5 November 2009 | CBSR Summit

Leveraging the Power of CSR for
Engagement: Research Findings

To protect the confidential and proprietary information included in this
material, it may not be disclosed or provided to any third parties without the

approval of Hewitt Associates
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Hewitt Associates Annually Conducts
The 50 Best Employers in Canada Study—2010 is our 11t"

Partnership with the Globe and Mail—the List is published every January
in Report on Business [ROB] magazine

Unique in Canada—a large national multi-organizational omnibus
research Study that focuses on employee feedback to help

organizations get better—and to select the 50 Best Employers

Key Benefits of Participation

National exposure and public
recognition for those who
make the list

Access to extensive
comparative data to
benchmark your organization
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Cost-effective, in-depth, actionable,
measurement of engagement
and factors impacting engagement

Opportunity to participate in
Special Topic Research—
2010: Corporate Social
Responsibility (CSR)
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2010 Corporate Social Responsibility Research

Research Partner | Canadian Business for Social Responsibility E CBS R

Goal Understand the relationships between corporate social responsibility
perceptions, engagement and other work environment factors

Seven dimensions of Corporate Social Responsibility:

=  Community and Society

= Corporate Governance JANTZI

SUSTAINALYTICS
= Customer Relationships

Key Components CBSR and Hewitt

gratefully acknowledge
Jantzi Sustainalytics for

» Employee Relations

= Environment providing the conceptual
) ideas to enable the
= Human Rights development of this model

= Supplier Relations

Employee and Gathered opinions from over 230 organizations with feedback from over
Leader Opinions 100,000 employees and over 2,000 leaders
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http://www.jantziresearch.com/

Key Metric: Hewitt Engagement Measure

Engagement is the state of emotional and intellectual commitment to an
organization—the degree to which you have captured the hearts and

minds of your employees

Consistently say positive

Say things about the organization
Engaged q h
Intend to stay wit
emplo_yee Stay the organization
behaviours

Strive to achieve above and
Strive beyond what is expected in
their daily role

76% of employees are engaged at a typical Best Employer
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The Research includes both Leaders and Employees...

Hewitt’s Engagement Model ™

What is driving engagement
In your organization?

How do the drivers of
engagement vary across
your organization?

Corporate Social Responsibility Model ™

2010 Corporate Social Responsibility Model M
What are employee . This is a socially and envi ponsible organization

p e rce pt i O n S Of C S R i n {If" Seven Di.mensions of Corp_orute Social ﬂes?onsibility

your organization? —— -, - = = =

What is happening in
your organization?
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Corporate Social Responsibility Model—Seven Dimensions

This is a socially and environmentally responsible organization

Community
and Society

This organization
plays an active role in
the community

Corporate
Governance

This organization
considers long-term
social, environmental,

Customer

Relationships Environment

This organization works to
minimize the impact of its
operations, products /
services on the
environment

This organization is
fair, respectful and
honest with
customers / clients

Employee
Relations

Employees are
treated fairly,
respectfully, and

Supplier
Relations

This organization makes
purchasing decisions that
take social and
environmental values into
consideration

Human Rights

This organization
respectfully
manages human

and economic impacts honestly in this rights i.n its
when it makes decisions organization operations
Personal | donate to charity I prefer t|c|> vott(aj for | buy local products | consider | buy
R Soclally an ; ‘oreen’
Social I invest in socially environmentally | try to minimize the a{gag;%tilr\:es g
Responsibility and environmentally responsible politicians impact of my a car 9
responsible funds / lifestyle on the | recycle

Commitment

investments

| volunteer my time environment
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Leadership Support for Corporate Social Responsibility

M % Strongly Agree /| Agree [ % Slightly Agree / Slightly Disagree [l % Disagree / Strongly Disagree

Focusing on socially and environmentally responsible practices will help us improve our
overall success:

High Engagement (65% and above)* 86% 13% 1%

Moderate Engagement (45% to 65%)* 78% 20% 4%

Low Engagement (Below 45%)* 80% 0

Return on investment in socially and environmentally responsible practices justifies our
expenditures:

s Erggumen 4510 5% T
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* Source: Hewitt Associates Best Employers Database (2010)
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Leaders — Potential Benefits of Investing in / Pursuing
Socially and Environmentally Responsible Practices

% of leaders who ranked
potential benefit in top 3

78%
Positive organizational reputation 6%
76%
35%
Differentiation from the competition 33%
29%
8%
Attract more investors or capital %
10%
59%
Higher or sustained employee engagement 5305/06<y
0
26%
Attract new employees 4%
31%
23%
Retain employees 23%
25%

Eliminate waste / reduce impact on the
environment

_ 20%
Generate cost savings 27%
506

B High Engagement (65% and above)* [ | Moderate Engagement (45% to 65%)* [l Low Engagement (below 45%)*

50%
56%

44%
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* Source: Hewitt Associates Best Employers Database (2010)




Leaders — Potential Obstacles to Investing in / Pursuing

Socially and Environmentally Responsible Practices

Lack of commitment / agreement from senior
leaders

Lack of awareness among senior leaders

Lack of support / direction from board of
directors

% of leaders who ranked
potential obstacle in top 3

30%
32%
7%
30%
31%
30%

19%
23%
23%

Lack of resources

Too costly

Return on investment insufficient or unclear

Lack of organizational structure to support
efforts

45%
50%
59%
49%
45%
51%
56%
56%
)
35%
38%
42%

Lack of regulation / governmental support

28%
21%
20%

B High Engagement (65% and above)*

[] Moderate Engagement (45% to 65%)*

l Low Engagement (below 45%)*
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* Source: Hewitt Associates Best Employers Database (2010)
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Corporate Social Responsibility and Engagement
are Highly Correlated

Engagement vs. Corporate Social Responsibility Driver

100% ~

y=0.867x + 0.002
R%*=0.5763 *
90% -| Correlation = 0.76
80% -
70% -
60% -
(V)
s 50% -
Engaged
40% -
30% -
20% -
10% -
0% T T T T T T T T T 1
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

% Agree, Strongly Agree on CSR Driver
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* Source: Hewitt Associates Best Employers Database (2010)




Corporate Social Responsibility and Engagement
are Highly Correlated

E % Strongly Agree / Agree [ % Slightly Agree / Slightly Disagree M % Disagree / Strongly Disagree

This is a socially and environmentally responsible organization:

High Engagement (65% and above)* 86% A
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* Source: Hewitt Associates Best Employers Database (2010)




Positive Perceptions of Corporate Social Responsibility
Tends to Increase with Age...

This is a socially and environmentally responsible organization:
% Strongly Agree / Agree

100%

80%

70% —

50%
40%
30% ‘ ‘ !
Millenials Generation X Late Mid Boomers Early Matures
(1981 and (1966 to 1980) Boomers (1951to 1960) Boomers (before 1946)
later) (1961 to 1965) (1946 to 1950)

—&— High Engagement (65% and above)* == Moderate Engagement (45% to 65%)* —@= Low Engagement (Below 45%)*
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* Source: Hewitt Associates Best Employers Database (2010)




Positive Perceptions of CSR Dimensions Also Vary
by Level of Engagement

100%

90%

80%

% Strongly 709,

Agree /
Agree
60%
50%
40% . J
30% T T T T
Community & Corporate Customer Employee  Environment Human Rights  Supplier
Society Governance Relationships Relations Relations

—&— High Engagement (65% and above)* =#= Moderate Engagement (45% to 65%)* =@= Low Engagement (Below 45%)*
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Key Drivers to Improve Overall CSR Perceptions are
Supplier Relations, Corporate Governance & Environment

% of time each of the seven dimensions are top 3 drivers of Corporate
Social Responsibility:

Supplier Relations 95%

Corporate Governance 96%

Environment 91%

Employee Relations 10%

Customer Relationships 6%

Community & Society 20%

Human Rights 5%
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Personal Social Responsibility (PSR) Commitment Index
PSR Commitment levels are determined based on employees’ answers to:

| donate to charity | prefer to vote for | buy local products | consider | buy
socially and alternatives ‘green’
| invest in socially environmentally | try to minimize the 0 drivi
and environmentally responsible politicians impact of my 0 drving
responsible funds / lifestyle on the acar | recycle
investments | volunteer my time environment
High Engagement Moderate Engagement Low Engagement
(65% and above)* (45% to 65%)* (Below 45%)*

* Source: Hewitt Associates Best Employers Database (2010)
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PSR Commitment Levels Lowest Among Millennials

| EHigh Commitment O Moderate Commitment B Low Commitment |

43% 0
3 48% (] 44%
(1]

58%

60%

Millennials Generation X Late Boomers Mid Boomers Early Boomers Matures
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Gaps in CSR Perceptions by PSR Commitment Level
Greatest Amongst Mid / Late Boomers

This is a socially and environmentally responsible organization:

% Strongly Agree / Agree
100%
80% ¢ — ¢
60%
50%
40%
30% ‘ ‘ ‘
Millennials Generation X Late Mid Boomers Early Matures
(1981 and (1966 to 1980) Boomers (1951to1960) Boomers (before 1946)
later) (1961 to 1965) (1946 to 1950)

—&— High PSR Commitment* =~ Moderate PSR Commitment* =@= Low PSR Commitment*

* Source: Hewitt Associates Best Employers Database (2010)
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