You say people are
your greatest asset.
How do you prove it?
May 2018

‘In an ideal future, the CEO will constantly think about talent
issues. Driving his or her every decision will be the talent
mandate, a conviction that long-term progress is impossible
without first creating an environment in which every human
being has an opportunity to expand and thrive.
Tomorrow’s CEO will recognize, at last, the fundamental
premise that having the right people – and creating an
environment in which they will flourish – is the prime
differentiator between companies that will innovate
and grow, and those that are doomed to fail.’
Andrew Benett, ‘The Talent Mandate’
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What are the main categories of risk disclosed?
By size of company (%)
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What would you see in an annual report if people are the greatest asset?

People
strategy

Overview
of employer
branding and
the people
differentiator

Nature of
investment
in people

What makes
an effective
employee

Linking
culture to
people (plus
reporting
on inclusion,
diversity and
safety etc.)

What would you see in an annual report if people are the greatest asset?
Quantitative factors
We looked at what the
FTSE 100 are saying in
their reports (2016/17)
about people.

Qualitative factors

Definition of people

Tone of voice

Key phrase (‘people are
our greatest/biggest asset’)

Importance of people

Separate people section

Investing in people

Stand-alone chapter

Look and feel

People page count

Bottom-up

Engagement survey
People-related KPI
People present

What would you see in an annual report if people are the greatest asset?
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Resources, relationships and sustainability
In this section we describe the key resources and relationships
that underpin our business model. We also report on how our
purpose can help to protect the environment.

Financial strength

Our financial strength means we can take a
long-term view of investments.
Our goal is to deliver sustainable profitable revenue growth.
Together with further cost transformation, we aim to grow our
EBITDA and cash flow over the long term.
Our financial strategy has been consistent for a number of years:

Deliver sustainable profitable revenue growth

This led us to three words:

Our people

Our people help shape the modern world.
The products and services they create and
manage underpin everything from global trade
and industry, to economic growth and social
infrastructure.
Our people are a vital part of our ambition to deliver a great
customer experience and sustainable, profitable revenue growth.
Our people strategy supports this ambition by creating an
environment where great people can do brilliant things as
part of a dynamic business.

Grow EBITDA

Reduce net
debt

Support
pension
fund

Personal
Simple
Brilliant

Finally, we continue to recognise the importance of retaining
experience by converting almost 1,600 skilled agency workers to
permanent employees.
Hiring more graduates
In 2016/17 we hired 300 graduates globally. We have plans to hire
more than 450 in 2017/18 – our highest-ever intake.

Everyone in BT has a role to play in bringing these values to life.
That’s how we’ll deliver on our purpose and use the power of
communications to make the world a better place, every single day.

Once again we’re in the top half of The Times
Top 100 Graduate Employers. We’re one of only
five companies in the IT and telecoms sector to
feature in the top 100.

This year we were deeply disappointed with the improper practices
of a few individuals in our Italian business and the investigation
into historical Deemed Consent which identified poor processes at
Openreach. We know the vast majority of our people want to do,
and will do the right thing, but this highlights the necessity to live
our new values and work in an ethical way at all times.
Our workforce
At 31 March 2017 we had 106,400 full-time equivalent (FTE)
employees in 63 countries, with 82,800 based in the UK.

Grow free cash flow

Invest in
business

We’ve recruited more than 1,500 people into Openreach and 3,600
new people into customer-facing roles at our BT UK contact centres.
We’ve also hired 1,400 people into EE stores and filled more than
1,700 positions in EE contact centres. Allowing for people leaving,
the result is a net increase of 200 FTE employees across EE.

Pay
progressive
dividends

Like any successful business, we continually redeploy our people to
meet the needs of our customers and ensure they get a first-class
experience long into the future. Last year in the UK we redeployed
1,070 people, avoiding the need for redundancy.

We have a prudent financial policy and strong governance, both
of which help us make the right decisions in terms of planning
investments, managing our debt and growing our business.

An integrated workforce
Following the acquisition of EE we’re harmonising our policies,
cultures and working practices to achieve our goal of becoming a
truly integrated organisation. We’ve identified examples of best
practice from both organisations that will act as building blocks for
our ‘better than both’ ambition. Our new values reflect this.

Strategic investment, based on our financial strength, will ensure
the long-term growth and health of our business. At the same time,
we’re working hard to reduce our net debt, support our pension
fund in a responsible way and pay progressive dividends to our
shareholders.
Our financial strength also means we can support the business in
other ways, for example by making sure we continue to innovate
and stay at the forefront of a rapidly-changing industry, and by
investing in the training, development and support of our people.

We recruited 3,600 new people into customer-facing
roles at our BT UK contact centres
How our people make a difference
Our success isn’t just about what we do; it’s how we do things that
really makes the difference.
We want great people to work for BT. We want them to feel engaged
and inspired to be the best they can be. Together we create a highperforming, thriving organisation, where difference is celebrated and
innovation is a big part of who we are.

Recruiting talented people
In December 2016 we launched an exciting new career website,
showing the world what makes BT such a great place to work.
This year, excluding acquisitions, we recruited nearly 17,500
people, almost 10,500 of whom are UK-based.

Hiring more
apprentices

A customer-connected workforce
Improving the quality of our customer relationships remains central
to our people strategy.

We hired 900 new apprentices across the
group in 2016/17. Our contribution to
the new Apprenticeship Levy Fund means
we’re able to offer more apprenticeship
opportunities than ever before – over
2,000 next year.

900

new apprentices hired
across the group
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Around 25,000 of our people use our interactive Academy website
every month and 7,000 of our EE employees used the EE Digital
Academy this year. It’s a great way to build online learning communities
where learning materials and events can be easily shared.

Leadership
We’re still investing in our leadership capability, developing effective
leaders at all levels and in all parts of our business. Our main
leadership programmes, Challenging Leadership in Action and
Pioneers have reached 1,400 leaders globally over 2016/17.

FUTURE LEADERS

CONNECTED LEADERS

Develops high-potential people,
enabling them to become leaders
for the first time.

Launching in 2017/18,
Connected Leaders emphasises
the importance of connection with
our customers, our people and
different parts of our organisation
as the key to creating a truly
aligned BT.

ADDITIONAL INFORMATION

We’re proud that BT was named in The Times’ Top 50 Employers for
Women awards 2017. Over 27,000 women now work for us, that’s
25% of our entire workforce. Our management team includes more
than 10,000 women, representing 26% of the total, while our
Board is now 27% female, with women accounting for three out
of 11 Board members.

Challenge
Cup

Engaging our people
During the year we revised our employee survey and approach;
the result (called Your Say) is shorter and features questions clearly
linked to our strategy and values. We’ve made our report simpler for
managers and their teams to understand so they can take action on
the key priorities that will improve levels of engagement and better
serve our customers.

EE was voted in the Top 3 in The Sunday Times’ Top 30 Best
Big Companies to Work For awards 2017

Awards won this year
Our Academy won a Silver Award at this year’s
Learning Awards for its social and collaborative
learning.
EE won a Princess Royal Training Award in
2016, training 358 employees over eight
days following our takeover of 58 stores.
EE’s Priority Launch programme which is
dedicated to improving employee performance
won another Princess Royal Training Award
in 2016.

– The first full Your Say survey using the revised format attracted
over 85,000 responses, representing around 80% of our
people.
– Almost 93,400 people (86%) responded to the January 2017
Your Say survey.
– The result has generated momentum in every engagement
driver category, with 18 of the 20 driver items starting to
move in the right direction; the following table provides a
snapshot of this:
PERCENTAGE
CHANGE SINCE
PREVIOUS

Challenge Cup is our flagship people
engagement programme. It’s an annual
competition that encourages people to
work as a team to develop new ideas
that improve customer experience,
save money and create innovation. Our
people genuinely love it. The number of
people taking part increases every year –
this year more than 5,500 people came
together to form over 1,100 teams
across 28 countries, including people
entering the competition for
the first time.

>5,500
participants this year

Volunteering
Our people can use up to three working days a year for volunteering
activities. Some choose to help charities with particular challenges
that need their expert input and knowledge. Others use their
energy and enthusiasm to make a practical difference in their
local communities.
This year more than 31% of our people spent over 39,000 days
volunteering their time, with more than 2,000 people helping
children and young adults improve their skills through our Tech
Literacy and Work Ready programmes (see page 35).

DRIVER

SCORE

SURVEY

Engagement outcome

71%

-1%

Leading our people

53%

-1%

Our 2020 ambition

Managing our people

78%

+3%

Inspire two-thirds (66%)
of our people to volunteer
their time and skills

Empowering and
equipping our people

58%

+3%

Enabling outstanding
customer experience

59%

+3%

Working together

60%

+4%

69%

+3%

Personal growth

We keep our people informed about company results, major business
decisions and other things that affect them using a variety of digital
channels. Leaders regularly connect with their teams through
roundtable meetings, town hall debates, site visits, webcasts and blogs.

66%

11,000 £5.1m
volunteers took part in our
Stand Up To Cancer and
Comic Relief campaigns

helping to raise £1.3m
and £3.8m respectively

Diversity at work
Diversifying the mix of our people continues to be a priority within
our people strategy. We’re particularly keen to encourage women
into technology careers through our Tech Women programme.

We want to create an environment where our people can feel
open about being themselves at work. As part of this, our LGBT+
employee network is asking people across the business to stand by
LGBT+ colleagues to create a respectful and supportive working
environment. The LGBT+ Allies programme calls on them to be
visible and vocal in their support, and take an active interest in
LGBT+ topics.
We’re a founder member of the Equality & Human Rights
Commission Working Forward initiative, and our maternity handbook
is being widely used as an example of best practice. Our maternity
return rate continues to improve and currently stands well above the
industry average at 88%, measured one year after women returned.
Along with Business in the Community, we sponsored The Race
at Work reporta that informs the development of our diversity
initiatives. We’ve also appointed a Race Champion to oversee this
work and have seen a rise in BAME employees to 12%.
We are a ‘Disability Confident’b employer and we actively encourage
the recruitment, development and retention of disabled people.
We’ll automatically put an applicant with a disability or long-term
health condition, who meets the minimum criteria for a vacancy,
through to the first stage of a recruitment process.
An inclusive culture is fundamental to ensuring our diverse
workforce can develop and thrive. We’ve focused on embedding
themes of inclusivity within all our leadership development
programmes for senior management teams, with a specific focus
on developing diverse future talent.
Promoting wellbeing
We recognise that the wellbeing of our people feeds directly into
our customers’ experience of BT and helps ensure the ongoing
profitability of our business. We’ve looked at what we can do to
increase wellbeing through our refreshed people strategy, drawing
on the latest scientific evidence.
We’re working hard to eliminate all avoidable health and safety
incidents by investing in improved training and equipment. A safe
work environment is fundamental to our success, and we’re pleased
to say we’ve cut our accident rate even further this year by 18%.
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Once again we’re in the top half of The Times
Top 100 Graduate Employers. We’re one of only
five companies in the IT and telecoms sector to
feature in the top 100.

Like any successful business, we continually redeploy our people to
meet the needs of our customers and ensure they get a first-class
experience long into the future. Last year in the UK we redeployed
1,070 people, avoiding the need for redundancy.
An integrated workforce
Following the acquisition of EE we’re harmonising our policies,
cultures and working practices to achieve our goal of becoming a
truly integrated organisation. We’ve identified examples of best
practice from both organisations that will act as building blocks for
our ‘better than both’ ambition. Our new values reflect this.

http://race.bitc.org.uk/all-resources/research-articles/race-work-report

b Disability Confident is an accreditation which includes Two Ticks that is given to organisations that are committed to employing disabled people.
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Hiring more graduates
In 2016/17 we hired 300 graduates globally. We have plans to hire
more than 450 in 2017/18 – our highest-ever intake.

Our workforce
At 31 March 2017 we had 106,400 full-time equivalent (FTE)
employees in 63 countries, with 82,800 based in the UK.

Recruiting talented people
In December 2016 we launched an exciting new career website,
showing the world what makes BT such a great place to work.

Our sickness absence rate was rising but we’ve turned that around
this year and it’s now dropped by 6%. We’ve made particular
progress in reducing mental ill health, which is down by 13%
(excluding EE). Our other main sickness area is musculoskeletal
disorders; in response we’ve developed a major initiative to help
people avoid strains that’s part of our wider Fit for Life campaign.
We’re pleased to say that in January we hit our five-year target of
getting 10,000 people more active three years early.
a

Finally, we continue to recognise the importance of retaining
experience by converting almost 1,600 skilled agency workers to
permanent employees.

This year we were deeply disappointed with the improper practices
of a few individuals in our Italian business and the investigation
into historical Deemed Consent which identified poor processes at
Openreach. We know the vast majority of our people want to do,
and will do the right thing, but this highlights the necessity to live
our new values and work in an ethical way at all times.

We’ve run recruitment campaigns for graduates and apprentices
that aim to attract more women and black and minority ethnic
background (BAME) candidates. We’ve also rolled out unconscious
bias training for all those involved in recruitment.

As well as welcoming EE to the BT family and introducing our
new values, we’ve created two new leadership development
programmes: Future Leaders and Connected Leaders.

We’ve recruited more than 1,500 people into Openreach and 3,600
new people into customer-facing roles at our BT UK contact centres.
We’ve also hired 1,400 people into EE stores and filled more than
1,700 positions in EE contact centres. Allowing for people leaving,
the result is a net increase of 200 FTE employees across EE.
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Resources, relationships and sustainability continued

Investing for growth
At BT, we never stop learning – whether that’s on the job, with
colleagues or in a formal training environment. It’s how we adapt to
a changing world and rise to the challenges of tomorrow.

Personal
Simple
Brilliant
Everyone in BT has a role to play in bringing these values to life.
That’s how we’ll deliver on our purpose and use the power of
communications to make the world a better place, every single day.

At the heart of this are our people values. They’re aspirational, but
realistic, capturing the spirit of BT at our best and reflecting how our
customers want us to understand their needs, be easy to deal with
and show we care.
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This led us to three words:
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This year, excluding acquisitions, we recruited nearly 17,500
people, almost 10,500 of whom are UK-based.
A customer-connected workforce
Improving the quality of our customer relationships remains central
to our people strategy.

Hiring more
apprentices

We hired 900 new apprentices across the
group in 2016/17. Our contribution to
the new Apprenticeship Levy Fund means
we’re able to offer more apprenticeship
opportunities than ever before – over
2,000 next year.

900

new apprentices hired
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What does good practice look like?

People continued

Fostering a highperformance culture

Coca-Cola HBC
34
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Coca-Cola HBC
2016 Integrated Annual Report

People

Everything in our Company starts with our
six core values: authenticity, excellence,
learning, caring for our people, performing
as one and winning with customers.
As is the case with employee engagement,
we closely monitor our progress in
embedding and living our values. To further
embed our values, which are an integral part
RIRXUFRUSRUDWHFXOWXUHZHKDYHGHǌQHG
important behaviours that our people are
expected to demonstrate daily as they go
about their work, such as treating others
ZLWKUHVSHFWb7KHVHEHKDYLRXUVbUHSUHVHQW
the essential building blocks of our
Company culture and high-performance
IUDPHZRUN:HKDYHOLNHZLVHLGHQWLǌHG
behaviours we aim to eliminate. Our
RQJRLQJHǋRUWVKDYHLPSURYHGRXUSHRSOHšV
awareness of and commitment to our
values. We measure this using our Values
index which was at 90% for 2016,
a 2% increase from 2015.
,QZHUHIUHVKHGDQGVLPSOLǌHGRXU
performance framework and integrated
all components with the aim of increasing
individual, team and Company performance,
while strengthening Company culture. The
revised framework links team performance
and individual results, actions and skills, and
aligns to our six core values.
Our team performance management
system allows us to bridge strategy and
its execution by aligning priorities across
IXQFWLRQVDQGbWHDPVDQGDSSO\LQJDQ

Our people are fundamental to our growth and our ability to create value.
Their skills and expertise are critical to creating and executing strategies,
DQGWKHLUVHUYLFHRULHQWDWLRQDQGFRPPLWPHQWWRH[FHOOHQFHbKHOSWR
deliver results, build relationships and secure our Company’s reputation.
:HbVHHNWRRǋHUDZRUNSODFHZKHUHRXUSHRSOHDUHLQVSLUHGWRWDNH
advantage of opportunities to learn, grow and take charge of their careers.
Direct employment

Key people in key positions

Values index

31,083

87%

90%

2015: 79%

FTSE 100

FMCG norm

Coca-Cola System

CCHBC

Coca-Cola Bottlers

CCHBC

High-performing norm

CCHBC

14 15 16 16 16 16 16 16

Our engagement results for 2016 were
higher than those of other companies in the
Willis Towers Watson benchmarking pool of
high-performing companies. They are also
7% higher than the average results for FTSE
100 companies participating in this pool and
higher than the results of other companies
in the Coca-Cola System.

To accelerate the development of our future
OHDGHUVZHRǋHUH[SHULHQWLDOOHDUQLQJbWR
help build new skills required for their next
role through our Fast Forward Programmes,
which reached 902 employees during
the year.

Championing inclusion,
GLYHUVLW\DQGbKXPDQULJKWV

53% improvement
RQbǍHHWDFFLGHQWVRYHU
WKHbODVWIRXU\HDUV
10
9
7
6
5
4
3
2
1

In 2016, we made our Human Rights Policy
available in the 23 languages used in our
28 countries and distributed it to promote
awareness and understanding of our
commitment to ensure people are treated
with dignity and respect.

3/16/17 2:32 PM

At the end of 2016, 33% of leadership roles
in our Company were held by women, which
was consistent with 2015. We continue to
support the diversity of our talent pipeline
with a policy that ensures the recruitment
of a balanced number of male and female
management trainees. In keeping with this
approach, 54% of the 231 management
trainees we hired in 2016 were women.
,QDQH[DPSOHRIRXUHǋRUWVWRIRVWHUWKH
success of women in management, our
business unit covering Northern Ireland
and the Republic of Ireland supports highpotential women to develop their business
NQRZOHGJHFRQǌGHQFHDQGOHDGHUVKLSVNLOOV
The programme, called Elevating Women in
Leadership, provides personal development
planning and coaching support to aspiring

COC016_.indb 37
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While we continue to improve our focus on
health and safety and workplace conditions,
we regret that one employee (in the Czech
Republic) and three contractors lost their
OLYHVLQIDWDOZRUNSODFHDQGURDGWUDǎF
accidents in 2016.
After analysing the causes of these
accidents, we concluded that more could be
done to foster health and safety across our
Company. In 2016, in co-operation with The
Coca-Cola Company, we launched a new
behaviour-based safety (BBS) programme
to create a truly proactive safety culture.

8

2012 2013 2014 2015 2016

Accidents per million kilometres travelled.

Respect for human rights is fundamental
to our Company’s sustainability and to
the communities in which we operate.
Our Human Rights Policy is guided by
international human rights principles and
covers critical issues including diversity,
FROOHFWLYHEDUJDLQLQJDQGZRUNSODFHVHFXULW\b

Well-being and safety

This new programme will be piloted in
locations in Italy, Hungary and Northern
Ireland during 2017, and will subsequently
be introduced across the Company by the
end of 2018.
We continue to strengthen our vehicle
safety programmes to further improve
ǍHHWVDIHW\)URPWRPRUHWKDQ
15,000 employees who drive on Company
business received training through an
e-learning platform. We have also continued
installing collision avoidance technology
LQǍHHWYHKLFOHVDQGPRUHWKDQKDOIRIWKH
&RPSDQ\šVOLJKWǍHHWYHKLFOHVDUHQRZ
equipped with collision driver warning
technology to avoid collisions.
$VDUHVXOWRIWKHVHHǋRUWVWKHQXPEHU
of accidents per million kilometres
travelled fell 15% in 2016 compared to
2015. This was our fourth consecutive
year of improvement, resulting in an
accumulated reduction of 53%.

Number of lost time accidents
(LTA>1 days)

138

We believe that having healthy, happy,
engaged people supports our business.
2XUbZHOOEHLQJIUDPHZRUNKDVD
range of initiatives to help support our
employees’ physical, emotional, social and
ǌQDQFLDOKHDOWK7RVXSSRUWRXUSHRSOH
LQWKHLUHǋRUWVWROLYHKHDOWK\DQGDFWLYH
lives, for example, we subsidise gym
PHPEHUVKLSVRǋHUPHGLFDOFKHFNXSVDQG
encourage participation in Company and
community sporting events and healthy
living programmes.

Fleet accidents per million
kilometres travelled

While we are focused on improving the
overall well-being of our people, we know
this begins with providing a safe workplace.

Absenteeism days per
IXOOWLPHbHPSOR\HH

During 2016, we achieved a 3% reduction
in employee accidents, resulting in
DQbLPSURYHPHQWIRUWKHVHYHQWK
consecutive year.

3% reduction vs. 2015

4.22

15% reduction vs. 2015

Our team performance management
system allows us to bridge strategy and
its execution by aligning priorities across
IXQFWLRQVDQGbWHDPVDQGDSSO\LQJDQ

To ensure that our people balance shortand long-term objectives at individual
level, in addition to assessing performance
DJDLQVWǌQDQFLDOREMHFWLYHVZHDOVRVHW
objectives and measure achievement
for innovation, fostering of partnerships,
people leadership, managing resources, and
compliance with policies and procedures like
our Code of Business Conduct. The
VXFFHVVIXOUROORXWRIRXUVLPSOLǌHG
performance standards for each leadership
level within the organisation creates a line of
sight between our values and our results.

Strengthening capabilities
and building a learning
organisation
:HKDYHLGHQWLǌHGDQGSULRULWLVHGWKH
organisational capabilities that are
important across our Company and
required to execute our strategy and drive
growth in each of our markets. We are
building prioritised capabilities such as
revenue growth management and routeto-market by improving our processes,
structures and measurement system
as well as the skills of our people.
:HKDYHPDGHSDUWLFXODUO\VWURQJbSURJUHVV
during 2016 in acquiring and building
revenue growth management capabilities.
Driven by the needs of our business
VWUDWHJ\ZHKDYHUHGHǌQHGRXUOHDUQLQJ
DUFKLWHFWXUH:HKDYHLGHQWLǌHGZKHQ
learning needs to happen to be the
most impactful and what we need to
develop, focusing on prioritised skills

DQGSHUIRUPDQFHGLǋHUHQWLDWRUVWKDW
can accelerate the performance of all
our people. Our new learning support
application will enable us to make knowledge
even more available to all our people,
democratising leaming, accelerating
GHYHORSPHQWDQGKHOSLQJWKHPIXOǌO
their potential.

Developing talents
Our leaders are becoming better talent
champions, increasing their commitment
DQGHǋHFWLYHQHVVDLGHGE\WKHVLPSOLǌHG
performance standards introduced in
2016 and reallocation of resources within
RXUKXPDQUHVRXUFHVIXQFWLRQb:HKDYH
further professionalised our approach by
establishing new centres of expertise for
talent acquisition and development, and
leadership development and capabilities.
These centres are responsible for
recruitment and development across the
business, going beyond policy creation.
This design ensures that we support our
leaders in developing future leaders in
HYHU\PDUNHWHǎFLHQWO\DQGHǋHFWLYHO\
Not all positions have the same impact
on the Company’s performance. We have
VHJPHQWHGRXUZRUNIRUFHDQGLGHQWLǌHG
the key positions across all levels that
have a disproportionately high impact
on the Company’s performance. Career
progression in our Company depends on
performance against standards, potential
and alignment with core values.
We regularly assess the performance
and potential of leaders and people in key
positions. As of the end of 2016, 87% of our
key positions are occupied by key people,
compared with 79% at the end of 2015.

Talent pipeline improved
Key people in key positions (KPo)
KPo succession rate
KPo bench strength
Turnover of key people
Total turnover rate
Retention of all new hires after 12 months
Management trainees
Participants in Fast Forward programmes
Promotion rate for Fast Forward programme participants
Total number of employees in leadership acceleration centres
% of workforce covered during annual people review

Supplementary Information

Our Sustainable Engagement Index score
increased to 88% in 2016 from 87% in the
prior year, with the participation of 96% of
our people.

Leadership acceleration centres have been
established to help our people understand
their strengths and the areas of opportunity
for their development in their current and
future roles. Participation in these has been
scaled up in the past few years, reaching
3,525 employees in 2016.

We know that to maximise everyone’s
contribution, we need to ensure that every
employee feels respected and heard. This
is why respect for individuals is at the core
of our values, and why we foster behaviours
that create an inclusive culture. These
behaviours are enshrined in our formal
Inclusion and Diversity Policy, our Code of
Business Conduct and our Human Rights
Policy. To increase understanding and
engagement, we encourage cross-cultural
and cross-country exchanges within our
talent pool.

81 81

'DWDIRU)76(FRPSDQLHVDQGbKLJKSHUIRUPLQJ
companies represents those companies participating
in Willis Towers Watson benchmarking. This does not
include all FTSE 100 companies.

2015

79%
0.70
45%
4%
12%
69%
254
770
55%
2,084
46%

Swiss Statutory Reporting

60

2016

87%
0.67
50%
5%
12%
82%
231
902
71%
3,525
46%

3/16/17 2:32 PM

female leaders, and has been well received
by participants. We aim to introduce similar
programmes in 2017 across our territory.

84

66

We regularly assess the performance
and potential of leaders and people in key
positions. As of the end of 2016, 87% of our
key positions are occupied by key people,
compared with 79% at the end of 2015.

Financial Statements
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,QZHUHIUHVKHGDQGVLPSOLǌHGRXU
performance framework and integrated
all components with the aim of increasing
individual, team and Company performance,
while strengthening Company culture. The
revised framework links team performance
and individual results, actions and skills, and
aligns to our six core values.

Corporate Governance

– developing talents: We believe that our
ability to develop leaders internally is
an important competitive advantage.
We therefore seek to build a strong
bench of inspirational leaders across all
leadership levels to ensure continuity and
long-term growth for our business. We
will continue creating opportunities for
faster development, building the correct
knowledge, skills and experience, whilst
embedding our values.
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86

Not all positions have the same impact
on the Company’s performance. We have
VHJPHQWHGRXUZRUNIRUFHDQGLGHQWLǌHG
the key positions across all levels that
have a disproportionately high impact
on the Company’s performance. Career
progression in our Company depends on
performance against standards, potential
and alignment with core values.
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We believe that fostering a workforce
WKDWUHǍHFWVWKHGLYHUVLW\RIRXUPDUNHWV
is essential to remaining the strategic
partner of choice for all of our customers.
2XUEXVLQHVVEHQHǌWVJUHDWO\IURPWKH
diverse range of people who work for us,
serving a broad geographic footprint and
a wide spectrum of communities. This is
why we actively seek to attract and retain
employees from a range of backgrounds,
VNLOOVDQGH[SHULHQFHVb

Supplementary Information

– Develop future leaders faster and
build a learning organisation to
maximise performance

– strengthening capabilities: We are
focused more than ever on skills and
capabilities that will make our workforce
capable of winning in the marketplace
WRGD\DQGLQWKHIXWXUH6SHFLǌFDOO\WKLV
means building capabilities in the crucial
areas of revenue growth management,
route-to-market, front-line execution
and inspirational leadership; and

78

88

Our leaders are becoming better talent
champions, increasing their commitment
DQGHǋHFWLYHQHVVDLGHGE\WKHVLPSOLǌHG
performance standards introduced in
2016 and reallocation of resources within
RXUKXPDQUHVRXUFHVIXQFWLRQb:HKDYH
further professionalised our approach by
establishing new centres of expertise for
talent acquisition and development, and
leadership development and capabilities.
These centres are responsible for
recruitment and development across the
business, going beyond policy creation.
This design ensures that we support our
leaders in developing future leaders in
HYHU\PDUNHWHǎFLHQWO\DQGHǋHFWLYHO\

iterative ‘plan, act and review’ cycle to
improve output continuously. In 2016,
we standardised our approach across
our territory.

Strategic Report

– Strengthen capabilities with
special focus on revenue
growth management

87

84 82

Driven by the needs of our business
VWUDWHJ\ZHKDYHUHGHǌQHGRXUOHDUQLQJ
DUFKLWHFWXUH:HKDYHLGHQWLǌHGZKHQ
learning needs to happen to be the
most impactful and what we need to
develop, focusing on prioritised skills

Swiss Statutory Reporting

– Maintain high employee engagement
by fostering a high-performance
mindset and strong Company culture

Employee engagement:
outperforming peer companies (%)
90

:HKDYHPDGHSDUWLFXODUO\VWURQJbSURJUHVV
during 2016 in acquiring and building
revenue growth management capabilities.

Financial Statements

Three key areas
supporting growth

– maintaining high employee engagement
and fostering a high-performance
Company culture: We believe our
Company will thrive if we all strive for
best-in-class performance. To achieve
this, we focus on winning together
through understanding and delivering on
our strategy, enjoying ownership of our
work, removing organisational barriers
to success and living our Company
values, acting with integrity and doing
what is right, not just what is easy;

7KHH[WUDHǋRUWVPDGHE\RXUSHRSOHDUH
important to our Company performance.
Because we know how valuable our
employees’ contributions are, we invest
in and closely monitor engagement levels.
We conduct an employee engagement
survey annually, and we partner with
Willis Towers Watson to benchmark our
performance against other companies
in the Coca-Cola System and other highperforming companies.

Corporate Governance

– We improved the talent pool working
in our key positions, aided by the
FRPPLWPHQWDQGHǋHFWLYHQHVVRI
RXUbOHDGHUVLQGHYHORSLQJSHRSOH

To ensure that we achieve our Company
objectives, our people strategy emphasises
workforce engagement and Company
FXOWXUHDQGWKHGHYHORSPHQWRIbWKH
capabilities, leadership and talent that are
necessary to pursue our strategic priorities.
Our people strategy has three key areas
of focus:

Maintaining high employee
engagement

Strategic Report

– :HPDGHVLJQLǌFDQWSURJUHVV
in building our revenue growth
management capabilities

:HKDYHLGHQWLǌHGDQGSULRULWLVHGWKH
organisational capabilities that are
important across our Company and
required to execute our strategy and drive
growth in each of our markets. We are
building prioritised capabilities such as
revenue growth management and routeto-market by improving our processes,
structures and measurement system
as well as the skills of our people.

Developing talents

Coca-Cola HBC
2016 Integrated Annual Report

:HRǋHURSSRUWXQLWLHVWROHDUQ
grow and win together

– We have improved individual
and team performance by
simplifying and strengthening
RXUbSHUIRUPDQFHIUDPHZRUN

Strengthening capabilities
and building a learning
organisation
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– Our employee engagement score
increased to 88%, which, as the
FKDUWVKRZVbLVKLJKHUWKDQWKDWRI
other high-performing companies,
UHǍHFWLQJWKHFRPPLWPHQWRIRXU
people to our business and our
Company culture

To ensure that our people balance shortand long-term objectives at individual
level, in addition to assessing performance
DJDLQVWǌQDQFLDOREMHFWLYHVZHDOVRVHW
objectives and measure achievement
for innovation, fostering of partnerships,
people leadership, managing resources, and
compliance with policies and procedures like
our Code of Business Conduct. The
VXFFHVVIXOUROORXWRIRXUVLPSOLǌHG
performance standards for each leadership
level within the organisation creates a line of
sight between our values and our results.

DQGSHUIRUPDQFHGLǋHUHQWLDWRUVWKDW
can accelerate the performance of all
our people. Our new learning support
application will enable us to make knowledge
even more available to all our people,
democratising leaming, accelerating
GHYHORSPHQWDQGKHOSLQJWKHPIXOǌO
their potential.

Key people in key positions (KPo)
KPo succession rate
KPo bench strength
Turnover of key people
Total turnover rate
Retention of all new hires after 12 months
Management trainees
Participants in Fast Forward programmes
Promotion rate for Fast Forward programme participants
Total number of employees in leadership acceleration centres
% of workforce covered during annual people review

3/16/17 2:32 PM

By hiring the right people and supporting
them to grow, deliver on our strategy and
go the extra mile, we are able to connect
with communities, provide excellent
customer service and bring smiles to the
faces of consumers. Our leadership plays
an essential role in this, with every leader
accountable for attracting, developing,
retaining and engaging the right talent and
then enabling them to execute our strategy.

iterative ‘plan, act and review’ cycle to
improve output continuously. In 2016,
we standardised our approach across
our territory.

Talent pipeline improved

2015: 88%
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Key highlights

As is the case with employee engagement,
we closely monitor our progress in
embedding and living our values. To further
embed our values, which are an integral part
RIRXUFRUSRUDWHFXOWXUHZHKDYHGHǌQHG
important behaviours that our people are
expected to demonstrate daily as they go
about their work, such as treating others
ZLWKUHVSHFWb7KHVHEHKDYLRXUVbUHSUHVHQW
the essential building blocks of our
Company culture and high-performance
IUDPHZRUN:HKDYHOLNHZLVHLGHQWLǌHG
behaviours we aim to eliminate. Our
RQJRLQJHǋRUWVKDYHLPSURYHGRXUSHRSOHšV
awareness of and commitment to our
values. We measure this using our Values
index which was at 90% for 2016,
a 2% increase from 2015.

People continued

Unlocking our
talent potential

2015: 33,311

Everything in our Company starts with our
six core values: authenticity, excellence,
learning, caring for our people, performing
as one and winning with customers.

Coca-Cola HBC
2016 Integrated Annual Report

Fostering a highperformance culture

Coca-Cola HBC
2016 Integrated Annual Report

2016

2015

87%
0.67
50%
5%
12%
82%
231
902
71%
3,525
46%

79%
0.70
45%
4%
12%
69%
254
770
55%
2,084
46%

1.71

57% reduction vs. 2015

3/16/17 2:32 PM
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What does good practice look like?

Taylor Wimpey

Strategic report

BUSINESS MODEL EXPLAINED CONTINUED

Strategic report

BUSINESS MODEL EXPLAINED CONTINUED

OUR PEOPLE

OUR PEOPLE

We aim to be the employer of choice
in the housebuilding industry.
WHAT MAKES US DIFFERENT
Our people matter

WHAT WE DO

We aim to be the employer of choice
in the housebuilding industry.

We want to recognise our staff for their contribution and commitment.
Flexible working can help us retain talented employees and can be
particularly beneﬁcial for working parents. We are piloting a ﬂexible working
approach in our Southern Counties regional business, giving employees
more control over their working hours. We launched a new Flexible
Working Policy to encourage our regional businesses to consider informal,
ﬂexible working arrangements where appropriate.

We aim to be the employer of choice in the housebuilding industry,
attracting and retaining the best people to establish a culture that
gives all individuals the opportunity and support to develop to their
full potential, regardless of market conditions or their background.

WHY IS IT IMPORTANT?
Individually, and by working together, our employees are crucial
to driving our success. We believe that having the right people with
the right skills at all levels in our organisation is critical to building
a quality, sustainable business and delivering our strategy.

We want to ensure that all staff are recognised and rewarded for their
contribution and commitment. Following feedback, in 2016 we introduced
an improved ﬂexible beneﬁts package for all employees and a new
approach to ﬂexible working, with maternity, paternity and adoption
policies signiﬁcantly enhanced.

HOW ARE WE DIFFERENT?

Embedding our strategy within the business

We have a strategic approach to our human resources and have
further improved our approach to talent, succession, resourcing and
reward, as well as learning and development.

In April 2016, our Senior Management Team presented an update on our
business strategy via a series of roadshow sessions across the country,
available to all of our employees. Over 4,200 employees attended the
sessions, which provided an update on our strategy, progress made and
priorities for the future, particularly our commitment to discipline in all
market conditions and driving continuous business improvement. These
presentations also had an emphasis on how everyone can play a part in
our future success.

OUR APPROACH

We want to attract and retain the best people and treat them fairly and
with respect.
We have made a signiﬁcant investment in and commitment to the
recruitment of our next generation of future leaders, including extending
our trainee schemes and investing in the skills and development of our
employees across the business, to ensure that Taylor Wimpey attracts
and retains the best people in the industry through the cycle.

WHAT MAKES US DIFFERENT

Investing in our people
Through our learning and development initiatives, aimed at growing
talent from within, we give our employees the opportunities and skills
to become our future business leaders and develop their careers with
Taylor Wimpey.

During 2016 we directly employed, on average, 4,697 people across
the UK (2015: 4,299) and provided opportunities for a further 12,390
operatives on our sites. Our voluntary employee turnover rate remained
low at 13.9% (2015: 13.3%).

During 2016, we recruited 147 apprentices (including 54 site management
apprentices), 30 management trainees and 20 graduates, whilst improving
our apprenticeship and trainee schemes across a number of areas (2015
total: 139).

WHAT WE DO
We aim to be the employer of choice in the housebuilding industry,
attracting and retaining the best people to establish a culture that
gives all individuals the opportunity and support to develop to their
full potential, regardless of market conditions or their background.

WHY IS IT IMPORTANT?
Individually, and by working together, our employees are crucial
to driving our success. We believe that having the right people with
the right skills at all levels in our organisation is critical to building
a quality, sustainable business and delivering our strategy.
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HOW ARE WE DIFFERENT?
Q&A

OUR KPIS
Employee turnover

Why is rewarding employees
important to Taylor Wimpey?

Objective
We aim to attract and retain the best people in the industry and give them
opportunities to develop to their full potential.
Definition
Voluntary resignations divided by number of total employees.
Why is it key to our strategy?
Our employees are one of our greatest competitive advantages and they
are crucial to executing the strategy. We aim to keep this within a range
of 5-15%.

2014

13.6%

2015

13.3%

2016

0

ANNE BILLSON-ROSS
Group Human Resources Director

13.9%
5

10

We want to ensure that all staff are recognised and rewarded for
their contribution and commitment. We offer attractive remuneration
and a range of beneﬁts to help us recruit and retain talented
employees. All our employees, whether full or part time, paid weekly
or monthly, have comparable core beneﬁts and choice, and we
regularly benchmark our approach against others in our sector. In
addition to our core beneﬁts (which include healthcare provision
for all employees), we have generous house purchase discount
schemes with employees able to buy a Taylor Wimpey home at a
signiﬁcant discount and to beneﬁt from savings on options and
white goods and to use our negotiated supplier rates. Around 180
employees have reserved homes through our house purchase
discount schemes in the last two years.

15

Following the continuing success of our Sales Academy model, we
designed a Production Academy that launched in 2016 to give our
employees a clear career path to site management through a structured
programme that aims to develop their technical expertise. We plan to
expand this academy model to commercial and land and planning
disciplines in the future.
Following the Government’s commitment to further reform corporate
governance by ensuring the voice of employees is heard in the
Boardroom, the Company is putting in place a National Employee Forum
which will build upon the existing regional Employee Consultative
Committee structure so as to enhance the dialogue between the Board,
Group Management Team and our employees.

Striving to become a more diverse business
We aim to be an inclusive employer and to attract, retain and promote
employees from all backgrounds. Encouraging and embracing diversity is
now one of our cultural principles. We developed a diversity and inclusion
strategy during 2016 focusing on the impact of leadership for creating and
maintaining a diverse and inclusive culture; improving how diversity and
inclusion are embedded into our policies and procedures; and reﬂecting
our commitment to this.
More information on diversity can be found on pages 71 and 73

Human rights
We support the United Nations’ Universal Declaration of Human Rights
and have policies and processes in place to ensure that we act in
accordance with our cultural values which encompass areas such as
business conduct, equal opportunities, anti-corruption and whistleblowing.
We do not consider this a material issue in our business.
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We have a strategic approach to our human resources and have
further improved our approach to talent, succession, resourcing and
reward, as well as learning and development.

OUR APPROACH

We want to attract and retain the best people and treat them fairly and
with respect.
We have made a signiﬁcant investment in and commitment to the
recruitment of our next generation of future leaders, including extending
our trainee schemes and investing in the skills and development of our
employees across the business, to ensure that Taylor Wimpey attracts
and retains the best people in the industry through the cycle.
During 2016 we directly employed, on average, 4,697 people across
the UK (2015: 4,299) and provided opportunities for a further 12,390
operatives on our sites. Our voluntary employee turnover rate remained
low at 13.9% (2015: 13.3%).

Our people matter
We want to recognise our staff for their contribution and commitment.
Flexible working can help us retain talented employees and can be
particularly beneﬁcial for working parents. We are piloting a ﬂexible working
approach in our Southern Counties regional business, giving employees
more control over their working hours. We launched a new Flexible
Working Policy to encourage our regional businesses to consider informal,
ﬂexible working arrangements where appropriate.
We want to ensure that all staff are recognised and rewarded for their
contribution and commitment. Following feedback, in 2016 we introduced
an improved ﬂexible beneﬁts package for all employees and a new
approach to ﬂexible working, with maternity, paternity and adoption
policies signiﬁcantly enhanced.

Embedding our strategy within the business
In April 2016, our Senior Management Team presented an update on our
business strategy via a series of roadshow sessions across the country,
available to all of our employees. Over 4,200 employees attended the
sessions, which provided an update on our strategy, progress made and
priorities for the future, particularly our commitment to discipline in all
market conditions and driving continuous business improvement. These
presentations also had an emphasis on how everyone can play a part in
our future success.

Investing in our people
Through our learning and development initiatives, aimed at growing
talent from within, we give our employees the opportunities and skills
to become our future business leaders and develop their careers with
Taylor Wimpey.
During 2016, we recruited 147 apprentices (including 54 site management
apprentices), 30 management trainees and 20 graduates, whilst improving
our apprenticeship and trainee schemes across a number of areas (2015
total: 139).

The greatest asset –
the evidence.

The greatest asset – the evidence

The employer brand
matters more

Research shows that a
company’s employer brand
is twice as likely to drive
job consideration as its
company brand.1

A competitive advantage
Only 69% of companies work
with employer branding from
a strategic perspective.2

Lower turnover

Companies with a stronger
employer brand have a 28%
lower turnover rate than
companies with a weaker
employer brand.1

Lower cost per hire

The cost per hire is more than
twice as low for companies
with strong employer brands.1

Companies that are
most successful
at improving
their employer
value proposition
outperform other
companies by the
following factors:3

250%

more likely to rate their
overall talent acquisition
efforts as highly effective

2.4x

185%

1.8x

130%

revenue
growth

profit margin
increase

1 LinkedIn whitepaper. Why Your Brand Matters, 2012.
2 Talent attraction barometer (How does your organisation approach employer branding?)
3 Boston Consulting Group. Create People Advantage 2012, Mastering HR Challenges in a Two-Speed World.

Organizations that
prioritize employer
Brand are:

more likely to have at least a
high-level talent acquisition
strategy in place

more likely to see increases
in employee engagement

The key reason – treating people well improves shareholder value
Improvement in shareholder value (%)

110

BEST EMPLOYERS
Germany

81

WHOLE INDEX

52

BEST EMPLOYERS
UK
WHOLE INDEX

32

197

BEST EMPLOYERS
US
WHOLE INDEX

101

Are people
a company’s
greatest asset?

Isn’t it really about technology?

63%

67%

44%

40%

say that in five years
technology will be the
firm’s greatest source of
competitive advantage.

say the prevalence of
robotics, automation and
artificial intelligence (AI)
will make people ‘largely
irrelevant’ in the future
of work.

say that technology will
create greater value in the
future, rather than people.

of respondents say
they have experienced
shareholder pressure to
direct investment towards
tangible assets like
technology.

Isn’t it really about technology?

It (AI) would take off on
its own and redesign itself at
an ever increasing rate. Humans,
who are limited to slow biological
evolution, couldn’t compete
and would be superseded.
Stephen Hawking

Technology still relies on people

83%

of UK CEOs say digital
skills are important
to their organization…

…but

2/3

think recruiting people with
these skills is difficult.

Technology still relies on people

By counting on technology to
solve their call center issues,
executives lose focus on core
operations and upset the
balance between human
interaction and automation.

Why are people
a company’s
greatest asset?

Why are people a company’s greatest asset?

Culture is your
company’s only truly
sustainable competitive
advantage. No one can steal
it or copy it, because culture is
the sum total of your individual
behaviours, values, attitudes,
beliefs, and assumptions
Graeme Wright
Havas People

Culture is a crucial issue
which is inseparable and
inextricable from strategy.
It is critical to execution of
strategy – and is all about how
we are going to go about this.
Antonio Horta-Osório
Chief Executive
Lloyds Banking Group

Technology still relies on people

‘I strove to create a culture where people
didn’t need to park any part of themselves
at the door, especially not their hearts and
souls. I believe deeply that the success of any
company is tied directly to the quality of its
talent and its ability to utilize that talent.
And that is where culture comes in:
it allows you to create an environment
in which you can effectively utilize talent…
At Ben & Jerry’s, everybody knew they
were there to create a great brand, to run
a great business, but also to change the
world in the process.
They felt they were on a mission.
This engages people in a way few
other things can in business.’
Walt Freese, Ben & Jerry’s

What do
organizations
say about
values and
culture?

How are values articulated in company reports?

We found values
highlighted in

59%
of reports

Relationships
We manage these in line
with our core values of:
• Inspiration
• Innovation
• Integrity
• In Touch

How are values articulated in company reports?

If everyone is using the same values, how are you differentiated?
Number of times value expressed by FTSE 100
35

INTEGRITY
28

RESPECT
23

INNOVATION
18

SAFETY
Core
values

16

TRANSPARENCY
15

EXCELLENCE
14

TEAMWORK
RESPONSIBILITY

13

TRUST

13

HONESTY

13

Do companies talk about culture?

65%

talk about the
importance of
culture

29%

talk about
developing
culture

Culture
We believe that boards should give
sufficient time not only to managing
performance and results, but also to
understanding the culture and values
that underpin the company. During the
year, the CEO and his executive team
spent considerable time and...

Corporate culture
The board and senior management
have a vital role to play in the shaping
and embedding of a healthy corporate
culture, and this continued to be a major
focus in 2016. At the heart is our core...

Suggestions

Demonstrate
how your people make
you a better organization.
Move
the concept of employer branding
and culture from your careers section
into the heart of the business.

Career development and training
Training and development continues
throughout the careers of our employees
and we have many programmes in place
to ensure they achieve their ambitions,
reach their potential and remain safe,
as outlined above. Employees’ welfare and
job satisfaction is enormously important
and we invest significant money and time
in facilitating career development and
evolving training to reflect the changing
needs of our workforce.

• invested in a world-class Learning
Management System (‘LMS’) that will
go-live early in 2017/18 to deliver, track
and manage all our training online.
Last year, A-Plant held over 5,400
employee training days through a wide
range of courses. In order to identify
training needs when recruiting, A-Plant
has developed a series of competence
forms and adopted the OSAT (On Site
Assessment and Training) programme.
Each employee has their skills mapped
against the qualification framework
through assessment and any skills gaps
are filled through training. Through this
process we can be sure of developing the
skills and qualifying the experience of our
workforce. To evaluate the effectiveness
of our training, we issue all delegates with
feedback forms and these are evaluated
and actioned as required.

Suggestions

Sunbelt implemented a number of training
and development initiatives during the
last financial year including:
• continued roll-out of leadership and
coaching training for front-line
managers in our two-day Lead, Coach,
Win training, reaching 256 front-line
managers and bringing the total to 556
managers trained since the inception
of the programme in 2016;
• roll out of two-day Play to Win sales
training to all sales reps;
• development of leadership curriculum
for all store managers;
• enhanced on-boarding training for
key customer-facing positions;
• continued refinement of our Technicianin-Training programme by working
with field service leadership to identify
the most critical areas for training:
electrical, hydraulics, preventive
maintenance, diagnostics, and
equipment-specific based on the fleet
composition of any particular store;
• developed a new Store Opening Kit
containing all the training materials a
district manager, store manager, and
business development manager should
need to on-board new employees; and

In 2017, A-Plant launched the
Undergraduate Placement Programme
which offers university students the
opportunity to spend a year in our business
under the mentorship of one of our
directors. Students will gain an excellent
insight into managing a business area at
a strategic level and work on a project
supporting a real business need, with a
direct link to our products and customers.
All senior employees at A-Plant are now
required to undertake an e-learning
module on ‘The Green Café’ (A-Plant’s
e-learning portal) to ensure they
understand their obligations and
responsibilities with regard to competing
fairly and the Bribery Act 2010. The module
must be completed every 12 months,
and only a 100% score on the module

is acceptable. Employees must repeat
the module until they achieve 100%.

Our people employer
Responsible

Reward and benefits
We believe in treating our staff well and
rewarding them for the effort they put
in on our behalf. We use a combination
of competitive fixed pay and attractive
incentive programmes to reward and
motivate staff and these drive our profits
and return on investment. With effect
from 1 May 2017, all eligible A-Plant
employees will be paid the Living Wage
(as recommended by The Living Wage
Foundation) and A-Plant became an
accredited Living Wage Employer.
Sunbelt employees will be paid an hourly
rate in excess of the state and federal
recommended wage.

Attracting, developing
and retaining people

People create value

SSE is acutely aware that its long-term success depends upon the people it attracts, retains and
develops. Through a very deliberate strategy SSE seeks to secure its future by anticipating the
looming skills gap expected to impact on the energy industry in the early 2020s at the same
time as building a diverse workforce more representative of the communities it serves.

Our sales force is incentivised through
our commission plans which are based on
sales, both volume and price achieved, and
a broad measure of return on investment
determined by reference to equipment type
and discount level. We flex our incentive
plans to reflect the stage of the cycle in
which we operate, which we believe is
an important element in retaining the
confidence of our workforce through the
economic cycle.
In addition to their core benefits, including
pension and life assurance arrangements,
we have an employee assistance helpline
which offers free confidential support and
advice to those in need. We also have other
benefits such as Virgin Health Miles, as
mentioned earlier, to promote good health
amongst our employees. A-Plant also runs
a holiday sell back scheme as an additional
benefit. This allows employees to sell
unused or unwanted holiday days back

Strategic Report – Executing our long-term strategy

Performance Summary

Unit

2016/17

2015/16

Total number of employees1

Number

21,157

21,118

Total number of hours worked2

Number

39,534,659

39,128,900

Employee retention rate3

%

86

89

Lost days per year due to sickness

Number

204,122

182,058

Average age

Years

40

40

Average/median length of service

Years

9.27/7.17

9.43/7.22

Total number of training interventions4

Number

103,688

63,052

Investment in pipelines5

£m

9.4

12.7

Ratio of CEO earnings to average employee earnings6

n:1

72:1

42:1

Employee gender (female)

%

31.4

30.9

Female employees earning over £40,000

%

12.8

11.9

Gender pay gap (UK)

%

19.3

18.7

Our people and our values

Investing in a diverse team,
built on core values
SSE’s current and future success depends upon the talents, skills and
motivation of the people it employs. The strategic development of
human capital value is therefore critical to SSE’s long-term success.

VETERAN SPOTLIGHT: SHAWN GARCIA

Key workforce metrics

While attending a veteran recruiting event, Shawn Garcia was
drawn to Sunbelt after learning more about the company’s extensive
veteran recruitment outreach programme and support for veteran
organisations such as the Gary Sinise Foundation and its R.I.S.E.
programme. Shawn joined the Sunbelt Rentals Industrial Services team
and loves the fast-paced, entrepreneurial environment Sunbelt offers.
His managers continue to encourage his growth and education at the
company. Shawn served in the Marine Corps as a machine gunner,
during which time he was deployed three times, twice to the Middle
East. Since completing his military career, Shawn has found a fit within
the Sunbelt team. He says that the ‘Make it happen’ culture is perfect
for someone like himself who possesses a get-it-done mentality.
He is ready to earn his stripes as an Industrial Tool Specialist and later
rise through the sales representative ranks.
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1.

Total number of employees 1

Number

Retention rate 2

%

Total recruitment 3

Number

Employee gender (female)

%

Average age

Years

Employee engagement index 4

%

Learning and development expenditure

£m

Total number of training interventions 6

Number

Investment in pipelines 7

£m

UK Productivity (GVA per capita) 8

£

Productivity compared to UK average 9

n:n

Whistle-blowing cases raised 10

Number

1
2
3
4
5
6
7
8
9
10

2016/17

2015/16

21,157

21,118

86

89

3,227

2,763

31.4

30.9

40

40

n/a

77

18.9

17.2

103,688

63,052

9.4

12.7

172,000

129,670

3.1:1

2.4:1

88

41

Total headcount at 31 March 2017, including employees within Windtowers Ltd.
Excludes end of fixed term contracts and internal transfers.
External recruitment only.
Total expenditure in learning and development, internal and external, including talent pipelines.
Externally facilitated company-wide employee engagement survey, not available until July 2017.
Including targeting courses, workshops, seminars on e-learning packages.
The total cost of providing apprentice, graduate, technical skills and employability training programmes.
Based on SSE’s direct contribution to UK GDP and directly employed employees, analysis undertaken by PwC.
Ratio of SSE’s UK labour productivity to the UK’s national productivity (source: PwC).
Number of cases reported to SSE’s independent whistle-blow line.

Talent pipeline
1,277 trainees

20

IT graduates (13)
Employability
programme participants
(Barnardo’s and Career
Ready) (31)
Customer service
apprenticeships (682)

Craft (3,969)
Development (7,712)
Legislation and
policy (1,421)
Safety rule
authorisations (2,284)

The strategic human capital challenges
SSE has articulated regularly in recent years
remain key. The strategy is to anticipate
the skills gaps that are looming in the early
2020s by attracting a wide and diverse
range of entry level talent into SSE’s pipeline
programmes. These pipelines include
employability programmes, apprenticeships,
higher level technical skills trainees and
engineering graduates.

7

Headcount as at 31 March in each financial year – figure includes all SSE UK and ROI employees, excludes contingent/agency staff.

1
The solution to the second strategic
challenge, a lack of diversity, is complementary
to the first. Because of the skills gap SSE has
a unique opportunity to become a more
inclusive employer, improve its attractiveness
to a diverse set of applicants and to build a
pipeline of new talent that more closely
reflects the communities SSE serves.

Creating a workforce for the future
SSE offers a range of structured programmes
designed for school leavers, apprentices,
trainee engineers and graduates. These
pipelines introduce hundreds of young
people into SSE every year and represent
the single most important way SSE builds
its future workforce.
While the financial investment in its
pipeline programmes in 2016/17 was
£9.4m, representing a fall in investment
since 2015/16, the number of individuals
participating increased to 1,277 from 859
in 2015/16. The increase is dominated
by a concerted effort to develop existing
employees working in customer service,
progressing from Level 2 to Level 3
qualifications, supporting SSE’s strategy
to continue to differentiate itself on the
basis of sector leading customer service.

Development training
103,688 interventions

Ashtead Group plc Annual Report & Accounts 2017
Apprentices (436)
Technical skills
trainees (64)
Business graduates (25)
Engineering
graduates (26)

Responding to strategic
challenges: skills shortages
and greater diversity

Based on standard contractual hours over a 52 week period (excludes Overtime and Standby).

2

Excludes end of fixed term contracts and internal transfers.

3

Including targeted courses, workshops, seminars and e-learning packages. 2016/17 figure represents
classroom based interventions only, recorded on SSE’s new Learning Management System.

4

Total cost of apprentice, engineering graduate and Technical Skills Trainee programmes.

5

See page 91 of SSE’s Annual Report 2017 for more detail and explanation.

6

Median gender pay gap, calculated according to UK Government pay gap disclosure regulation.

7

SSE’s sustainable employment ethos
(see pages 20 to 23 of SSE’s Annual
Report 2017) underpins a recognition
that long-term shareholder value is
created by the talents and endeavours
of the people who work for SSE.
In order for value creation to be
sustainable in the long-run, SSE
understands the importance of sharing
that value widely. SSE’s tax policy
specifically aims to ensure it contributes
a fair amount of tax to the countries
it operates in and its approach to
capital expenditure aims to share the
economic benefits of its investments in
local areas. Rewarding employees fairly
for their efforts is an important part of
sharing SSE’s success with the people
who made that success possible in the
first place.

Fairness at work
SSE remains a Living Wage employer in
both the UK and Ireland – ensuring that
SSE’s minimum pay standard is based
on what an individual needs to earn
to live a life free from poverty. In the
UK, this is a rate that is higher than the
Government’s National Minimum Wage
for the over-25’s, which is currently
£7.50 an hour (April 2017).

2.

3. SSE’s Responsible ‘Bricks’

Further, the recognition of four trade
unions to negotiate pay settlements on
behalf of their members supports the
creation of a fair work environment.
66% of SSE’s employees are covered
by the negotiating arrangements of
the Joint Negotiating and Consultative
Committee.
SSE actively encourages and supports
its employees to become shareholders
of the company. It offers both an
employee Share Incentive Plan (SIP)
and a Sharesave scheme with attractive
incentives and good participation rates,
75% and 43% respectively.

SSE values the differences that a diverse
workforce brings to the organisation
and SSE will not discriminate because of
the protected characteristics set out in
the Equalities Act.
SSE aims to ensure that no job applicant
suffers discrimination because of any
of the protected characteristics and will
actively recruit from all sectors of the

−

Managers are given appropriate
training on diversity awareness, and
recruitment and selection diversity
best practice;

−

The composition of job applicants
and the benefits and career
progression of employees are
monitored closely;

−

Workforce composition is
monitored to ensure equality of
opportunity at all levels of the
organisation. Where appropriate,
steps will be taken to identify
and remove unjustified barriers
and to meet the special needs of
disadvantaged or underrepresented
groups;

−

The physical features of SSE
premises are regularly assessed
to consider whether they might
place anyone with a disability at a
substantial disadvantage. Where
necessary, steps will be taken to
improve access.

Finally SSE’s grievance policy
makes it clear that allegations of
discrimination or harassment will be
treated in confidence and investigated
in accordance with the relevant
procedure.

Case study

Enhanced employee benefits
for parental leave
In late 2015, SSE carried out a series of workplace balance surveys around
its rewards and benefits policies. One theme identified was maternity and
paternity leave, with SSE’s parental leave policies viewed unfavourably. Over
2016/17, SSE’s human resources team worked to improve and implement
enhanced employee benefits, with approval gained from SSE’s Executive
Committee in January 2017 and the new industry-leading policies launched
in April 2017. Maternity and adoptive pay increased from the previous policy
of six weeks at full-pay and 12 weeks at half-pay, to 21 weeks at full-pay.
Paternity leave entitlements were also increased, from one week at full-pay
to two weeks at full-pay. New mothers and adoptive parents are offered to
return to work on 80% of contractual hours with full pay for up to six months.
Finally, an arrangement for ‘emergency day passes’ has been put in place,
where employees may take up to two days off at a moment’s notice,
reflecting the nature of family commitments. These new policies mean that
SSE now offers some of the best parental leave benefits for its employees.
This approach aligns with the wider Inclusion and Diversity Strategy.

Safety, health and the
environment (4,997)
Sales and service
(74,051)
Misc (9,254)

SSE plc Annual Report 2017
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Show how your
people contribute
to the success of
the business

Articulate your
commitment to
your employees
in your strategy

5.

community. In particular, SSE will ensure:

The final commitment to fairness is a
set of policies and standards to prohibit
discrimination, in any form, within SSE.

SSE’s commitment
on equalities

4.

Use data to show how Explain how you
you are performing
are filling your
talent pipeline
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Demonstrate your
understanding of
your target employee
demographic

Sarah Churchman
Human Capital Director
Chief Inclusion & Wellbeing Officer
PwC
Sarah is a senior Human Resources professional with over 30 years’
experience. She is currently leading on Diversity & Inclusion & Employee
Wellbeing, including Mental Health, at PwC.

Steve Hurst
VP Learning & Development
Sage
Bringing together over 37 years in work, with 22 of those years in
Learning & Organizational Development, my focus and proven track
record is in developing high performance cultures where people thrive
and teams, functions and organizations win.
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Thank you.

