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Rewriting the rules for the digital age

PREFACE

WELCOME to Deloitte’s fifth annual Global Human Capital Trends report and survey. This year’s 
report takes stock of the challenges ahead for business and HR leaders in a dramatically changing 
digital, economic, demographic, and social landscape. In an age of disruption, business and HR 

leaders are being pressed to rewrite the rules for how they organize, recruit, develop, manage, and engage the 
21st-century workforce. 

This workforce is changing. It’s more digital, more global, diverse, automation-savvy, and social media- 
proficient. At the same time, business expectations, needs, and demands are evolving faster than ever before. 
While some view this as a challenge, we see it as an opportunity. An opportunity to reimagine HR, talent, and 
organizational practices. An opportunity to create platforms, processes, and tools that will continue to evolve 
and sustain their value over time. An opportunity to take the lead in what will likely be among the most signifi-
cant changes to the workforce that we have seen.   

Hence, our call for new rules for HR in the digital age.

The 2017 report began last summer with us reaching out to hundreds of organizations, academics, and practi-
tioners around the world. This year, it includes a survey of more than 10,000 HR and business leaders across 
140 countries. The report reveals how leaders are turning to new organizational models that highlight the 
networked nature of today’s world of work; innovation-based HR platforms; learning and career programs 
driven by social and cognitive technologies; and employee experience strategies that put the workforce at the 
center. The report closes with a discussion of the future of work amid the changes being driven by advances in 
automation and an expanded definition of the workforce.

We are pleased to present this year’s Global Human Capital Trends report and survey and look forward to 
your comments. 2017 is positioned to be a year of change as we all manage new levels of transformation and 
disruption. The only question now is: Are you ready?

Brett Walsh
Global leader, Human Capital
Deloitte LLP

Erica Volini
US leader, Human Capital
Deloitte Consulting LLP



This year’s 10 trends
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THE ORGANIZATION OF THE 
FUTURE: ARRIVING NOW 

As digital transforms the business landscape, 
the successful organizations of the future 
will likely be those that can move faster, 
adapt more quickly, learn more rapidly, and 
embrace dynamic career demands.

CAREERS AND LEARNING: 
REAL TIME, ALL THE TIME 

The half-life of skills is rapidly falling, placing 
huge demands on learning in the digital age. 
The good news is that an explosion of high-
quality content and digital delivery models offers 
employees ready access to continuous learning. 

TALENT ACQUISITION: ENTER 
THE COGNITIVE RECRUITER 

Recruiting is becoming a digital experience as 
candidates come to expect convenience and 
mobile contact. Savvy recruiters now have access 
to new technologies to forge connections with 
candidates and strengthen the employment brand. 

THE EMPLOYEE EXPERIENCE: CULTURE, 
ENGAGEMENT, AND BEYOND 

Rather than focusing narrowly on engagement 
and culture, many leading organizations aim 
to improve the employee experience as a 
whole, supported by a multitude of pulse 
feedback tools, wellness and fitness apps, 
and employee self-service technologies.

PERFORMANCE MANAGEMENT: 
PLAY A WINNING HAND 

Across industries and geographies, many 
companies are redesigning performance 
management from top to bottom, from goal-
setting and evaluation to incentives and 
rewards—and seeing the business benefits.

The 2017 Deloitte Global Human Capital Trends report, drawing on a survey of more than 10,000 HR and business  
leaders globally, takes stock of the challenges ahead for business and HR leaders in a dramatically changing digital,  
economic, demographic, and social landscape.

LEADERSHIP DISRUPTED: 
PUSHING THE BOUNDARIES 

Today, many organizations need a completely 
different kind of leader: a “digital leader” who 
can build teams, keep people connected and 
engaged, and drive a culture of innovation, risk 
tolerance, and continuous improvement.

DIGITAL HR: PLATFORMS, 
PEOPLE, AND WORK 

HR is being pushed to take on a larger role 
in helping organizations to “be digital,” not 
just “do digital.” The process starts with digital 
transformation in HR, as HR leaders explore new 
technologies, platforms, and ways of working.

PEOPLE ANALYTICS: 
RECALCULATING THE ROUTE 

Analytics is no longer about finding interesting 
information and flagging it for managers. Now, 
data are being used to understand every part of a 
business operation, and analytical tools are being 
embedded into day-to-day decision making.

DIVERSITY AND INCLUSION: 
THE REALITY GAP 

Diversity and inclusion at the workplace are now 
CEO-level issues, but they continue to be frustrating 
and challenging for many companies. Why the gap?

THE FUTURE OF WORK: THE 
AUGMENTED WORKFORCE 

Paradigm-shifting forces such as cognitive 
technologies and the open talent economy are 
reshaping the future workforce, driving many 
organizations to reconsider how they design 
jobs, organize work, and plan for future growth.

http://www.deloitte.com/us/hctrends 
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In a digital world with increasing transparency and the growing influence of 
Millennials, employees expect a productive, engaging, enjoyable work experience. 
Rather than focus narrowly on employee engagement and culture, organizations are 
developing an integrated focus on the entire employee experience, bringing together 
all the workplace, HR, and management practices that impact people on the job. A 
new marketplace of pulse feedback tools, wellness and fitness apps, and integrated 
employee self-service tools is helping HR departments understand and improve this 
experience. Through new approaches such as design thinking and employee journey 
maps, HR departments are now focusing on understanding and improving this com-
plete experience and using tools such as employee net promoter scores to measure 
employee satisfaction.1

• Organizational culture, engagement, and employee brand proposition remain top 
priorities in 2017; employee experience ranks as a major trend again this year.

• Nearly 80 percent of executives rated employee experience very important (42 
percent) or important (38 percent), but only 22 percent reported that their compa-
nies were excellent at building a differentiated employee experience. 

• Fifty-nine percent of survey respondents reported they were not ready or only 
somewhat ready to address the employee experience challenge.

The employee experience
Culture, engagement, and beyond

A PRODUCTIVE, positive employee experience 
has emerged as the new contract between 
employer and employee. Just as marketing 

and product teams have moved beyond customer 
satisfaction to look at total customer experience, so 
is HR refocusing its efforts on building programs, 
strategies, and teams that understand and continu-
ously improve the entire employee experience. Our 
research has identified 20 elements that bring this 
together, each of which requires focus and attention 
from HR and management.2

The problems of employee engagement and pro-
ductivity continue to grow. Overall employee en-
gagement, measured by Glassdoor data across 
thousands of companies, is flat year over year.3 This 
This year’s Global Human Capital Trends research 
shows that organizations’ ability to address these 
issues of engagement and culture has dropped by 
14 percent since last year, illustrating how complex 
the work environment has become. In several im-
portant areas, there is little or no improvement at 
all. (See figure 1.)

2017 Deloitte Global Human Capital Trends
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Figure 1. Percentage of companies that feel they are excellent in each area

2017 2016 Change

Helping employees balance personal 
and professional life/work demands 23% 19% 21% better

Aligning employees and personal 
goals with corporate purpose 24% 23% 4% better

Providing programs for younger, 
older, and a multi-generational 
workforce

11% 11% Flat

Understanding and using design 
thinking as part of the employee 
experience 

10% 13% 23% worse
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Figure 2. Employee experience: Percentage of respondents rating this trend “important”
 or “very important”
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This year’s survey found both challenges and oppor-
tunities for improvement across multiple dimen-
sions of the employee experience (figure 3).

Several factors make employee experience a chal-
lenge today: 

• First, many companies have not yet made 
employee experience a priority for HR lead-
ers, often delegating this problem to an annual 
engagement survey.

• Second, while some companies have created the 
C-suite role of employee experience officer, most 
companies have not assigned responsibility to a 
senior executive or team to design and deliver 
the employee experience.

• Third, siloed HR departments often find it dif-
ficult to obtain the resources needed to address 
an integrated set of priorities, which range from 
management practices to the workplace to ben-
efits and, often, the work culture itself.

• Fourth, companies need to update their tools 
to engage employees on an ongoing basis (with 
pulse surveys at least) to help HR teams and line 
leaders understand more fully what the talent 
they employ expects and values. An employee 
net promoter score is another important tool in 
this effort. 

• Fifth, many companies remain focused on 
“point-in-time engagement” and have not yet 
pulled together the disciplines of performance 
management, goal setting, diversity, inclusion, 
wellness, workplace design, and leadership into 
an integrated framework. 

A GROWING CHALLENGE 

Understanding and improving the employee experi-
ence is critical for companies operating in a highly 
competitive global economy. Providing an engag-
ing experience will help companies succeed in at-

Deloitte University Press  |  dupress.deloitte.com

Understanding and using design thinking 
as part of the employee experience

Using design thinking in developing HR 
and talent programs

Providing programs for younger, older, 
and a multi-generational workforce

Considering diverse employee preferences 
when designing work

Building a strong and differentiated 
employee experience brand

Aligning employees and personal goals 
with corporate purpose

Helping employees balance personal and 
professional life/work demands

Integrating social, community, and 
corporate programs

Weak ExcellentAdequate

39% 12%49%

38% 13%49%

48% 10%42%

46% 11%43%

23% 23%54%

25% 23%52%

22% 22%57%

22% 23%55%

Figure 3. Respondent ratings of sub-capabilities related to employee experience

Percentage of total responses
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tracting and retaining skilled employees. A strong 
employee experience also drives a strong customer 
experience.4

As organizations shift to a networked, team-based 
structure, the employee experience becomes both 
more important and more complex. People today 
often have multiple roles with multiple managers. 
A recent study Deloitte completed 
with Facebook found that only 
14 percent of companies believe 
their internal processes for col-
laboration and decision making 
are working well, and 77 percent 
believe email is no longer a viable 
tool for effective communication.5 

The challenge is not getting any 
easier. Productivity in the United 
States is rising by only about 1 
percent annually, even as em-
ployees are working more hours.6 
Research shows that the average 
vacation time taken is down to 16 days in 2016 from 
20 in 2000, putting even more pressure on employ-
ees seeking a healthy work-life balance.7 

Companies need a new approach—one that builds 
on the foundation of culture and engagement to 
focus on the employee experience holistically, con-
sidering all the contributors to worker satisfaction, 
engagement, wellness, and alignment.

THE GROWING NEED FOR A 
HOLISTIC SOLUTION

Traditionally, HR has addressed issues such as em-
ployee engagement, culture, rewards, and learning 
and career development as separate, independent 
programs in individual silos. Each program has a 
senior HR leader, a set of tools and diagnostics, and 

solutions to drive and measure 
change. 

The employee sees the picture 
differently. Starting as potential 
hires and recruits, employees 
look at everything that happens 
at work as an integrated expe-
rience that impacts daily life 
in and outside the workplace, 
including overall physical, emo-
tional, professional, and finan-
cial well-being. Candidates as-
sess future employers from the 
very start of the talent acquisi-

tion experience and make quick judgments about 
what life will be like for them in the organization, 
based on how they interact with the enterprise dur-
ing the recruiting cycle.

This integrated view increasingly leads to employ-
ees demanding a holistic, end-to-end—recruitment-
to-retirement—experience from their employers, 
whether they are full-time employees, contingent 
workers, or even crowdsourced talent. This also re-
quires a radical change in emphasis on the part of 
employers. 

Companies need a new approach—one that builds 
on the foundation of culture and engagement to 

focus on the employee experience holistically, 
considering all the contributors to worker 

satisfaction, engagement, wellness, and alignment.
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HR and business leaders face both the demand and 
the opportunity to rethink the roles, structure, tools, 
and strategy they use to design and deliver an in-
tegrated employee experience. Models such as the 
one in figure 4 represent a starting point to address 
a variety of issues: meaningful work, the purpose 
of the organization, employee talent development 
and growth, rewards and wellness, the work envi-
ronment, fairness and inclusion, and authenticity 
among management and leadership. 

GETTING THE DESIGN AND 
DELIVERY RIGHT

In recent years, we highlighted trends relating to 
the overwhelmed employee, simplification of work, 
and design thinking. Developing an integrated em-
ployee experience across multiple dimensions will 
require HR and business leaders to combine in-
sights in all of these areas. Business and HR leaders 
can leverage the experience of marketing, product 

development, and sales executives who are working 
along similar lines to design integrated customer 
experiences.

Employees expect not only a better-designed expe-
rience but new models of delivery. In a world where 
employees can manage much of their lives on a 
handful of smartphone apps, they expect every el-
ement of their employee experience, from work to 
development to rewards, to be accessible and easy 
to use on their mobile devices.

FOCUS ON EMPLOYEE FEEDBACK IS 
IMPROVING, BUT NOT FAST ENOUGH

Creating a holistic approach to the employee expe-
rience demands better tools and programs to cap-
ture employee feedback continuously. A new breed 
of pulse survey tools, performance management 
tools, and open survey tools is making this possible. 
Today, 22 percent of companies survey employees 

Figure 4. Factors that contribute to a positive employee experience

Simply Irresistible OrganizationTM model

Meaningful work Supportive 
management

Positive work 
environment

Growth 
opportunity

Trust in 
leadership

Autonomy Clear and 
transparent goals

Flexible work 
environment

Training and 
support on the job

Mission and 
purpose

Select to fit Coaching Humanistic 
workplace

Facilitated talent 
mobility

Continuous 
investment in 

people

Small, empowered 
teams

Investment in 
development of 

managers

Culture of 
recognition

Self-directed, 
dynamic learning

Transparency and 
honesty

Time for slack Agile performance 
management

Fair, inclusive, 
diverse work 
environment

High-impact 
learning culture Inspiration

Cross-organization collaboration and communication 
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quarterly or more often, 79 percent survey employ-
ees annually or less, and 14 percent never survey 
employees at all. 

The neglect of regular employee feedback helps 
explain other challenges companies face today, in-
cluding shortcomings in driving culture and pur-
pose and providing a healthy work-life balance. This 
year, only 23 percent of companies believe their em-
ployees are fully aligned with the corporate purpose. 
And, while 84 percent have some program to mea-
sure work-life balance, just 23 percent claim their 
solutions are excellent. 

Companies in Nordic countries, the Americas, and 
Central Europe lead the way, with those in Asia, the 
Middle East, and Africa still significantly behind.

As one forward-thinking retail executive noted, “We 
used to prioritize our stakeholders as shareholders 
first, customers second, and employees third. We 
now realize we had it backward. If we put employ-
ees first, they in turn take care of our customers, and 
they in turn take care of our shareholders.” 

THERE’S AN APP FOR THAT

An explosion of digital and mobile tools has emerged 
to help HR design and deliver a great employee ex-
perience: 

• Productivity and collaboration apps: New 
tools are moving well beyond traditional email 
to improve productivity and engagement. Prod-
ucts such as Facebook’s Workplace, Slack, Mi-
crosoft Skype for Teams, Google G-suite, and 
solutions from companies such as Basecamp, 
Trello, Asana, and 15Five can support collabora-
tive team-centric work and offer engaging plat-
forms for learning, goal alignment, performance 
management, and traditional HR processes. 

• Engagement and feedback apps: New pulse 
survey tools are flooding the market, replacing 
traditional annual engagement surveys.

• Performance management apps: A new 
breed of continuous performance manage-
ment products that include feedback tools has 
emerged from vendors such as Reflektiv, Bet-
terWorks, Zugata, Highground, Workboard, 
and SuccessFactors.

• Well-being apps: A new market of well-
ness apps brings together competitions, fit-
ness, groups, wearables integration, and mi-
cro-learning from vendors such as Limeaid 
and VirginPulse.

• Employee service platforms: These tools of-
fer an integrated employee experience for trans-
actional and service needs, integrating chatbots 
and natural language processing with case man-
agement, content management, and easy-to-use 
mobile and web portals.

While all these tools are valuable, the fact that each 
of these markets is separate illustrates that the fo-
cus on end-to-end employee experience is still new. 
With few integrated toolsets on the market, organi-
zations have to bring together independent HR and 
technology managers to build an employee experi-
ence strategy and program.

THE CENTRALITY OF THE 
EMPLOYEE EXPERIENCE

Looking across all 10 trends we discuss this year,  
it’s clear that employee experience is a central  
theme in 2017. Leadership, organization structure 
and teams, career mobility, learning, diversity, 
employment brand, and HR services, all affect an  
employee’s experience. 

High-performing 
companies have 
found ways to 

enrich the employee 
experience, leading to 
purposeful, productive, 

meaningful work.
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High-performing companies have found ways to en-
rich the employee experience, leading to purposeful, 
productive, meaningful work. 

Innovative companies look to employees them-
selves for inspiration. Cisco,8 IBM, GE,9 Airbnb,10 
and many other companies have used hackathons 
to collect employee ideas and design new approach-
es to performance management, workplace design, 
benefits, and rewards. These open, collaborative ap-
proaches engage employees directly in designing a 

“perfect” employee experience.

Many leading firms are incorporating design think-
ing to improve the overall employee experience. 
Nike, Commonwealth Bank of Australia, Telstra, 
Deutsche Telekom, and several other companies 
have redesigned their onboarding, recruitment, and 
employee self-service applications. In each case, the 
company developed a new set of mobile apps, new 
user experiences, or new service delivery solutions 
to improve and simplify life at work.11 HR should 
lead these conversations.

Companies are now carefully studying the work-
place itself, seeking a flexible, collaborative, hu-
manistic environment. Facebook’s new campus is 
beautiful, personalized, and filled with places to 
eat, collaborate, exercise, and work together.12 Ap-
ple Inc., Google, LinkedIn,13 and workplace design 
companies such as Gensler,14 Steelcase,15 and Lees-
man16 have introduced innovative new workspaces 
that bring together recreation, collaboration, and 
individual work in novel ways.17 

Lessons from the front lines
Ford Motor Co., with nearly 200,000 employees, is 
going through a transformation, with a mission to 

“make people’s lives better by changing the way the 
world moves.”

With a focus on innovation, Ford is expanding its 
business model to fortify and transform its core 
automotive business while growing in the areas of 
electrification, autonomy, and mobility. These inno-
vations are broad and deep, including investments 
in autonomous vehicles, mobile apps to facilitate 
car sharing and parking (FordPass),18 big data solu-
tions to help people find open parking spaces and 

faster routes,19 and “experience centers” to help cus-
tomers experience all the digital solutions available 
through Ford automobiles and connected electron-
ics.

These changes, driven by CEO Mark Fields, also 
require a change in the way executives think about 
their people. As the company moves from a product 
to consumer focus in its products and services, it 
is also moving from a product to employee experi-
ence focus in its workforce solutions. While Ford is 
tackling this across all its core business processes, 
the HR team is leading the way, looking to deliver 
high-impact, innovative workforce solutions and 
experiences that improve workers’ lives. As Feli-
cia Fields, group vice president, HR and corporate 
services, puts it, “Our mission is to make employ-
ees’ lives better by changing the way we think about 
work, feel about work, and the way we do our work 
differently.” 

For a company so established, global, and complex, 
this is not easy, and the only way to revolutionize 
the employee experience is to practice design think-
ing at scale. As part of Ford’s broad HR transforma-
tion initiative (which includes implementing a new 
global HR operating model and technology plat-
form and focusing on digital HR apps), the company 
embarked on a global listening tour to understand 
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what is effective and what is problematic in its em-
ployee experience.

Over the last year, starting with a three-week glob-
al people strategy lab in which HR leaders from 
around the globe participated—and that included 
reviews with Fields and the executive team—Ford 
developed a new people strategy, HR vision, inte-
grated plan, and business case. As part of its efforts 
to define its vision, the HR team deployed a compa-
nywide polling process that let employees contrib-
ute ideas, share their experiences, and rate and rank 
which HR products and services they felt were most 
important. The company also conducted workshops 
around the world, attended by more than 200 HR 
leaders, and leveraged regional focus groups with 
employees and people leaders across all areas of 
Ford’s business.

As a result of this broad and open feedback process 
(this was the first time Ford had done this on such a 
wide scale), the HR team is learning about what em-
ployees really want, what problems and challenges 
they face at work, and how HR can better enable 
and empower them in their day-to-day work.

To turn this design thinking process into actionable 
results, the team then segmented the workforce 

into three customer groups (employees, people 
leaders, and business/union/works council lead-
ers), and developed a set of more than 30 customer-
oriented “moments that matter” for each of these 
three segments. These “moments” were developed 
as personal statements, such as “enabling me to be 
successful in a new role,” “reinforcing my impact 
through feedback and development,” and “knowing 
where I stand and that my perspectives are valued.” 
Through these “moments,” the HR team is now 
working to create simpler, integrated, customer-
focused processes and tools.

Ford found that many employees felt that people 
processes were overly administrative, complex, and 
not always useful in getting their work done. People 
leaders felt that HR business partners were over-
whelmed by operational tasks, negatively impacting 
the time they could spend engaging and developing 
their teams. To address these issues, the HR team is 
now developing products and services that are more 
integrated and focused on the employee experience, 
tools that are more intuitive and user-friendly, an 
interaction model that allows the workforce to in-
teract with HR through multiple channels, and 
programs that are “fit for purpose.” It is working to 
simplify everything HR does. All of this is aimed at 
improving the employee experience and freeing HR 
professionals to support strategic business needs.

This design thinking is folding into the company’s 
four-year HR transformation program, which was 
approved because of its strong alignment with 
Ford’s business transformation agenda. Ford’s 
people strategy and the HR transformation are now 
considered integral to the company’s focus on inno-
vation and a new way of doing business.

Many complexities remain, of course. Ford’s work-
force is located in more than 40 countries, each 
with unique local regulatory needs. Since manu-
facturing plants and labor relations vary from loca-
tion to location, designed solutions must be flexible 
and localized in many ways. The company is shift-
ing its organizational focus from the “matrix” to a 

“network of teams,” compelling HR to look at new 
ways to facilitate networks, collaboration, coaching, 
and career mobility to allow faster innovation. And 
of course, making processes simple is hard in itself 
when the company operates on multiple continents 

By focusing on the 
employee experience, 

HR leaders can 
improve employee 

engagement, empower 
teams and leaders, 

and develop workforce 
solutions that will be 

useful and compelling 
to employees.
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and develops a wide range of products, subassem-
blies, and electronic offerings.

The lesson from the Ford experience is simple: By 
focusing on the employee experience, HR lead-
ers can improve employee engagement, empower 
teams and leaders, and develop workforce solutions 
that will be useful and compelling to employees. As 
Ford continues to accelerate its transformation into 
a digital enterprise focused on improving mobility 
solutions around the world, the transformation of 
the company’s employee experience will be critical 
to the company’s success.20

Start here
• Elevate the employee experience and 

make it a priority: Recognize that the inte-
grated employee experience is as valuable and 
can have as much (or more) of an impact as the 
customer experience strategy. Articulate a dif-
ferentiated employee experience, and ensure it 
coordinates all aspects of the work, workplace, 
and workforce experience. Include the concepts 
of wellness and well-being in your strategy.

• Designate a senior leader or team to 
own it: Assign a senior leader for employee 
experience and orchestrate the functions of 
engagement, learning, career development, 
organizational design, analytics, and culture 
into a coordinated team so that HR can focus 
on the entire employee experience. Programs 
such as leadership development, performance 
management, workplace design, and rewards 
now fall into the domain of the integrated 
employee experience. 

• Embrace design thinking: Study, listen to, 
and learn what employees are doing every day 
and discover new ways to simplify work and im-
prove productivity, performance, and engage-
ment. Develop employee personas and use them 
to develop journey maps.

• Consider experiences for the entire work-
force: All segments of the workforce—candi-
dates, full-time, part-time, freelancers, gig em-
ployees, and even, often, alumni—will expect 
elements of the employee experience to be de-
signed to attract and engage them.

• Look outside: Use information from Glass-
door, LinkedIn, and others to spot areas of 
opportunity and weakness. Visit peer compa-
nies and look for fresh ideas about how to re-
design the employee experience. Investments 
in benchmarking generally pay for themselves 
many times over in productivity and a reduction 
in turnover. 

• Enlist C-suite and team leader support: 
The involvement of senior executives and team 
leaders is critical, as daily management and en-
gagement impact the overall employment brand. 
Senior leaders can be accountable for the em-
ployee experience through goals, rewards, and 
other performance programs.

• Consider the impact of geography: Even 
though the trend is global, successful approach-
es will vary by geography. International compa-
nies should understand cultural differences in 
how employees perceive the work experience. 
Cultures that are more collective or group-fo-
cused require different engagement programs 
than those that are more individual-focused. 

• Measure it: Move beyond annual or biannual 
engagement surveys to regular pulse surveys 
and open feedback systems. Use candidate in-
terviews, stay interviews, ongoing performance 
conversations, and exit interviews as ways to 
build a complete, real-time understanding of the 
issues your employees face. Consider instituting 
an employee net promoter score, which yields 
one number on the value of the employee experi-
ence that can be regularly measured and tracked.
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Figure 5. Employee experience: Old rules vs. new rules

Old rules New rules

Employee experience defined by annual engagement 
surveys

Employee experience defined as a holistic view of 
life at work, requiring constant feedback, action, and 
monitoring 

Culture is a topic on the company website and 
perhaps on the wall, but not measured or defined 
through behavior 

Company uses tools and behaviors to measure, align, 
and improve culture during change, M&A, and other 
major initiatives

Companies have a series of HR leaders across 
recruiting, learning, rewards, engagement, and other 
HR services

Companies have someone responsible for the 
complete employee experience, focused on 
employee journeys, experiences, engagement, and 
culture

Compensation, benefits, and rewards are managed 
with a focus on benchmarking and fairness

Compensation, benefits, rewards, and recognition 
designed to make people’s life better and balance 
financial and nonfinancial benefits

Wellness and health programs are focused on safety 
and managing insurance costs 

Companies have an integrated program for 
employee well-being focused on the employee, her 
family, and her entire experience at life and work

Rewards are designed to cover salary, overtime, 
bonus, benefits, and stock options

Rewards also include nonfinancial rewards: meals, 
leaves, vacation policy, fitness, and wellness 
programs

Employee self-service is viewed as a technology 
platform that makes it easy to complete HR 
transactions and reports 

The employee experience platform is designed, 
mobile, and includes digital apps, prescriptive 
solutions based on employee journeys, and ongoing 
communications that support and inspire employees
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FAST FORWARD

In a world being transformed by digital technologies (“There’s an app for that”), 
increasing transparency (“What does Glassdoor say about us?”), and the rising demand 
for talented professionals and workers with fast-changing skills, employee experience 
will become an increasingly important dimension of competing for and engaging 
your workforce. Employee brand and reputation—the story that employees in the 
external world tell about your company’s employee experience—will be a critical 
competitive differentiator. Just as companies now measure customer experience 
through net promoter tools, social media monitoring, and customer segmentation, 
so will HR rigorously monitor the health and productivity of its employees. Real-time 
feedback tools will explode as pulse surveys and always-on feedback systems become 
commonplace and the definition of employee expands. We will design and monitor 
the experience of contractors, contingent, and gig workers too.
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