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Significant change continues to 
create challenges and opportunities 

Demanding top and bottom-
line growth expectations
Customer expectations
shaped by new forces
Aggressive and
non-traditional competitors
Requirements for conformity
and transparency
Rapid-fire technology 
advances

Challenges
Differentiated customer
experiences creating loyalty
Creative products, effective 
processes, relevant services
Higher productivity
Unique and non-traditional 
distribution channels
Customer-focused risk 
management and compliance 
adherence

Strategies

Towers Perrin’s Point of View:
The fundamental element required to thrive and grow in this business 
environment is people — the energy, ingenuity and engagement of 
your workforce
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Annual reports show that leaders understand 
how critical their employees are to success

“The most important part of taking care of 
customers is taking care of associates”

“People are the key to our success
and constitute a huge competitive 
advantage for us.”

“We’ll continue our focus on being a 
company driven by and for our people.”

“Achieving our great results and realizing our 
exciting future rests on our ability to attract, 
motivate and retain great people.”

“Our strategy is only as good as 
the people who carry it out, our 
reputation only as strong as the 
employees who embody it.”

“Traveling the road to success required the focused 
and determined efforts of talented employees all 
over the world. The strongest justification for my 
optimism derives from…our  talented employees.”

“Our ability to ensure continued growth 
and financial strength depends on the 
talent and dedication of management and 
employees.”

“An organization is only as good as its 
people, and we built our company on a 
foundation of talented and diverse 
employees.”

But are leaders just “talking the talk,” when only 37% of employees believe 
senior management treats them as valued, respected contributors?
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Business leaders are confronting tough 
questions about their workforce strategies

How will we ensure that we have the right number of people 
with the right skills in the right place to deliver on our business 
plan?

How can we create a high performance culture that aligns 
people to execute our strategy?

What are the characteristics of successful leaders in the next 
decade — and how do we build a robust pipeline of next 
generation talent?

How can we align our rewards to ensure that we’re optimizing 
our total people spend to meet business and employee needs?

What employment value proposition do we need to attract, 
retain and engage the very best talent — and how does this 
differ by segment?

How can we improve HR function capability as well as 
efficiency to meet our business needs?
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Today’s presenters

Jane Kwon
Senior Consultant, Towers Perrin

Alison Jerden
Senior Metrics Consultant, The Coca-Cola Company

Melissa Hungerford
Principal Talent Strategist, The Coca-Cola Company
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About the 2007 Global Workforce Study

Largest polling study on views of the global workforce
88,600 individual responses
19 countries in every region*

Focused on the drivers of attraction, retention and 
engagement through the eyes of workers at mid-size 
to large companies

Findings supplemented by Towers Perrin-ISR 
normative data — most extensive normative database 
of employee attitudes and opinions in the world, based 
on 2,000,000 responses

*Countries surveyed in 2007 include Belgium, Brazil, Canada, China (including Hong Kong), France, Germany, India, 
Italy, Japan, Korea, Mexico, Netherlands, Poland, Russia, Spain, Switzerland, United States and the United Kingdom.  
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The Towers Perrin Global Workforce 
Study explores five fundamental questions

1. To what degree do personal characteristics, cultural 
values and organizational dynamics shape and 
influence how engaged people are at work?

2. What specific factors drive workforce engagement and 
how do these vary by geography, industry and 
employee segment?

3. How engaged is the workforce and what factors 
differentiate the fully engaged from the less engaged?

4. How do employees rate their organizations in creating 
an engaging work environment?

5. How effectively are senior leaders and managers 
creating a high performance culture?



© 2007 Towers Perrin 7

The Coca-Cola Company 
employee insights objectives

To provide leadership with the data 
they need, internally and externally

To compare trends from 2004/2006 
to determine progress and 
effectiveness of actions taken 

To understand employee 
perceptions of the work environment 

To identify strengths to leverage, 
opportunities to improve, and 
barriers to address 

To benchmark vs. other high 
performing companies 

Prior to strategic planning, to identify 
actions to take

“We are building a 
performance and 
commitment culture 
within the organization. 
In fact, our recent 2006 
engagement survey 
showed significant 
improvements…”
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“Engagement” defined

Towers Perrin defines engagement as the combination of rational, emotional 
and motivational factors that unleash discretionary employee effort.

THINK — Rational items
For example: I believe strongly 
in the goals and objectives of 
this company

FEEL — Emotional items 
For example: My organization 
inspires me to do my best work

ACT — Motivational items
For example: I am willing to put 
in a great deal of effort beyond 
what is normally expected to 

Engagement

THINK FEEL

ACT

help my organization succeed
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Can a highly engaged workforce
improve financial performance?
Our research studies have demonstrated a compelling link between workforce 
engagement and financial performance.

Impact of Employee Engagement 
on Financial Performance

Impact of Employee Engagement 
on Business Performance

A 12-month study across 50 global companies A three-year study across 40 global companies
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Source: Towers Perrin-ISR.
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Linkage analysis findings of
The Coca-Cola Company
The Coca-Cola Company found there was a significant link between employee
opinions/behavior and consumer behavior and financial performance

Employee Opinions and 
Programs Employee Behavior

Consumer Behavior and 
Attitudes Financial Performance

Operating 
Effectiveness

Manifesto for 
Growth

Image

Development and 
Training

Leadership

Empowerment and 
Innovation

Employee 
Engagement

Employee Retention

Global Reputation 
Tracker

Share of Category 
Sales

Administrative Expenses
Actual vs. plan

Unit Case Growth

Net Revenue Per 
Employee

Financial Performance
Net revenue ratio

Brand contribution ratio
Operating income ratio

All relationships shown are statistically significant, p < .05, except unit case growth, p = .053.
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The factors that drive engagement can be 
grouped into three dimensions

Factors Driving Workforce Engagement

Rewards
The Organization

Strategic Direction
Learning and Development

Senior Leadership
Image and Reputation

Innovation

Optimism and Goal Setting
My Personal Orientation

Individual Impact
Openness to Challenge

Immediate Management
My Work Experience

Work/Life
Performance Feedback

Job Stress/Frustration
Empowerment

Source: Towers Perrin 2007 Workforce Study — Global. 
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The organization dimension has
the greatest impact on engagement

Factors Driving Workforce Engagement

Rewards

Strategic Direction
Senior Leadership

Image and Reputation

Learning and Development

The Organization

Innovation

Optimism and Goal Setting

Individual Impact
Openness to Challenge

My Personal Orientation

Immediate Management

Work/Life
Job Stress/Frustration

Empowerment

Performance Feedback

My Work Experience

Primary 
Influence

Secondary 
Influence

Tertiary 
Influence

Workforce
Engagement

Business 
Performance

Source: Towers Perrin 2007 Workforce Study — Global. 
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Key insights from 
Towers Perrin’s 2007 Global Workforce Study

1. The organization is the most powerful influencer of 
employee engagement

2. There is no one “right model” for a high performance 
culture — there are many, depending on an 
organization’s strategic priorities

3. Employees are eager to invest more of themselves to 
help the company succeed — and will do so if they 
see the personal ROI

4. Senior leaders need to make the leap to a more 
inspirational and engaging style of leadership 

5. Companies need to understand their employees as 
well as they understand their customers
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The Coca-Cola Company’s 
research found many commonalities

Employee opinions — especially re: our strategy —
are a key influencer throughout our profit chain

There is no one “right model” — engagement levels, 
overall scores and drivers differ by geography

Cultural differences play a key role

Leadership is a key driver

Considering findings alongside business plans and 
consumer research can be powerful

Use this as a lens to explain findings and consider 
actions
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Top engagement drivers further underscore 
importance of specific organizational factors

Top Engagement Drivers
1. Senior management sincerely interested in employee well-being
2. Improved my skills and capabilities over the last year
3. Organization’s reputation for social responsibility 
4. Input into decision making in my department
5. Organization quickly resolves customer concerns 
6. Set high personal standards 
7. Have excellent career advancement opportunities
8. Enjoy challenging work assignments that broaden skills 
9. Good relationship with supervisor 
10. Organization encourages innovative thinking

Source: Towers Perrin 2007 Workforce Study — Global. 
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Yet, only 21% of people are fully engaged

41% 8%30%21%

Relative
Favorability

Fully Engaged Fully Disengaged

-2

-1.5

-1

-0.5

0

0.5

1

1.5

2

Engaged Enrolled Disenchanted Disengaged

Rational Emotional Motivational

Source: Towers Perrin 2007 Workforce Study — Global. 
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So what makes the difference 
between “Engaged” and “Enrolled”?

The things that differentiate the “Engaged” from the “Enrolled” suggest a focus 
on leadership performance and career development

Question

Engaged: 
Variance from 

Enlisted
Senior management has a sincere interest in employees’ well-being +33
My organization develops good leaders at all levels in the organization +32
Senior management communicates openly and honestly +31
I have excellent career opportunities at my organization +30
Senior management clearly communicates reasons for business decisions +28
Senior management tries to be visible and accessible to employees +27
My organization’s career development opportunities are competitive +27
Senior management behaves consistent with the organization’s values +26
My immediate manager inspires enthusiasm for work +26
My organization’s performance management approach is competitive +26

Source: Towers Perrin 2007 Workforce Study — Global. 
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At The Coca-Cola Company, survey data is actively 
used to inform change and increase engagement
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Insights and Implications

Insight So What?
1. The organization is the most powerful 

influencer of employee engagement
Companies can make a huge difference
in engaging their people…

2. There is no one “right model” for a 
high performance culture — there are 
many, depending on an 
organization’s strategic priorities

…if they focus on the right things that 
drive engagement and performance…

3. Employees are eager to invest more 
of themselves to help the company 
succeed — and will do so if they see 
the personal ROI

…tap into employees’ discretionary 
effort…

4. Senior leaders need to make the leap 
to a more inspirational and engaging 
style of leadership

…help leaders and managers master a 
new set of abilities…

5. Companies need to understand their 
employees as well as they 
understand their customers

…and start by gaining deep insight into 
the workforce

Source: Towers Perrin 2007 Workforce Study — Global. 
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Questions?

Jane Kwon
Senior Consultant, Towers Perrin
(212) 309-3848
jane.kwon@towersperrin.com

Alison Jerden
Senior Metrics Consultant, The Coca-Cola Company
ajerden@na.ko.com

Melissa Hungerford
Principal Talent Strategist, The Coca-Cola Company
mhungerford@na.ko.com


