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How To Recruit, Retain and 
Engage Your Most Important 
Corporate Asset

12 BUSINESS DISTRICT Summer 2009

If 90 percent of your corporate assets walk out the door each night, 
what are you doing to bring them back the next day? 
     The answer to this question might very well mean the difference 
between a company that just gets by and one that thrives, especially 
our current economic situation.
     Another question we regularly ask our clients is, “Why do you of-
fer a benefits package to your employees?”  
     The answer we receive most often includes, “Because we can’t hire 
and retain employees if we don’t.”  
     But is this really true?
     Towers Perrin published a study (Towers Perrin Global Workforce 
Study, 2007-2008) where they looked at the main drivers behind 
employee attraction, retention and engagement. This study shows 
that employees today care a lot about their work, and given the right 
opportunity, will commit to a career with a given company. But, the 
study also reveals a dark side: “The global workforce is not engaged 
– at least not to the extent that employers need their employees to be 
in order to drive results.”  
     This is best evidenced by their findings that: 1) only one out of 
every five workers today is giving full discretionary effort – going 
well above and beyond what’s required of them – on the job; and 2) 
that close to four out of 10 (38 percent) are what they describe as 
disenchanted or disengaged.
     This “engagement gap,” as they call it, poses a serious risk to 
employers because of the strong connection between employee 
engagement and company financial performance. Those companies 
that had high employee engagement outperformed those that didn’t 
by more than five percent in operating margin and more than three 
percent in net profit margin.
     On the issue of employee retention, their study found that over 
half (51 percent) of those employees categorized as engaged had no 
plans to leave their job/company, as compared to 35 percent of those 
enrolled (partly engaged, but less connected emotionally), 23 per-
cent of those who where disenchanted (partly disengaged), and 15 
percent of those who were disengaged (those who have disconnected 
rationally, emotionally and motivationally).
     Perhaps more interesting were the drivers (or attributes) behind 
attraction i.e., recruitment, retention and engagement. As you might 
expect, the order of these differed based on the generational group 
the employees belonged to (e.g., millennials, Gen X, baby boomers, 
etc.) but they all generally agreed in terms of what the attributes 
were.

     By and large, stability, security and balance are the most impor-
tant attributes to employees. They want challenging and interesting 
work, first and foremost; they seek opportunities to learn and grow; 
and they care a lot about ethical and moral standards. 
     What are primarily missing from the top of this list are salary 
(beyond an expected fair and competitive living wage) and employee 
benefits, both of which typically rank five  and six, respectively, on 
most employee surveys. 
     On the other hand, when managers are asked their impression of 
what motivates their workforce, salary always is at the top of the list. 
     Why, as managers, do we routinely get it wrong?
     Wouldn’t managing a company be a lot easier if the old military-
style command-and-control system was in vogue? In other words, 
if we could just tell our employees to do something because we paid 
them to do it, wouldn’t that eliminate this whole conversation of at-
traction, retention and engagement? 
     The simple answer is “no”, because even the military doesn’t rely 
primarily on command-and-control any longer. Successful compa-
nies create a strong connection between organizational culture and 
the goals they are trying to achieve. When these objectives are in 
synch with one another, organizational achievement is superior.
   What happens to the company’s performance if the order of these 
guiding principles were to change? What if, instead of product and 
employees being number one and two, they dropped to the bottom 
of the list and shareholders moved up to the top? Would that really 
make a difference? 
     Yes, it would! Profit would now be the main driver, instead of ex-
ceptional product and happy employees. That would lead to higher 
prices, lower costs (and, presumably, lower product quality), lower 
wages (and presumably, lower employee satisfaction and engage-
ment) and so on.
     Fortunately for Starbucks, the order of these principles is what 
it is, and as such, Starbucks operates under the philosophy, “If you 
make the employees happy, they will in turn make the customers 
happy, which in turn make the shareholders happy.”
      This is the philosophy I choose to manage by.

Dennis S. Passovoy is the president of RFG (rfg.
com), an employee benefits advisory and consul-
tation firm. Contact him at dpassovoy@rfg.com.
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THE STARBUCKS EXAMPLE:
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PR ESE NTS TH E SEVE NTH AN N UAL 

Register online at peoplefund.org or contact ayleen@peoplefund.org for more info.
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Formerly the East Austin Economic Summit


