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Right Now: A Tipping Point for Workplace Change

THE WALL STREET JOURNAL.

MARKETS

Wall Street Wants Bankers Back in the Office. Especially
Gen Zers.

Top firms like Goldman and JPMorgan hape in-person interaction—and mare money—uwill cure malaise many newbies are faling

FINANCIAL TIMES

The boss is back but the workers are
staying at home
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FASSTGMPANY

Why workers are calling BS on

leaders about returning to the
office

Workforce scholars find that employees are feeling burned over broken work-from-home
promises and corporate culture ‘BS” as employers try to bring them back to the office.

.+ REUTERS

With 8 mln Americans out of

work, why are more companies
not filling jobs?

The Labor Shortage May Be
Permanent

FORTUNE

Forcing employees to return to the office?
Prepare to face the consequences



A Critical Problem: Expectations are Out of Sync
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of CEOs want employees to
return in person

of employees want to come
back full time

- Newsweek/Best Practice Institute, April 2021

“Those who are uberly engaged with the company
want to go to the office two-thirds of the time, at
least. Those who are least engaged are very
comfortable working from home.”

Sandeep Mathrani, CEO WeWork

“The remote office doesn’t work for generating
ideas, preserving corporate culture, competing for
clients or for those who want to hustle.”

Jamie Dimon, CEO JP Morgan



Powerful Factors are Shaping a New Mindset at Work
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Economic and
| abor Stress

In the wake of global upheaval,
volatility and uncertainty, what

Social Justice
and Activism

> new relationship has emerged *

Generational
Values Shifts

>

between employer and
employees?

How should companies adapt?

<

Political and
Governmental
Change




Zeno’s Evolving View of Employees and the Workplace

2015 2019 | 2021

The Power of Strategy for All Barriers to Employee Engagement A New Mindset at Work
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About Our 2021 Global Research Methodology

WHO HOW MANY WHEN
Employees working n = 4305 (Overall)
full-time or part-time 03 /24 / 2021 » 04 /04 / 2021
Markets: h = 1122 (US)
US, UK, France,
& China
29+ Years Old n =1054 (UK) MARGIN OF ERROR
Languages:
English, French, n = 1041 (France) MOE of +/- 3% 95%
Chinese per market Confidence Level

Online Survey n = 1041 (China)
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What You Will See

Our research revealed the emergence of a fascinating and complex workplace, with clear challenges and
opportunities, signals for concern, but also signs of optimism and hope.

Optimistic Serious Frustrated
about a new world of work, eager for about their future and wellbeing, and by the lack of opportunity and
change, but on their terms not afraid to change to achieve it advancement - and on the hunt for better
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O/ of employees in all markets DO NOT
7 Z o want their “work life” to go back to
how it was before COVID
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Workers Don’t Want to Lose Perceived Gains

The pandemic forced changes for many aspects of work.. Employees want to retain the flexibility and policies
they’ve come to value during the pandemic.

Flexible schedules Providing technology / tools to get the job done while staying safe
57%

59%

61%

Mental health awareness Accommodating working parents

48%

45% 43%

i1 ZENO mUS ®mUK ®France ®China 10



Hybrid, Thanks!

Workers Recognize the Price of Working Fully Remote

The top perceived concerns of workplace flexibility include the mental health impact, like stress and anxiety,

and feeling disconnected from colleagues / workplace culture.

Poor mental health / feeling more stressed or anxious

Feeling disconnected from colleagues / workplace culture
Challenges with technology / internet

Can make it challenging to keep my team motivated and productive
Poor physical health (e.g. diet, posture, sleep)

There are no boundaries / | feel like | am always “on call”

Less active lifestyle

Difficulty completing tasks / distractions from home environment
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48%
48%
47%
47%
47%
45%

44%

44%

47%
39%
42%

38%

39%
41%
34%

54%

59%
61%

62%
55%
57%
53%
56%
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Employees Say Flexibility Works and It’s Here to Stay

Employees are looking for greater ability to work from home. Less than 20% say this benefit is not important
to them.

Want to work from ¥ Makes it easier to
¢ home at least several attract new talent /
days a week team-members
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What They Want Most:
To Unplug the Device and Connect with Family

Family has become increasingly important for employees over the past year. “Protecting the family” is the
TOP rising value for employees in all four markets.

“I wish | could spend
more time offline with
my family”

111 ZENO
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Employees Say Their Own Future Lags That of Their Employer

Employees saw a better economic future for their companies than for their own families, or their country.

mEUSA mUK

93% 94%

82%
° 78%
73%
(o)
62% 65%
I 49%

Do you think your employer Do you think your family’s
is generally heading on the economic situation is
right track? on the right track?
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France mChina

59%

38%

18%

Do you think the national

economy is generally
heading on the right track?

57%

54%

26%

Do you think your country
is generally heading on the
right track?
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Employers Take Note:
Workers Dissatisfied with Opportunities, Advancement

Employees rated how satisfied they were on various aspects of their personal and professional lives:

——
—
~—

Top 3:
Job security: 66%

Personal safety & security: 64%

Co-workers: 63%

Bottom:
Political leadership: 36%

National economy: 34%

Co-workers: 58%
Personal safety & security: 55%

Job security: 54%

Bottom:
National economy: 54%

Political leadership: 47%

Top 3:
Job security 45%

Family/Social life: 41%

Physical health 39%

Bottom:
National economy: 69%

Political leadership: 65%

Top 3:
Personal safety & security: 80%

Job security: /3%
Mental health: 69%

Bottom:
Current “work life”: 16%

Job opportunities in current
company: 16%

Job opportunities outside of
current company: 22%

Tie - Job opportunities inside and
outside of current company: 32%

Job opportunities outside of

current company: 44% Job opportunities outside of

current company: 15%
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Many Employees Think NOW is the Time for Change

When employees were asked if "amid all the changes and challenges facing companies today, now is a GREAT
time for a company to consider making changes for its workforce,” many employees said YES.

i ZENO
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Many Workers are Stuck
Brookings Institute Research

Highlights from Key Findings BROOKINGS
Many workers get trapped in low-wage occupations -
over 10 years, only 43% leave low-wage work l
(I 1 11
iti full of TT1T]
Opportunities to move up are full o TITT l“ll“l'
hurdles T111]
workers are 3.8X likelier to move within their current ﬂ m i
industry than outside it W
1] ] ] T
B
- - INEER e
Access to higher wage work is unequal N
. ) . iEEEs U
in manufacturing, white workers see 14 percentage 0 HHI
points higher upward transitions than Black colleagues | | T
REPORT
Low-wage industries offer workers Moving up: Promoting worker’s upward
less upward mobility mobility using network analysis

only 36% of hospitality workers see upward mobility and
are in a sector with the lowest median wage

Marcela Escobari, lan Seyal and Carlos Daboin Contreras - Monday, June 14, 2021

i zENo .



Seeking a New Mobility in the Workplace -
Upward or Lateral Change

In addition to economic mobility, employees are looking for other benefits when thinking about switching jobs.
These factors include interesting work, opportunities to grow, and the ability to move within the company.

€ F 009

— 4@»r
Interesting/challenging work 79% 77% 76% 73%
Opportunities to develop new skills/grow professionally 78% 71% 6/7/% 83%
Job mobility 73% 62% 0% 79%

i ZENO o



Professional Growth is Now Expected and A High Priority

While there is an increased call for purpose at work, professional growth for employees still remains the
priority. Employees in all markets are overall satisfied with the professional development and growth
opportunities their current employers are providing.

The importance of opportunities to My organization is helping me
develop new skills/grow professionally develop and grow as a professional

83% ® 389%
78%

/5%
02%
02%

AIP,
W

/1%
/%
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Employees Are Ready to Jump,
Putting Retention Levels at Risk

1in 4 employees are already seeking new job opportunities - and this may increase once the pandemic ends
and economies fully reopen. Employers are underestimating the extent to which they and/or their colleagues
are currently seeking new job opportunities at other organizations.

€ + O @O
— <@\
Currently seeking new job opportunities 26% 24% 23% 28%
Colleagues are currently seeking new job opportunities 27% 26% 22% 25%
Employer thinks employees are currently seeking new opportunities 23% 20% 19% 23%

Top-3 box actively / currently seeking new job opportunities

i ZENO 22
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Shifting Values Top values: Top declining values:

R ﬂ t P d =y US employees US employees
Eff t P - 't = Top-2 Box (“Much More” and Bottom-2 Box (“Much Less” and
eC S On rlorl |e$ “Somewhat More” Important) “Somewhat Less”” Important)
1. Protecting the Family - 80% 1. Power - 11%
2. Enjoying Life - 77% 2. Status — 9%
ﬁ 3. Health & Wellness - 75% 3. Adventure - 6%
—— 4. Stable Personal Relationships - 75% 4. Preserving the Environment - 6%
_ o 5. Freedom - 75% 5. Inclusion — 6%
There is a newfound appreciation
for and prlorltlzatlon Of Close 0. Self-actualization - 74% 0. Activism — 6%
personal relationships with friends, 7. Authenticity - 73% 7 Wealth — 5%
family, and loved ones.
8. Working Hard - 73% 8. Friendship — 5%
. - (o) 1+ - (o)
Material values such as status, <h DUy = 72 2 Amiiiem = £7%
wealth, and power saw the most 10. Knowledge - 72% 10. Social Tolerance — 5%

pronounced decline In
Importance.

A total of 37 values were rated in this research by respondents 24




New Values Drive Expectations for the Workplace

In addition to economic mobility, employees are looking for other qualities while thinking about switching jobs.

€ 3+ O
] [

Work life balance 85% 83% 76% 83%

Greater purpose at work 73% 6/% 57% 81%

N LB A S5

76% of Gen Z would be willing to accept a job earning less money if it was for an
employer that shared their personal values and had a strong social purpose

i ZENO 25
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of respondents report they would be

more likely to work at a company that

lives by a clear and strong purpose

Yet only around

of respondents
felt their company
had one

50%

26



Get Clear on Your Purpose and Values

OVER 71%
of employees across the globe agree that

their work is an important part of their

identity.

78%
An employer’s purpose may have a direct Among U.S.
impact on job retention with majorities in Respondents

all markets more likely to work at a 51%

company that lives by a clear and strong
purpose.
OVER 70% I
of employees across all regions feel like
they would perform better at their jobs if

they had a clear understanding of their

company’s values. 2018 2021

1 ZENO .



What We Value at the Office: The Human Element

Among employees that have been working from home, employees rated what they missed the most:

Seeing work friends In-person meetings, Social events at the office Office amenities
colleagues working sessions, etc. or with colleagues (food, gym, etc.)
E 56% 39% 43% 31%
— 61% 44% 38%
=1 1S ° ° ° 25%
‘ ’ 61% 31% 41% 21%
0 49% 39% 55% 43%

i ZENO
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Diversity, Equit
and Inclusion
IS a Business

Imperative
|
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DE&Il: Employers are NOT Meeting Expectations

Diversity, Equity, and

Inclusion is a top concern Expectations Current Performance

for most employees across

all markets when evaluating DE&I “extremely” or “very important” Rate current employer as
when evaluating potential employers “excellent” or “great” on DE&I

a potential employer.

(o) (o)
Many employees hesitate to 79/) 644
give their current employer

strong marks on the subject.

73% 607

64% 52%

[y

55% 29%

i ZENO

30



DE&I:
A Critical Part of Purpose

DE&| and company purpose are deeply
intertwined. In the US, the UK, and China, many
employees consider having a diverse workforce
and inclusive company culture one of the most
important elements of a purposeful company.

In those three markets, nearly 50% of employees
ranked DE&I as one of the most important
elements of a purposeful company, trailing only
proper treatment of employees in that category.

i zENO
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Assess Gaps in Expectations
for the Return

Demonstrate that you see your employees’ new
found appreciation and prioritization for close
personal relationships with friends, family and loved
ones.

Design a clear Return-to-the-Office strategy that
meets your culture, business requirements and team's
expectations.

* For hybrid models, it is critical to define the purpose of
being in the office to meet expectations around the
importance of the '"human element’ of the office.

Audit your benefits (i.e., wellness, working parent) to
ensure they meet today's workforce expectations.

Based on input from your team, develop a
comprehensive communications plan that paints a
vision for the future.

i zENO




Put Career Mobility at
the Center of Your
Employer Brand

Rethink your talent model to support traditional and non-
traditional employee growth needs.

Communicate with managers to ensure they know the
importance of coaching, providing challenging
assignments and creating internal mobility opportunities.

Tell stories of employees who have moved up and
laterally.

Measure and report on the mobility impact for your
communities as part of ESG and sustainability reporting.

i zENO




Shape an Executive Narrative Around Retention Factors,
Especially Values that are Shaping a New Mindset

Be explicit with company purpose and
values communication

Develop an Employee Value Proposition based on organizational
values; create communications plans for existing employees and to
recruit future talent

Ensure performance management and employee recognition
programs hold people accountable and reward employees
for “living"” organizational values

i zENO

Rise to expectations on Diversity, Equity
and Inclusion

Workforce Diversity:
goal-setting, recruitment, advancement, compensation & pay

Culture of Inclusion:
employee resource groups, training, mentorship

Business Decisions & Operations:
supply chain and vendors, product offerings, philanthropy

Marketing & Communications:
executive support, inclusive and multicultural marketing, thought
leadership

35



QUESTIONS?

Please Contact:

Mark Shadle
Managing Director, Global Corporate Affairs
mark.shadle@zenogroup.com

Anne DeAngelis
Executive Vice President, Employee Engagement Strategy
anne.deangelis@zenogroup.com

Therese Caruso
Managing Director, Global Insights and Strategy
therese.caruso@zenogroup.com

i zENo
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Employee’s Overall
Top Values

Kl L2
Ll 13

United Kingdom

What are the most
important values for
employees in 2021 and
which are becoming more
and less important?

A total of 37 values were rated in this
research by respondents

i zENO

Top_3 Box (“9!,, “8!! and “7”)

9.

Protecting the Family - 82%
Honesty - 82%

Enjoying Life - 81%
Self-Reliance - 79%
Freedom - 77%

Control - 77%

Authenticity - 77%

Stable Personal Relationships -

76%

Open-Mindedness - 76%

10. Working Hard - 76%

\ 4

Top values:
employees

1. Protecting the Family - 75%
2. Enjoying Life - 72%
3. Self Reliance - 71%

Top-2 Box (“Much More” and
“‘Somewhat More” Important)

Top declining values:
employees

1. Status - 13%
2. Power -12%
3. Success - 11%

Bottom-2 Box ("Much Less” and
“Somewhat Less”” Important)
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Employee’s Overall
Top Values

‘ ' France

What are the most
important values for
employees in 2021 and
which are becoming more
and less important?

A total of 37 values were rated in this
research by respondents

i zENO

Top-3 Box (“9”, “8”, and “7”)

Top values:
employees

1. Protecting the Family - 68%

1. Protecting the Family - 79%
2. Enjoying Life - 65%
2. Honesty - 75%
3. Self-actualization - 64%
3. Enjoying Life - 73%
?o,o-2 Box ("Much/ More” and
4. Self-ReIiance - 73% Somewhat More” Important)
5. Self-Esteem - 72%
6. Authenticity - 71% Top declining values:
7. Freedom -70% employees
. . 1. Activi - 9%
8. Stable Personal Relationships - ctivism =9
2. Power - 9%
70%
3. Inclusion - 8%
9. Equality - 70% '
Bottom-2 Box ("Much Less” and
“Somewhat Less”” Important)
10. Open-Mindedness - 69%
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Employee’s Overall
Top Values

c China

What are the most
important values for
employees in 2021 and
which are becoming more
and less important?

A total of 37 values were rated in this
research by respondents
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Top-3 Box (9”7, “8”, and “7”)

1. Health & Wellness - 89%

2. Equality - 88%

3. Self-Esteem - 87%

4. Protecting the Family - 87%

5. Honesty - 87%

6. Success -87%

7. Open-Mindedness - 86%

8. Stable Personal Relationships -
86%

9. Belonging - 86%

10. Authenticity - 86%

\ 4

Top values:
employees

1. Self-actualization - 88%
2. Protecting the Family - 85%

3. Knowledge - 83%

Top-2 Box (“Much More” and
“‘Somewhat More” Important)

Top declining values:
employees

1. Excitement - 15%
2. Adventure - 10%
3. Having Fun - 5%

Bottom-2 Box ("Much Less” and
“Somewhat Less”” Important)
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