploying guest
lectures. Especially the project Bizworld is a nice project that teaches children about entrepreneurship.
Our colleagues set up a business with a class, and the group with the most profit wins. Our colleagues

enjoy themselves because the kids really get into it.”

A lot of the CSR managers we spoke to said that CSR activities are important in demonstrating what a
company's employees can offer to society. More and more organisations are choosing fo engage their

employees and to make the goals of an organisation more socially conscious.



Everyone wins with crowdfunding

Another popular CSR approach is crowdfunding. The old-fashioned way to raise funds is for an em-
ployee to go around the office collecting money for a charity — crowdfunding is a more professional
way fo achieve the same goal. It's a proven way to raise funds, and a good way to raise employee

engagement. 15 out of the 20 businesses we interviewed have used crowdfunding as part of CSR.

Many businesses have employees who promote projects and look for sponsors via crowdfunding. Of-
ten a business will contribute by matching the total funds the employees raise. It's noteworthy that these

projects continue fo succeed, and that team spirit amongst employees grows at the same time.

Royal BAM Group regularly organises crowdfunding projects. “The most impactful ones involve suppor-

ting a colleague or a member of a colleague’s family,” says William van Niekerk ot BAM. “People are
more enthusiastic when they know someone personally. This is a win-win situation: funds are raised,

feam spirit grows - and employee engagement as well.”

Crowdfunding is offen used for sporting events, from marathons to joining Steptember, an event where
every step taken for a month goes toward charity. The Amsterdam City Swim for ALS Foundation, and

running competitions organised by and for KiKa (a Dutch child cancer charity) are popular too.

Why employees join
crowdfunding

Cause Promise
Project
Revolution Impact
Social Story
Good will Person Reward Good feeling
Making something Fundraising

possible together

2]



The boss has to join in

According to most of the CSR managers we interviewed, a successful CSR programme
with increased employee engagement begins with a company’s management. “It stands
or fails with the support of management and the example given by the management,”
according to Niels van Geenhuizen from ARCADIS. “Management has to join in and
they will see the added value and supports the program and contributes actively,” con-
firms Marije van Rhebergen from DLL. At Booking.com the CSR program is originated
at the request of the employees who reported that a sound CSR policy of the organisa-
fion is important. This is the result of the annual engagement survey. The importance of

giving a good example is recognized by the management.

This doesn't mean that it's only management who must embrace CSR, suggests Monique
Messelink from ASN Bank. “You should make it something for everyone, from the CEO
at the top, to the person at reception.” CSR shouldn't remain a plaything for communi-
cations departments. “Every discipline and field can contribute in one way or another
to CSR,” says Wendeline Besier at Imtech. “It has to be this way, otherwise you can't
engage employees. You should ask someone in every department: “What do you think
is importante What should we take into account for your departmente’” Equality is vital
during CSR activities: everybody's contribution is just as important. “Management don't
get any special treatment here,” says Monique Messelink at ASN Bank. “They have to

join in just like everyone else.”

Nevertheless, management does play an important role in the success of a CSR pro-
gramme. A study af the American College of Greece in Athens, Greece, that the credi-
bility of a CSR programme is strengthened when led by a charismatic manager. There's
also less employee cynicism when a charismatic manager supports a CSR activity. In
addition — and of particular relevance fo this report — it also increases employee satis-

faction at work and their commitment to an organisation.




Don’t make CSR compulsory, actively engage employees instead

Not every employee wants to - or must - contribute to CSR. The majority of CSR managers confirm this. “There are
always people who think it's stupid,” says Lieke van Aalten at Perfetti van Mell. “Do not pay too much attention to
them. Focus on employees who want to participate.” At ASN Bank volunteering is “absolutely not compulsory”
according to Monique Messelink. “If someone doesn’t want to take a resident of the nursing home out for a trip,
then you shouldn't inflict a completely unmotivated employee on her.” According to Williom van Niekerk van
BAM, when CSR activities are “imposed from above, they don't work. But if employees start it themselves, then it
will be enthusiastically embraced.” As William van Niekerk at BAM puts it: “It's best when organised bottom-up,

and supported top-down.”
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Is it a success?

When is a CSR employee engagement programme a successe That depends on the organisation’s goal
or the impact a business wanfs fo have. If you judge CSR on the extent fo which it improves employee
engagement, than the total number of employees who participate is a useful measuring stick. Amongst

the companies that we surveyed, an average of 30% of employees took part in CSR activities.

At Accenture in The Netherlands roughly a quarter of all employees take part in CSR activities. “That's
higher than the global average for Accenture, so we're not doing too badly,” says Savitri Groag.
"However, I'd like to see the figure at 80%. | don't want fo say 100%, because there will be always
be employees who don't want to do it. But we do have a high target, you should be ambitious.” “Inge
Postma is very proud about the fact that ABN AMRO has each year more than 10,000 employees
who are involved in the projects of the Partner of the Future program. “Yet it remains quite unpredictable

which people may or may not register.”

They see things differently af Aegon. Marjolein Breed: “We don't have a target rate. | think it's more

important fo keep employees motivated than frying to get as many employees as possible involved in

CSR."

The more employees that participate in CSR activities, the more employees are engaged and committed
fo the organisation. But the impact of a successful CSR policy should not be overestimated, according o
Marianne Gybels af Booking.com. “Creating employee engagement is a delicate process. If employees
have a bad manager, don't feel at home in an organisation or aren’t happy with their position, not even

the best CSR programme in the world can change that. CSR can't solve everything — the basics have to

be in place too.”

24



@ vel v/
mcﬂk} P'C’D\‘,S

@ Mew ambathlen

*u«{g
D et
s an

~Ulevsen
lemren LS
- tus\enalaon

The magic formula for CSR

In this report we have investigated the relationship between CSR and employee engagement in organisa-

fions. Assuming that engaged employees are vital to a business's success, we have concentrated on CSR

as a way fo motive employees and increase employee engagement.

While companies were initially pushed by external parties to embrace social responsibility, a move to-

wards CSR is increasingly driven from within organisations. Employees demand it, and management in
an increasing amount of organisations are convinced that CSR directly contributes to operating profit by
saving costs and improving efficiency. CSR is becoming less of an isolated department within an organi-

sation but increasingly a key part of its core policy.

It's less wellknown that CSR can have a positive influence on staff. In this report we have shown through
scientific research that CSR is a valuable and smart HR tool. Valuable because CSR leads to higher em-
ployee engagement - employees are happier, more motivated and inspired, with less employee turnover.
Smart because CSR is a HR dream - companies benefit internally by doing good for others outside the

company.

While scientific research shows overwhelmingly that CSR is an important tool for raising employee
engagement, a surprising small number of companies use CSR fo affract, refain and increase employee
engagement. This is a missed opportunity, as the better a CSR policy is, the higher the levels of employee

engagement and performance are.
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The following companies contributed to this report:

1. Accenture: Skills to succeed
Savitri Groag, CSR manager Accenture The Netherlands

2. Aegon Foundation: Financial Awareness
Marjolein Breed, CSR Programme Manager

3. ANWB: Samen beter uit

4. ARCADIS
Niels van Geenhuizen, Program Manager Sustainability

5. ASN: Voor de Wereld van Morgen

Monique Messelink, Communicaties Manager

6. Royal BAM Groep
William van Niekerk, Corporate Social Responsibility
Director

7. Booking.com: Destination improvement
Marianne Gybels, CSR Manager

8. Delta Lloyd Foundation: Financial Independence

Hester Apeldoomn, DL Foundation Project Lleader

9.DLL
Marije van Rhebergen, Communications Manager

10. Enexis
Sander Molenaar, Senior Strategy Advisor & CSR
Coordinator

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

EY
Dasiyah de Zwart, Corporate Responsibility
Consultant

FrieslandCampina
Bettie Haisma, HR Manager

Imtech: Less is More
Wendeline Besier, Manager CSR

KPMG: Lifelong Learning
Jolanda van Schaik, Head CSR

Menzis

Erik Kemper, Treasury and Assefs Management

Perfetti van Melle
Lieke van Aalten, Communications Manager

™G
Leendert van Bergeijk, CSR Advisor

Van Lanschot: De Volgende Generatie
Stephanie Brilleman, Corporate Responsibility Advisor

Wehkamp

Dirk van den Bogaart, Corporate Reputation Manager
and Spokesperson

ABN Amro

Inge Postma, Senior Advisor Corporate Responsibility



The questions we asked

1. What do you as a company to increase employee engagement?

2.What CSR activities are done by employees2 Do they choose the theme/goal or is it chosen for them?

3. What communication channels work best to increase employee engagement and update them on

activities

4. What doesn’t work in engaging employees in planning and policies?

5. What do you consider a good example of employee engagement?

6. How many employees take part in projects set up for employee engagement every year? What do you

think about this total2

7. What is your organisation’s ambition for employee engagement?

8. What is your experience with crowdfunding and crowdsourcing in terms of increasing employee

engagement?

9. What employee engagement do’s and don’t have you learned that are worth sharing with other

companies?
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About 1%Club

1%Club is the do-good CSR platform where you can

make a world of difference.

We offer an innovative online platform where via
crowdfunding and crowdsourcing employees can easily get involved

in CSR activities and share them with their colleagues.
Does your organisation plan to increase employee engagement and make
CSR more visible for your employees? Then get in touch with Ronald lenz

right away! Email him at: business@onepercentclub.com.

www.onepercentclub.com

1°/CIub

Do-good engagement




