How to
Drove

the value of your culture |

R ! A
e to your CFO

)
l.,r
-t
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Metrics that matter
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Are you currently able to prove the ROI of your culture? ‘
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Yes - 9.7%

No - 90.3%
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Does culture affect commercial outcomes? oo
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Culture’s impact on employees i

Does an organisation’s culture
. . e Impact of Organizational Culture on
ImpaCt how employees think Engagement and Effectiveness -

and feel about work? American Journal of Economics and
Business Management - 2023 - Link

e Does Organizational Culture Affect
Employee Happiness? - Journal of
Leadership and Instruction - 2020 - Link

e  Worry at work: How organizational
culture promotes anxiety - Harvard
University - 2020 - Link


https://files.eric.ed.gov/fulltext/EJ1282787.pdf?utm_source=chatgpt.com
https://www.researchgate.net/publication/367309332_Impact_of_Organizational_Culture_on_Employee_Engagement_and_Effectiveness
https://www.sciencedirect.com/science/article/abs/pii/S0191308520300046

Does culture affect commercial outcomes?

Culture

Does it
impact?

Does it
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Listen to me...

Doks EMPLOYEE HAPPINESS HAVE AN IMPACT ON
PRODUCTIVITY?*
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https://papers.ssrn.com/sol3/Delivery.cfm?abstractid=3470734
https://open.spotify.com/episode/20dF7xQwPVrnTvIJcidtBP

What do we want to achieve?

People Insight

ROI







What sort of data should be included? o

To link how employees feel about work and the impact it has, we need to connect employees’ performance data back to the survey
data. This can be anything that's relevant to the organisation’s performance that can be tied back to employees. For example:

T </> 1T,

A restaurant wants to know A charity wants to learn A software company wants A bank wants to know the
how their waiting staff the impact of employee to understand the new relationship between
impact average spend per sentiment on the outcomes for revenue won vs target for employee sentiment and

customer. vulnerable people in their care. each of their sales team. their NPS from customers.

Along with performance and employee feedback data, we can also analyse based on any other factor you can tell us, such as
whether someone has completed a particular training course, how long they've been an employee, their salary, location worked etc
etc.



What sort of data
should be included?

Such as:

Gender

Age

Recruitment source
Length of service
Salary

Bonus structure

L&D activity
Absence activity
Team, department etc
Line manager

Shift patterns
Weekly hours

WFH, hybrid or office

Employee
feedback

Employee Commercial &
data Performance
data

\ndex*

Such as:

Sales revenue

Net promoter score

Fee earner utilisation
Pitch win rates

Sales performance vs target
Net revenue retention
Customer support tickets
closed

Average time to complete
% of projects completed
within time
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Brightening
everyday
life for all

Unilever Annual Report
«and Accounts 2024
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srpinning the GAP has been the need far Unilever 1o do fewer things, better, with greater
ct. This thinking lay bahind two other

. First, the announcement to separate Ice

sessfully completed, this wil leave us with

ind four Business Groups with complem
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are lang-standing and go deeper, req
implemanting with spead and resolve.
Operating TRl was €9.4 billion, resul
non-underlying charges, pri

rasult of accelarating our BROGUGHVITY proges
12.6% versus 2023, to €11.2 bil mln"ﬂd&'ﬁmmnum of 18.4%.
STRATEGIC REPCRT CORPORATE E FINANCIAL

of the Chlm—Dasignale of the company, Jean-Frangois van Boxmeer, as well as details
listing structure. Second, we are making Uniever a leaner, more SISO and more
able organisation by axecuting a company-wide HOGUGIVEY drive. The programme i
= 1)

juced under the Iooﬂurlmpo'my i who | was
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strong performanca focus he brought 1o the business, the benefts of which ware
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LTS AND PERFORMANCE 2024

In Baunching the GAP towards the end of

‘equilies and acceleraling consumer de

volume-led growth, 9ross margin expans

progress against these objectives in 2024,

1.9% to €60.8 bilkon), driven by 2.8% voiume grawth, while price grawlh moderated to 1.3%

on the back of lawer commodity costs. Our 30 Power Brands are key to our plans and they

delverad strong underlying BB growth of 5.3%. This was supparted by a focus on fewes,

bioaer, science-backed innovations, ike Dove's Advanced Care Deodorant, Persil's Wonder

‘Wash for short cycles, Liquid |.V.'s Sugar-Free varant and Comfort's Botanicals range.

Underlying Sl growth was broad-based across the Business Groups with each delivering

positive volumes for the year. Beauty & Wellbeing defvered & u-m:utum strona, whlna-led

in Ice Cream led to pe

2024. Growth was also driven across both our developed and emerging market busmasm

'with North America, our biggest region, continuing to deliver a strong and residient

performance. Our focused nnavation plan for Europe, another hard-currency market,

resulted in a broad-based step-up in volume growth. However, we faced challenges in a few

‘emerging markels. Some of these relate to economic condions and market slowdowns,

such as In China, but where we are confident of our prospects and where our business
However, the in Indonesia, Unilever's sixth-largest market,

st ITY STATEMENTS REVIEW OF THE YEAR Chiaf Executive Officar's
statement 8 Unilever Annual Report and Accounts 2024 We have stepped up our
operational performance, sharpened our partfolio, and are in the process of delivering 8

Officer m impravement n 7 was fuelled by gross marpn expansion, which rose
280 basis points to 45% an the back of our GAP-related net BOEUEHVEY intervention.
Importantly, this alowed us 1o Incraase brand and marketing investmant by €0.9 bition, 1o
15.5% of Group turnover, the highest investment ratio for a decade. Although we saw
sequential improvernents in the second half of 2024 in cur turnaver-weichled MSKEIEREE
mavement, wa siil have work 10 do 10 IMprove our overall Competanenass and tum our
MAIKELSHAE consistently positive. THE GROWTH ACTION PLAN 2030 The operational
improvements under the GAP have provided the clarity ~ and given us the confidence -~ to
Jook further ahead, Last year, we 561 out a new, longer-term sirategy for Unilever — our

wmwidwwm i with what we term,
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third of our peer group. Stralegy is all about making choices, and under the GAP 2030 (see
page 5), we have distlled these under three key pilars. First, to focus our efforts and
st levels of sustsined, RIERI growth.
parts of the business to graw, we will give
r Brands and top 24 markets that make up
", respectively. Second, 1o excel in five
s critical in generating demand for our
brands. Thase are: 6r1suring our brands go from 70% 1o 80% superorty undar our new,
rigareus, Unimi Brand Supericeity that our marketing leads the way when i
comes fo sociak-first consumer that our top 12 i ions are more scalable,

‘each capable of bacom n & mult-year basts; that we go from
underindexed 1o over-in um segment of the market, and that
our brands are more p Growth suty stores, digital commerce and
other rapidly expanding raie the criical capadlities needed to
stay ahead in SUCh 3 Nigiuy uyimeiew wim e vy enwmnmau This includes, for
example, being at the forefront of those scientific and of most
relovance to our brands and such as and ftaso
means hamessing the trnsformalive power of Atificial intefigence, which we are doing with
across six key platforms, covering both the demand

craation and the producinity and savings sides of our business, These strategic choices rest
on two key platiorms ~ sustainability and a winning culture ~ that help define the Unilever we
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sustainability, Unilever has CUR'S
strong values and admired wwkphoo praeneu This was mmnnod ull yur whan we wera
named FMCG BIBIBNER of choice for graduates and earty career Bl in nine of our bicgest
markets, including India and China. Under the GAP 2030, we intend Lo buiki on these
qualities — and on our outstanding levets of [l — by developing a winning culture. This wit
be done through a series of shifts and by i ling & reward
mare closely linked 1o - and i ivised around - di i business Fer
mara information on how we are aoina about bulding a wining culture, see pages 34 to 35.
LOOKING AHEAD We knaw that we have a bin agenda in front of us if we are to realise our
ambition of making Unilever a best-in-class performer, capable of delivering consistent,
high-quality growth and retums for and other
However, we can take encouracement from the progress we have made so far. We have

. sharpened our portfolio, and we are in the process.
of delve organisational model. Moreover, we are displaying
2 newwi GI’OWth | challenges and underperformance with =wift and
decisve now i %o accelerate delivery of cur GAP 2030

SIrAOGY. Grorony o on svare. ~u wiwevel LBadership Exacutive members ane focused on

1his task 1o ersure we meet our commitments. B growth to
e within cur multi-year range of 3-5%, with a volume and
price and a modest improvement in undariying| 4 was a year of
significant change for our business. | want to for staying
focused on implementng these changes whie g in the

Group's results. Thanks to their hard work and Incredibie commitment, we are steadly laying
the foundations for a simpler, stronger, consistently high-performing Undever.



Where do | begin?

A great place to start is to speak with the heads of each department and ask them
what metrics they're focusing their people on. For example, a software company...

Ccco

Wants to understand

Pitch win rate per
person

New annual recurring
revenue won per person
Sales person’s
performance vs target

Business dev director

Wants to understand

Number of sales calls
made per BDE

Number of new business
meetings booked per
BDE

Performance against
target per BDE

Head of customer success

Wants to understand

e Customer retention

rates

Net uplift in customer
revenue per customer
success manager
Average Net Promoter
Score of customers per
CSM

Head of customer support

Wants to understand

e Number of support

tickets successfully
closed

Average time to close a
support ticket per
support worker

Average CSAT score per
support worker

Tapine®
\ndexr

CTO

Wants to understand

e Delivery of projects
against planned
timescales per person

o General performance
rating of software
engineers



What does great data look like?

Directly relevant to C-suite

Straight line to impact




The o

Why tying performance to an individual employee matters... T s

\nde*

Shop 1 Shop 2
[ el IR [ s e

Employesi o —— e . T TS e o —— o
‘Employee 2 6 £82.01 ‘Employee 2 9 £89.22
Employee 3 7 £85.51 'Employee 3 10 £103.56
Employee 4 7 £84.55 Employee 4 10 £94.24
‘Employee 5 6 £8764 'Employee 5 2 £63.1
'Employee 6 7 £81.69 'Employee 6 2 £57.03
Employee 7 8 £98.03 Employee 7 4 £61.37
Employee 8 7 £88.43 'Employee 8 3 £7119
Employee 9 6 £74.85 .Employee 9 10 £108.79
Employee 10 6 £71.51 Employee 10 6 £87.46
Average 6.6 £83.35 Average 6.6 £83.35



Why consistency matters s
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But what about stuff we can’t control? T e
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\
=
,......4



Straight line to impact T e

\ndexr

Transactional sales, fee Innovation, R&D,
earner utilisation, CSAT marketing

o—0

Easy Hard



The Sness

Analyse the data and form hypotheses e

Best sales performers

Are more likely to feel psychologically safe at work.

Are more likely to have worked in the organisation for 5 or more years.



Project your forecasts for their impact Yagpe
Cost of programme Expected return ROI

Investment in manager training and team-building budget | £200000 | £750000 | 25%

Annual sales training course participation | es00000 £3000000 | 500%

Investment inemployee retention | fo0000 | £250000 | 180%

_____________________________________________________________________________________________________________ . ;s.';;;;r;g-;z;\.r-r-\-r-r;m“m.-(-‘,-;J“r.r”e-r-\-tnr.';t;r;.r;”mmml-?'(-)}mm“



Split test where
possible




Recap T s

\ndexr

° Metrics that matter

e You're capturing feedback from
your employees

e You've got other relevant data
e Combine and analyse
e Identify trends and relationships

e Form hypotheses _/\/

e Create forecasts and projections

e Plan to test before rolling out /



The end result

This is all about helping you to understand the relationship between your
culture and the impact it has on the success of the whole organisation.

By identifying these relationships you're able to:

1. Focus your resources on activity that will make the greatest
impact, expand initiatives that are working, scaling back the ones
that aren't.

2.  Prove the ROI of your people-focused activities such as L&D,
employee benefits, ED&I, wellbeing etc and protect those
budgets.

3. Position the HR function as a strategic partner for the
organisation.

\ndex*







Q&A time...
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srccomsangs [0 1| souretamtombonst || Thanks for your time

PR 4 A 1-point increase in engagement PR .
16% Lower employee churn is ) K and happiness scores, leads to

o o ‘ 3 . 5 ° churn for organisations that g D I t b t
observed in hal g . i i g B i 3
ppy employees : . annual cost savings ranging from : . foster strong working : o n e a S r a n e r...
compared to unhappy ones B 3 £25,800 to £57,000. . A .

relationships

16% less churn

23% Lower chance of employee

- The Happiness Index dataset - The Happiness Index dataset ".. - The Happiness Index dataset

hello@thehappinessindex.com
thehappinessindex.com

The Happiness Index
@happinessindex

@the_happiness_index

;
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@thehappinessindex




