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Sanlam is a Licensed Financial Services Provider. 

As a Wealthsmith™ you will work for a company that wants to make a 

positive difference to the lives of all South Africans and most importantly, 

its staff. Our culture is rooted in a sincerity, respect and care for each 

other and our communities. We are focused on doing things right and 

doing them together. What unites us is we do it for good. What drives us 

is that our work is never done. Because the amount of money we make or 

the hours we work will never be the sole measure of our success. These 

are the values we believe in and this is what makes us Wealthsmiths™.

If you share these values and are interested in a career at Sanlam 

visit www.sanlam.co.za/careers
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Transparency is 
imperative for 
Top Employers
A record number of 
Top Employers have 
been certified for 2017
T

op performing companies 
in South Africa are increas-
ingly seeking to measure 
the impact of their invest-
ment in HR as part of an 

ongoing commitment to improving 
performance in challenging eco-
nomic times.

This is according to the latest 
research from the Top Employers 
Institute, a global HR certifica-
tion company, which released the 
results at a Certification Dinner at  
Gallagher Estate in Johannesburg, on 
October 1 2015. 

Seventy-seven companies achieved 
Top Employers status in South Africa 
for 2016. The list includes multina-
tional stalwarts and home-grown 
corporates. Headquartered in the 
Nether–lands, the Top Employers 
Institute annually certifies Top 
Employers around the world who 
uphold the highest standards in 
employee working conditions. This 
year it marks 25 years of excellence as 
a global certifier. 

“Increasingly, organisations are 
shifting their perspective on HR. 
We see our certified Top Employers 
largely focused on building or cre-
ating the right conditions for their 
employees to excel in what they 
do. We have worked hard to glob-
ally set the benchmark for best HR 
practice in this regard,” says Top 
Employers Institute chief execu-
tive David Plink. “The programme 
is increasing in size year-on-year, 
which shows that organisations 
[increasingly] see the value of invest-
ing in staff and committing to good 
HR practices.” 

Top Employers are able to use the 
Certification Seal on their official 

Measuring HR: 
pain or gain?  

Quest to measure HR investment — a growing trend

Billy Elliott, country manager 
at the Top Employers  
Institute South Africa.  
Photo: supplied

communications.  Recent research 
conducted by MWM2 marketing 
agency shows that 60% of those 
polled indicated a more positive 
perception of an employer that had 
been awarded the Top Employers 
Certification Seal. 

“Being recognised as a Top 
Employer is an integral part of 
our talent strategy and as such we 
take our association with the Top 
Employers Institute very seriously,” 
says Brent Cairns, talent strategist 
manager at Accenture. “We have a 
relentless talent mindset. Our busi-
ness is based, first and foremost, 
on our people. The essence of what 
we do in HR is attract, develop and 
retain the most highly specialised tal-
ent for Accenture and our clients.”

Billy Elliott, country manager at 
the Top Employers Institute South 
Africa, says one of the trends iden-
tified from the HR Best Practices 
Survey is an increasing focus on 
measuring the impact of HR in order 
to establish correlations between 
effort and results within key areas, 
like learning and development, 
career and succession manage-
ment, on-boarding and performance 
management.

“We find that Top Employers will 
try to measure the effectiveness of 
various areas within HR,” says Elliott. 
“The trend is to measure details, 
such as tracking the reasons for an 
employee leaving a company, diver-
sity and high performer attrition on 
a regular basis, as more data pro-
vides clarity in terms of the impact 
HR is having on the organisational 
effectiveness.”

Insight from the survey revealed 
that Top Employers are primarily 

using key performance indicators 
(KPIs) as a measurement tool along 
with qualitative evaluations from HR, 
executives and employees to deter-
mine the effectiveness of different 
HR functions. A total of 93% of Top 
Employers, for example, used KPIs 
to measure the success of their tal-
ent strategy, while 75% used KPIs for 
career and succession management. 

At a company like Unilever, these 
are not seen as mere HR measures, 
but measures of organisational suc-
cess. “We constantly measure how 
effectively we implement our princi-
ples, tracking things like how many 
of our employees get promoted, 
how effectively we are building an 
inclusive culture and how many of 
our employees are going on interna-
tional assignments,” says Unilever’s 
HR future leader James Hu. “This is 
reviewed at board level. In fact, we 
sometimes spend more time discuss-
ing and action planning how we can 
create a more inclusive environment 
than we do on the monthly business 
results.”

What differentiates Top Employers 
is that HR fulfils a strategic role 
within the organisation, com-
ments Elliott. He adds that the Top 
Employers Institute is also observing 
an emerging correlation between top 
performing companies and the level 
of involvement in HR from executive 
management.

At Accenture, HR is involved at a 
strategic level in company decision-
making.  “Our HR director sits on 
Accenture South Africa’s Advisory 
Board and provides a strategic role 
in key appointments and the busi-
ness strategy implementation,” says 
Cairns.

Results from the Top Employers 
Institute’s HR Best Practices Survey 
showed an increasing trend for exec-

“The trend is to 
measure details, such as 
tracking the reasons for 
an employee leaving a 
company, diversity and 
high performer attrition 
on a regular basis, as 
more data provides 
clarity in terms of the 
impact HR is having 
on the organisational 
effectiveness”

utive management to be more hands-
on in evaluating various areas of HR, 
but that this is not the case across  
all areas. 

The three areas where executive 
management was most involved were 
talent management (96%), career and 
succession management (85%) and 
performance management (81%). 
The areas where it was least involved 
were exit management (68%) and 
onboarding (51%).

Elliott says: “The research find-
ings indicate that what sets Top 
Employers apart from other com-
panies is not just their focus on 
creating optimal employee condi-
tions from recruitment to exit, but 
their increasing commitment to 
measuring and quantifying these 
investments. I believe this is part 
of a commitment to continuous 
improvement in HR practices that 
ultimately results in a top perform-
ing organisation where people want 
to work.”
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S
outh Africa can hold its 
head high, as a record 
number of organisations 
achieved the prestigious 
Top Employers Certifica-

tion this year. Research has revealed 
one of the top factors contributing 
to HR best practice was effectively 
implementing a high level of trans-
parency and open communication.

Workforce magazine recently 
quoted human resources (HR) com-

munications specialist, Jennifer 
Benz, as saying: “A lot of companies 
still communicate like it’s 2006”. 
The 86 certified Top Employers 
South Africa for 2017, however, have 
no such problem — coming in way 
ahead of the communications curve.

A record of 86 Top Employers were 
certified nationally this year, up from 
77 in 2016. “This year, we have certi-
fied more Top Employers in South 
Africa than ever before,” said chief 
executive of the Top Employers 
Institute, David Plink. “The certifi-
cation of 86 organisations in South 
Africa shows that these employers 
are continuously working to opti-
mise their employee conditions and 

lead the way in the development of 
their people. For their employees, 
clients, and other stakeholders, it is 
an accomplishment that they can be 
truly proud of.”

A recent study, entitled “The Power 
of the Top Employers Certification 
Seal Research Report”, found that 
among Top Employers — certified by 
the Top Employers Institute — are 
widely perceived as leaders, as well 
as being more innovative, personal, 
and honest. Open communications 
and transparency were some of the 
crucial ingredients that led to these 
positive observations.

Certification is no mean feat 
for Top Employers, who are 
evaluated across nine key areas: 
Talent  Strategy ,  Workforce 
Planning, On-boarding, Learning 
& Development, Performance 
M a n a g e m e n t ,  L e a d e r s h i p 
Development, Career & Succession 
Management, Compensation & 
Benefits, and Culture. The Top 
Employers Institute found, further-
more, that transparency and open 
communication tied these nine key 
elements together.

“HR professionals spend numerous 
hours creating practices to develop 
staff strategically, so if employees 
are not aware of these practices or do 
not understand them, it negates the 
full value of what they are trying to 
achieve,” said Billy Elliott, country 
manager: South Africa for the Top 
Employers Institute. “Transparency 
and thorough communication, there-
fore, is essential to implementation, 
as well as to engaging and retaining 
top talent.”

There’s no shortage of ways in 
which Top Employers keep com-
munication effective. David Moloto, 
HR director at Top Employer Nestlé, 
says: “We support and encourage 

The Top Employers Institute
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southafrica@top-employers.com | www.top-employers.com

Step 1 | HR Best Practices Survey
In-depth research into the 
organisation’s employee conditions,
on nine different topics.

Step 2 | Validation
This process confirms that the  
submitted answers and documents  
accurately reflect the organisation’s  
employee conditions. 

Step 3 | Audit
An independent audit of the Top  
Employers Institute’s procedures,  
processes, systems and data.

Step 4 | Certification Process
The Top Employers Institute determines 
which participants have qualified for  
the exclusive Top Employers certification.

Step 5  | Final Certification
The certified organiations are 
announced.  They can use the Top 
Employers title and Certification Seal 
for one year.

Step 6 | Benchmark & Feedback 
Reports
All participants, both certified and  
non-certified, receive personalised 
Benchmark & Feedback Reports to  
help plan, develop and strengthen  
their employee conditions.

Certified excellence in employee conditions
The Top Employers Certification is based on in-depth research into your organisation’s em-
ployee conditions, on nine different topics covering 100 questions with 600 HR Best Practices.

Contact us
To learn more about the Top Employers 
Certification Programme and the benefits 
of positioning your organisation amongst 
the world’s leading employers,  
please contact:

Top Employers Institute
Suite 108, Sovereign Quay, Foyer B
34 Somerset Road
Green Point
Cape Town
T: + 27 21 425 0320
southafrica@top-employers.com
www.top-employers.com

Stages in the Top Employers Certification Programme

1. Talent Strategy         

2. Workforce Planning 

3. On-boarding

Regional and global certification
The Top Employers Institute offers the option of group certifcation or certification as a regional 

or global Top Employer. Please contact us to discuss your participation possibilities and the 

benefits for your organisastion.

4. Learning & Development

5. Performance Management 

6. Leadership Development

7. Career & Succession Management 

8. Compensation & Benefits 

9. Culture

 The Methodology
The Top Employers Institute: Recognising excellence in 
employee conditions for over 25 years 
The Top Employer Institute globally certify employers that show excel-
lence in the conditions that they create for their people. Optimal employee 
conditions ensure that people develop themselves personally and profes-
sionally. This in turn enables companies to grow and to Develop. Always. 

Methodological approach 
The Top Employers Certification is only awarded to organisations that 
achieve the highest standards of excellence in employee conditions. The first 
step in the Certification Programme requires the participating company 
to complete the HR Best Practices Survey: a comprehensive analysis of the 
human resources (HR) environment. This research critically assesses HR 
management and employee conditions within the organisation. Following 
the validation and an external audit, performance scores are rated against an 
international standard. Only employers that achieve the required level will 
qualify for certification. That means certified Top Employers can proudly 
call themselves one of the world’s leading employers and reap the associated 
employer brand reinforcement. 

Entry criteria 
To participate, a company must have: 
• a minimum of 250 national employees
• or a minimum of 2 500 employees worldwide

The HR Best Practices Survey 
The Top Employers Certification is based on in-depth research into an 
organisation’s employee conditions, on nine different topics covering 100 
questions with 600 HR Best Practices. Only the organisations that achieve 
the required minimum score of 60% in the survey are officially certified as 
Top Employers. 

The nine HR Best Practice Topics: 
1. Talent Strategy 
2. Workforce Planning 
3. On-boarding 
4. Learning & Development 
5. Performance Management 
6. Leadership Development 
7. Career & Succession Management 
8. Compensation & Benefits 
9. Culture 

Join the global community of Top Employers 
One global certification methodology • 102 countries • 1072 certified 
organisations  • 5 million employees positively impacted

To learn more about the Top Employers Certification Programme and the 
benefits of positioning your organisation amongst the world’s leading 
employers, please contact the Top Employers Institute:
southafrica@top-employers.com | 021 425 0320 | www.top-employers.com

our people to grow in more than one 
dimension, to achieve all they can 
both professionally and personally. 
It is for this reason we use an inte-
grated approach to learning, sup-
ported by blogs, enterprise social 
networks, webinars, e-learning via 
multimedia platforms, tutorials, 
classroom training, mentoring and 
many other resources made avail-
able to employees to meet their 
goals.” Nestlé also uses a “culture 
survey”, which enables it to listen to 
its employees and take note of indi-
vidual feedback.

Blended communication chan-
nels, like those used at Nestlé, can 
ensure that HR best practice is more 
impactful and firmly ingrained in the 
organisation. At Microsoft, another 
Top Employer South Africa, HR  
director Enid Lizamore says the key 
to success is building a culture where 
failure is viewed as a learning oppor-
tunity and employees are “obsessed” 
with success — not just their own, 
but each other’s. This means rela-
tionships are paramount. “We also 
listen to employee feedback to build 
an overall employee experience that 
raises the bar in our industry, creates 
a more inclusive working environ-
ment, and recognises the importance 
of our people to the continued suc-
cess of Microsoft,” she says.

“Overall,” explains Lizamore, “this 
process has resulted in tying talent 
strategies to corporate strategies, 
made recruiting more of a competi-
tive advantage, improved employee 
satisfaction and morale, and has 
helped employees develop their 
knowledge and skills, to deliver on 
the company’s mission to empower 
every person and organisation on 
the planet to achieve more.” Moloto 
relates a similar experience, noting 
that the Top Employer Certification 
helps attract high calibre talent in 
a challenging economic trading 
environment.

For this reason, both Lizamore and 
Moloto argue that HR best practice is 
increasingly playing an instrumental 
strategic role in business. “HR lead-
ership needs to take a progressive 
approach to achieve the business 
goals of the company. They must 
focus on strategic planning, prioritis-
ing investments, and modernising 
the portfolio to fully embrace indus-
try trends such as social, mobile, 
big data analytics, and cloud,” says 
Lizamore.

“The days of large HR organisa-
tions focused on administrative 
tasks are over and will be replaced by 
lean, digitally-enabled, well-trained 
HR teams and professionals. These 
teams will be able to drive talent 
practices, use HR analytics and part-
ner with business leaders to drive 
impact,” adds Moloto.

In this climate, it is significant that 
the Top Employers Institute found 
transparency and communication 
throughout the organisation — not 
just to Exco and management — to 
play a critical role in ensuring HR 
best practice became entrenched, 
having the desired impact on 
employees and contributing to an 
optimal working environment and 
higher levels of employee engage-
ment. This is in line with recent 
research by Quantum, which found 
that “[a]cross all industries, trans-
parency has never been more impor-
tant to a successful business model, 
regardless of company size. When it 
comes to employee engagement, this 
particular business practice has been 
proven to be essential, at a global 
scale.”

According to the Top Employers 
Institute, some 538 000 employees 
are currently positively impacted 
by the world-class HR conditions 
in place among Top Employers on 
the African continent. If the current 
trend is anything to go by, this num-
ber is set to grow and Africa’s busi-
ness people will continue to develop, 
always.

The Top Employers Institute 
globally certifies excellence in 
the conditions that employers 
create for their people. Optimal 
employee conditions ensure that 
people develop themselves per-
sonally and professionally. This in 
turn enables companies to grow 
and to develop, always.

Headquartered in the 
Netherlands, the company has 
recognised Top Employers 
around the world since 1991.  
The company is now active in 
more than 100 countries and in 
six regions: North America, Asia 
Pacific, Europe, Middle East, 
Africa and Latin America. Almost 
1 100 Top Employers were suc-
cessfully certified in 2016.
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Top Employers

Top Employers South Africa 2017 
In alphabetical order

 Goodyear South 
Africa (Pty) Ltd

Redefi ne Properties 
Limited

Group Five

Safripol (Pty) Ltd

 adidas South Africa 
(Pty) Ltd

 Hilti 
South Africa 

 ADvTECH 
Limited

Howden Africa 
(Pty) Ltd

African Rainbow 
Minerals Limited

Samsung Electronics 
SA (Pty) Ltd

 AfriSam (South 
Africa) (Pty) Ltd

Sanlam

 Industrial Development 
Corporation of South Africa 

Limited

Sanofi 

Anglo American Platinum Limited

 Legal Aid
South Africa

SAP Africa

Liberty Group 
Limited

 BASF South Africa 
(Pty) Ltd

MAN Truck & Bus (S.A.) (Pty) 
Ltd; Centurion Truck & Bus (Pty)
Ltd; MAN Bus & Coach (Pty) Ltd 

 

Simba (Pty) Ltd 

 

 Becton Dickinson 
(Pty) Ltd

Mazars

SITA SOC Ltd

 British American
Tobacco South Africa 

McCarthy 
Volkswagen/Audi

Tata Consultancy Services 
(SA) (Pty) Ltd 

Cell C (Pty)
Limited

Merchants SA 
(Pty) Ltd

Telesure Investment 
Holdings (Pty) Ltd

Godrej 
South Africa

Microsoft

 The South African National 
Roads Agency SOC Limited

 Coca-Cola
South Africa

South
Africa®

MTN

The Spar  Group Ltd

 Nestlé (South 
Africa) (Pty) Limited

CSIR

 Nike South Africa

Thermo Fisher 
Scientifi c

Denel Land Systems 
incorporating Mechem, a 
division of Denel SOC Ltd

Tiger Brands

DHL International 
(Pty) Ltd.

Novo Nordisk 
(Pty) Ltd

Dimension Data

NWK Limited / 
Beperk 

Transnet 
Engineering

 Dow Southern 
Africa (Pty) Ltd 

Old Mutual

 EMC Computer 
Systems South 

Africa (Pty) Limited 

 
OneLogix 
(Pty) Ltd

 Unilever 
South Africa (Pty) Ltd

ENSafrica

Orion Group

Vodacom (Pty) Ltd

 EY South Africa

Palabora Mining 
Company 

 Volkswagen Group 
South Africa

Foskor (Pty) Ltd

Wipro Technologies 
SA Pty Ltd

 G4S South Africa

Pfi zer

 AbbVie 
South Africa

Clicks Group 
Limited

Huawei 
Technologies

Coca-Cola Peninsula Beverages

Kimberly-Clark 
Southern Africa

Mercedes-Benz 
South Africa Ltd

Mutual & 
Federal

Orange Business 
Services - South Africa

Pernod Ricard 
South Africa (Pty) Ltd 

Philip Morris 
South Africa

Richards Bay 
Minerals

Saint-Gobain Construction Products 
South Africa (Pty) Ltd incorporating 
Saint-Gobain Pipelines (Pty) Ltd and 
Saint-Gobain Abrasives (Pty) Ltd

Santam 
Ltd

Smollan

Takeda SA

 Total South Africa 
(Pty) Ltd

Transnet 
Freight Rail

Transnet 
Group Capital

Transnet 
National Ports Authority 

Transnet 
Pipelines

Transnet 
Port Terminals

Transnet 
Property

Transnet 
SOC Ltd

 Airports Company South 
Africa SOC Ltd 
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 AbbVie Biopharmaceuticals GMBH. ............  Algeria
 AbbVie Scientific O�ce ..............................  Egypt
 AbbVie Biopharmaceuticals GmbH .............  Morocco
 AbbVie S.A.R.L............................................  Tunisia
 AbbVie South Africa....................................  South Africa

 DHL International (Angola)
 Transportadores Rapidos Limitada .............  Angola
 DHL International Botswana (Pty) Ltd. .......  Botswana 
 DHL Worldwide Express Ethiopia PLC..........  Ethiopia
 DHL International (Gambia) Ltd..................  Gambia
 DHL Ghana Limited ....................................  Ghana 
 DHL Worldwide Express Kenya Limited.......  Kenya
 DHL International Madagascar SA ..............  Madagascar
 DHL (Mauritius) Ltd ...................................  Mauritius
 DHL Moçambique Lda. ...............................  Mozambique 
 DHL International Nigeria Ltd. ....................  Nigeria
 DHL International (Pty) Ltd. .......................  South Africa
 DHL International (Uganda) Ltd. ................  Uganda

 EY Kenya ....................................................  Kenya
 EY Nigeria...................................................  Nigeria
 EY South Africa...........................................  South Africa
 EY Zimbabwe .............................................  Zimbabwe

 

 G4S Botswana ............................................  Botswana
 G4S Cameroon............................................  Cameroon
 G4S Côte d’Ivoire ........................................  Ivory Coast
 G4S DRC S.A.R.L..........................................  DRC
                                                                              G4S Ghana..................................................  Ghana
 G4S Kenya ..................................................  Kenya
 G4S Malawi ................................................  Malawi
 G4S Maroc ..................................................  Morocco
 G4S Moçambique .......................................  Mozambique
 G4S Namibia ..............................................  Namibia
 G4S Nigeria ................................................  Nigeria
 G4S South Africa.........................................  South Africa
 G4S Zambia ................................................  Zambia

 Old Mutual Botswana................................  Botswana
 Old Mutual Ghana................................... ..  Ghana
 UAP /Old Mutual Kenya..............................  Kenya
 Faulu (a member of the UAP/
 Old Mutual Group.......................................  Kenya
 Old Mutual Malawi....................................  Malawi
 Old Mutual Namibia................................... Namibia
 Old Mutual Nigeria..................................... Nigeria
 UAP-Old Mutual Rwanda........................... Rwanda
 Old MutualSouth Africa..............................  South Africa
 UAP-Old Mutual South Sudan ...................  South Sudan
 Old Mutual Swaziland................................. Swaziland
 UAP-Old Mutual Tanzania.......................... Tanzania
 UAP-Old Mutual Uganda............................ Uganda
 Old Mutual Zimbabwe................................ Zimbabwe
 

 Orange Cameroun ......................................  Cameroon
 Orange Côte d’Ivoire ...................................  Ivory Coast
 Orange Business Services – Egypt ..............  Egypt
 Orange Egypt .............................................  Egypt
 Orange Guinée ...........................................  Guinea
 Orange Madagascar ...................................  Madagascar
 Orange Mali................................................  Mali
 Orange Business Services Mauritius Limited Mauritius
 Orange Sénégal..........................................  Senegal
 Orange Business Services - South Africa..... South Africa
 Meditel Orange Maroc................................Morocco
 Orange Niger............................................. Niger

 Unilever Côte d’Ivoire .................................  Ivory Coast
 Unilever Ghana Limited..............................  Ghana
 Unilever Kenya ...........................................  Kenya
 Unilever Nigeria Plc. ...................................  Nigeria
 Unilever South Africa (Pty) Ltd ...................  South Africa
 Unilever Zimbabwe....................................  Zimbabwe

Top
Employers
Africa 2017

 (certified in a minimum
 of 4 countries or more)

 
Top Employers 2017 certified in 
one or two African countries
in alphabetical order 

 

BASF West Africa Ltd.       Nigeria

 
 

Valeo Egypt                         Egypt
Valeo Tunisia                        Tunisia

Dow Chemical West Africa Ltd............................Ghana
Dow Chemical East Africa Ltd  ........................................Kenya
Dow Industrial Chemical Products Nigeria Ltd ...Nigeria

 Philip Morris Services – BDL Algerie............  Algeria
 Philip Morris Misr LLC................................... Egypt
 Philip Morris Maroc S.A.R.L..........................  Morocco
 Philip Morris Manufacturing Senegal..........   Senegal
 Philip Morris South Africa............................   South Africa

 Vodacom Congo (RDC) SA ..........................  DRC
 Vodacom Lesotho.......................................  Lesotho
 Vodacom Mozambique ............................... Mozambique
 Vodacom (Pty) Ltd. ....................................  South Africa
 Vodacom Tanzania.....................................  Tanzania

P�zer - Egypt                         Egypt

Tanzania Breweries Ltd  Tanzania

Technip Angola                             Angola
Engenharia, Lda.   

 Becton Dickinson West Africa Ltd ...............  Ghana
 Becton Dickinson East Africa Ltd.................  Kenya
 Becton Dickinson (Pty) Ltd .........................  South Africa
 Becton Dickinson Zambia Ltd .....................  Zambia

Dow Southern Africa (Pty) Ltd............................South Africa
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Open communication is key 
This year has seen a
record number of  
certified continental 
Top Employers

Samantha Crous, regional director Africa, Top Employers Institute 
Photo: Supplied

A
fr ica can hold i ts 
head high, as a record 
number of organi-
s a t i o n s  a c h i e v e d 
the prestigious Top 

Employers Africa Certification this 
year. Research has revealed one of 
the top factors contributing to driv-
ing HR best practice was effectively 
implementing a high level of trans-
parency and open communication. 

A record number of 11 organisa-
tions made up of 83 certified opera-
tions achieved the coveted Top 
Employers Africa 2017 Certification. 
In order to be eligible for this title, 
participating organisations must be 
certified in a minimum of 4 African 
countries. The 11 Top Employers 
Africa 2017 are: AbbVie, Becton 
Dickinson, DHL Express, Dow, EY, 
G4S, Old Mutual, Orange, Philip 
Morris International, Unilever and 
Vodacom. 

“This year, we have certified more 
continental Top Employers than 
ever before,” said chief executi-
veof the Top Employers Institute, 
David Plink. “The certification of 
83 companies in Africa shows that 
these multi-national employers are 
continuously working to optimise 
their employee conditions and lead 
the way in the development of their 
people. For their employees, clients, 
and other stakeholders, it is an 
accomplishment that they can be 
truly proud of.”

A recent study, entitled “The 
Power of the Top Employers 
Certification Seal Research Report”, 
found that among Top Employers 
– certified by the Top Employers 
Institute – are widely perceived as 
leaders, as well as being more inno-
vative, personal, and honest. Open 
communications and transparency 
were some of the crucial ingre-
dients that led to these positive 
observations.

Certification is no mean feat 
for Top Employers, who are 
evaluated across nine key areas: 
Ta lent  Strategy ,  Workforce 
Planning, On-boarding, Learning 
& Development, Performance 
M a n a g e m e n t ,  L e a d e r s h i p 
Development, Career & Succession 
Management, Compensation & 
Benefits, and Culture. The Top 
Employers Institute found, further-
more, that transparency and open 
communication tied these nine key 
elements together.

“HR professionals spend numer-
ous hours creating practices to 
develop staff strategically, so if 
employees are not aware of these 
practices or do not understand 
them, it negates the full value of 
what they are trying to achieve,” 
said Samantha Crous, Regional 
Director for Africa for the Top 
Employers Institute. “Transparency 
and thorough communication, 
therefore, is essential to implemen-
tation, as well as to engaging and 
retaining top talent.”

There’s no shortage of ways in 
which Top Employers use commu-
nication and other ‘soft’ skills to 
their advantage. Hennie Heymans, 
chief executive for DHL Express 
Sub-Saharan Africa, says leader-
ship goes far beyond competence 
alone.“This focuses primarily on 
ensuring that our leaders have the 
correct balance between IQ and 
EQ, and have the right leadership 

and social skills to lead tomor-
row’s workforce.” Central also are a 
range of employee recognition and 
engagement programmes, and the 
Employee Opinion Survey, which 
enables the company to listen to its 
employees and take note of individ-
ual feedback. “‘Motivated People’  
forms part of our global FOCUS 
strategy pillars, ensuring that we 
provide great service quality which 
results in loyal customers and ulti-
mately a profitable network. We 
therefore consider our employee 
engagement programmes to be 
critical to our business success,” 
Heymans says.

Creating a positive culture 
through blended communication 
channels can ensure that HR best 
practice is more impactful and 
firmly ingrained in the organisa-
tion. At Unilever, another Top 
Employer Africa, Talent Manager 
James Hu says the key to success is 
“driving an inclusive, high-perfor-
mance culture”. ”We want all of our 
people to feel valued, to feel that 
they are able to bring their whole 
selves to work, and where they can 
be the best possible versions of 
themselves,” he explains.

“Overall,” says Hu, “our leader-
ship development and learning 
policies take a holistic approach 
towards development, with a focus 
on building leading-edge capabil-
ity in general skills, professional 
skills and leadership skills. By pro-
actively identifying future capabil-
ity requirements and linking that 
to present skills development, we 
can ensure that our employees are 
equipped to perform at the highest 
level.  

“Our HR team is key in driv-
ing the capability and culture 
required for us to remain an agile 

and responsive organisation that 
can implement innovations with 
greater speed and discipline. This 
is key for us in driving greater 
innovation across our business, 
which directly impacts on our busi-
ness success. We have been able 
to deliver strong business results 
around the world as our culture 
and capability have allowed us to 
be resilient in the face of challeng-
ing economic environments.” 

Heymans relates a similar expe-
rience, saying: “Happy employees 
who feel valued are loyal, motivated 
and productive. This is not only 
good for the employees, but also for 
the company.” 

For this reason, both Hu and 
Heymans argue that HR best 
practice is increasingly playing 
an instrumental strategic role in 
business. “The future of HR Best 
Practice is to be further integrated 
with internal business practice, 
in order to be more proactive and 
responsive to future needs,” says 
Hu. “As new technologies are devel-
oped and new ways of working 
established, HR needs to be able to 
integrate these changes seamlessly 
in the workplace. HR can have ever-
greater social impact as well.” 

“Employees should be encour-
aged to grow — both personally 
and professionally, and should be 
continuously motivated to broaden 
their horizons and fulfil their 
potential via a wide range of learn-
ing and development opportuni-
ties. We believe that there is a high 
calibre of talent available on the 
continent and it is critical to con-
tinually [this],” adds Heymans. 

In this climate, it is significant 
that the Top Employers Institute 
found key guidelines, namely 
transparency and communica-
tion, to ensuring HR best practice 
became entrenched and had the 
desired impact on employees and 
contributing to an optimal work-
ing environment and higher lev-
els of employee engagement. This 
is in line with recent research by 
Quantum, which found that “[a]
cross all industries, transparency 
has never been more important 
to a successful business model, 
regardless of company size. When 
it comes to employee engagement, 
this particular business practice 
has been proven to be essential, at a 
global scale.”

Some 538 000 employees ben-
efit from the HR practices of Top 
Employers in Africa, and this num-
ber is only set to grow in future. 

A record number
of 11 organisations
made up of 83
certified operations
achieved the
coveted Top 
Employers Africa 
Certification

538,000

www.top-employers.com

EMPLOYEES IN AFRICA ARE POSITIVELY IMPACTED BY THE
WORLD-CLASS HR CONDITIONS THAT TOP EMPLOYERS HAVE IN PLACE

The percentages listed refer to 
the number of Top Employers 
which have the specific 
practices in place within their 
organisation.

For more research and
insights, follow: 

       #TopEmployers 

       @TopEmployersAF 

       Top Employers Africa

80% 
Make the performance 

objectives of line managers 
transparent to their direct 

reports.

81%
Ensure that new employees 

meet with the CEO/Executive 
management as part of the 
on-boarding programme

TOP EMPLOYERS ALLOW EMPLOYEES TO MAKE USE
OF THE FOLLOWING COMMUNICATION CHANNELS

47%
Social Media

94%
Employee Surveys

42%
Instant Messanging

52%
Dedicated Timeslot To 

Converse With The CEO/
Senior Leadership

47%
Forums/ Blogs

On Intranet

Employee 
Website

Video/
TV

Employee
Magazine

Bulletin Board
Email

Staff
Meetings Road

Shows Intranet
Messages Town

Hall
Meetings

TRANSPARENCY &
COMMUNICATION
What sets Top Employers apart is their ability to 
be transparent and communicate effectively - 
which results in strong implementation of best 

HR practices.

The statistics used in this infographic are 
based on the findings identified in the HR Best 
Practices Survey relating to the 164 Certified 
organisations, spanning 32 African countries.

94%
Learning & 

Development 
Policies & 
Processes

75%
Leadership  

Development 
Strategy

66%
Career Paths & 
Development 
Procedures

75%
Compensation

& Benefits
Policy

CHANNELS TOP EMPLOYERS USE TO COMMUNICATE TO EMPLOYEES

TOP EMPLOYERS MAKE THE FOLLOWING INFORMATION 
AVAILABLE TO ALL EMPLOYEES

http://www.gethppy.com/company-culture/business-transparency-is-key
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Employer 
challenges: 
The trends
Top Employers are on 
top of current issues in 
HR and how to tackle 
them 

Kerry Haggard

B
eing a Top Employer 
implies a clear human 
capital strategy with 
consistent delivery on 
that strategy, but leading 

organisations are facing a number 
of challenges in today’s demand-
ing business environment — and 
embracing and adapting to these 
trends is key to their survival. 

“The demand for skilled resources 
is exponentially higher than the 
supply, making the identification of 
right talent a challenge for perfor-
mance-oriented organisations like 
ours,” says Antony Dinesh, regional 
HR head, Tata Consultancy Services 
Africa (TCS Africa). “The skills gap 
is not limited to the technical com-
petencies, but also managerial and 
leadership capabilities.” 

David Moloto, human resources 
director at Nestlé South Africa, 
agrees. “One of our biggest human 
capital challenges is the widening 
gap between company needs and 
skills available in the market.” 

Moloto adds that the challenge 
presents an opportunity for industry 
and institutions of higher learning 
to collaborate closely, to ensure that 
what the latter produces is commen-
surate to what companies require. 
“The country needs relevant skills 
to drive sustained economic growth. 
This speaks to an urgent need for a 
curriculum change and for educa-
tion to be futuristic in approach so 
that we develop graduates with com-
plex problem-solving and critical 
thinking skills,” he says.

However, TCS Africa has noted 
that this is a global challenge, and 
not one unique to the South African 
market. The company has a global 
strategy of grooming locally availa-
ble talent to meet skill requirements, 
and this has worked well for it in the 
major markets it operates in, includ-

ing the United States of America, 
Canada and the United Kingdom. 

Matimba Mbungela, chief human 
resources officer at Vodacom Group, 
concurs, noting that the supply of 
top talent with deep telecoms and 
information and communication 
technology (ICT) industry knowl-
edge and skills remains an ongoing 
challenge, coloured by local market 
conditions. 

“Within this challenge of lim-
ited supply of top talent, we also 
have to ensure that we deliver on 
our goal of building a diverse and 
inclusive workplace, where diver-
sity and inclusion is celebrated 
and embraced as our competitive 
strength,” he explains. 

Attracting and growing talent
Dinesh explains that TCS Africa 
invests heavily in learning and 
development initiatives by hiring 
graduates from local universities, 
increasing the talent pool. It also 
engages with students in higher edu-
cation to encourage them to take up 
careers in ICT fields, often by organ-
ising workshops within schools and 
colleges.

It also organises global coding 
competitions to bring young inquisi-
tive minds together, and trains local 
resources by taking them to training 
programmes in India for nine to 12 
months. 

“By way of creating successful 
associates within the information 
technology (IT) and IT-enabled ser-
vices (ITeS) spaces, we aim to pro-
mote it as a potential and attractive 
career path for students and col-
leges in South African schools,” he 
explains. 

Mbungela explains that graduates 
form an integral pipeline to help 
Vodacom meet the future core needs 
of its business, and the company 
has a robust Discover Graduate pro-
gramme, which covers a wide range 
of skills and work experience across 
the business’s value chain. 

“Discover Graduate responds 
directly to talent supply shortage 
and our intent to build an inclusive 
workplace — 90% of the 75 gradu-
ates we bring to the South African 

business each year are from pre-
viously disadvantaged sectors, 
and more than 60% are women,” 
Mbungela says. 

The strategy is paying off, as 
some of the graduates from this 
programme have moved into posi-
tions of greater responsibility in 
the business. Furthermore, the 
increased diversity of the business, 
and its investment into the Discover 
Graduate programme, has contrib-
uted significantly to Vodacom’s 
current level 2 rating in the broad-
based black economic empower-
ment evaluation structure. 

Vodacom is also responding to the 
particular challenge of gender par-
ity within the ICT sector, and has 
launched various programmes to 
ensure that women have the sup-
port that they need to take up lead-
ership positions. Its Female Leaders 
programme, in partnership with 
the Gordon Institute of Business 
Science, is a one-year programme 
that builds talent by supporting 
black women with high potential 
within and outside the company. 

According to Moloto, globally, 
the disjuncture between demand 

and supply of skills puts additional 
responsibility on companies to train 
and build the capacity of graduates 
and interns to ensure a pipeline in 
line with their growth and succes-
sion strategies. 

Nestlé has developed a robust 
and integrated graduate and skills 
development programme — with an 
intake of 24 graduates annually and 
100 interns across the company. It 
aims to groom young people in func-
tional competencies as well as lead-
ership. While its immediate objec-
tive is to close the skills gap, the 
long-term goal is to ensure retention 
of talent. 

Moloto says, “We believe the 
process should start with having 
a strong employer brand that will 
enable Nestlé to attract potential 
employees with ambition, drive and 
a passion to succeed. We are look-
ing for entrepreneurial people with 
a high innovation drive and wo are 
able to think beyond the obvious. As 
a company, we then commit to cre-
ating an enabling environment for 
career and personal development 
and a clear reward, recognition and 
compensation plan”, he said. 

Chief HR officer at Vodacom 
Group, Matimba Mbungela. Photo: 
Supplied

Leading 
organisations are 
facing a number 
of challenges in 
today’s demanding 
business 
environment
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Rebecca Haynes

A 
company as substan-
tial as Unilever, a mas-
sive multi-national 
entity, has a formida-
ble task in both stay-

ing in touch with its employees and 
making every individual feel spe-
cial to promote the highest levels of 
morale, initiative and contribution to 
company success.

The Unilever group has got to be 
doing something right. Unilever 
South Africa has repeatedly been 
certified as the leader in its category 
to work for by the Top Employer 
Institute and 2016 is no excep-
tion. It has also been awarded Top 
Employers Africa 2017 certification.

According to Rachelle Harmsey, 
leadership development director: 
Africa, the Top Employers certifi-
cation is an important measure of 
industry best practice and the certi-
fication is an important validation of 

Fostering adaptable, 
innovative policies
It’s no mean feat to 
make sure your HR 
practices remain 
consistent worldwide

the group’s employment experience. 
It also provides the opportunity to 
learn and engage with the broader 
industry on HR trends and best prac-
tice, and it is an important avenue 
for Unilever to continuously improve 
its human resources (HR) policies 
and practices.

On achieving the individual touch, 
Harmsey says: “One of the macro 
trends that we see across the world 
is the move towards mass customi-
sation, where you provide tailored 
experiences for individuals at a 
large scale and we are continuously 
exploring how we can apply this to 

our employment experience.
“We believe that our line managers 

are a key factor in determining our 
employees’ experiences of Unilever 
and as such, we invest significantly in 
the training and development of our 
management team. Every manager 
at Unilever is trained and equipped 
to provide the right level of support 
for all of our employees.

“We also leverage from a number 
of technology platforms to enable 
us to focus on our employees such as 
our internal social network, which 
allows for employees to engage with 
each other and senior leaders on 
various topics, and our learning hub, 
which provides customised learning 
solutions for each employee.”

Harmsey says the company has a 
strong LinkedIn presence and is the 
number one fast moving consumer 
goods (FMCG) employer of choice on 
LinkedIn’s 2016 InDemand rankings 
and eighth overall.

“We use our various digital chan-
nels to share experiences and sto-
ries from our employees,” continues 
Harmsey. “We also have a large pres-
ence at university campuses across 
South Africa and we do a number 
of guest lectures on various subject 
matters every year.

“We run a number of youth 
employability workshops across 
South Africa annually that allow 
students to interact with Unilever 
employees and speak and share best 
practice across various subject mat-
ters at a number of external events 
throughout the year.

Simplification
“We believe it is important to 
empower our employees to be able 
to make a direct impact through 
their skills and expertise. As such, 
we are continuously in a process 
of simplification to ensure that we 
provide an environment where our 
employees can work with great speed 
and agility,” says Harmsey. “Our 
new Connected 4 Growth model 
is designed especially to increase 
speed, agility and responsiveness to 
the external environment, by reduc-
ing the layers and processes within 
our organisations that hinder our 
speed to market.

“Our employees are given signifi-
cant scope for creativity in their role, 
our standards of leadership in terms 
of the internal measure we use for 
leadership behaviour, which encour-
ages creativity and entrepreneurship 
through a growth mind-set. This is a 
key quantification of how we meas-
ure performance and employees are 
equipped with the necessary skills 
and resources to deliver this in their 
respective roles.

“We regularly get feedback from 
our employees on our HR policies 
through our Global People Survey, 
which allows us a gain a sense of how 
our employees feel about a number of 
different issues within the business. 
Our HR policies are well received, 
but, as always, there are areas where 
we can continue to improve.

“Our policies are what enable us to 
provide a world-class employment 
experience consistently across Africa 
and the globe and in turn, to be con-
sistently ranked as an employer of 
choice globally,” says Harmsey.

“We believe that the rapid pace of 
change in the external world means 
that we need to, on a regular basis, 
assess whether once crucial policies 

remain crucial in the new context or 
whether they have become restric-
tive. As such, we are constantly re-
assessing, simplifying and improving 
our policies to ensure that they are fit 
for purpose in the present context.

“With our new Connected 4 
Growth organisational model, we 
believe that we have updated a num-
ber of policies that are no longer as 
effective and we have simplified our 
organisation down to the crucial ele-
ments required for delivering inno-
vative products that can help our 
consumers get more out of life.

“We try and create a culture where 
our employees can have the freedom 
to act with speed and deliver on their 
objective, without placing them-
selves at legal, safety or quality risks. 

“Our programmes are centred 
around empowering our line manag-
ers to enable their teams to act with 
freedom and to constantly encourage 
innovation, even if it fails, so that we 
can take the learnings and insights 
onto the next innovation.

“HR’s role is to enable the organi-
sation to act with greater speed in 
landing innovation and it is cru-
cial in supporting the development 
of strong line managers who are 
equipped to deal with the challenges 
of a multi-generational and multi-
cultural workforce.”

Complexity, disruption and 
change
As a South African Top Employer, 
Unilever is continuously striving to 
foster an environment where all indi-
viduals feel uniquely valued.

It is a known fact that organisa-
tions with more women at senior 
leadership levels tend to outperform 
those without. In the last few years, 
Unilever has focused on driving 
gender inclusion in order to bring 
diverse perspectives and experiences 
to a Vuca (volatility, uncertainty, 
complexity and ambiguity) market. 
Unilever believes that inclusion is 
the critical foundation of a sustain-
able, strong organisational culture 
where employees can thrive and 
achieve their goals.

“Unilever’s commitment to diver-
sity and gender equality has proved 
to be positive for business, with 
the company being certified a Top 
Employer in the last few years,” says 
Unilever South Africa senior vice-
president, Peter Cowan. “Our female 
leaders not only bring the required 
gender mix to the leadership team, 
but give us the competitive advan-
tage we require to drive the organisa-
tion forward.”

Unilever has s ignif icantly 
increased the progression of women 
into senior leadership roles, with a 
target of 52% of its South African 
leadership team being women by 
January 2017.

According to Cowan, organisa-
tions need to create an environment 
where women are given the oppor-
tunity to lead, be authentic and 
thrive within the organisation and 
in their personal spaces. Once that is 
achieved, the organisation will reap 
the rewards.

The Unilever gender diversity and 
inclusion strategy focuses on sus-
tained leadership accountability and 
awareness building, setting clear tar-
gets and measurement and installing 
programmes to recruit, retain and 
develop talent. It also has a network 
of diversity and inclusion champions.

Rachelle Harmsey, leadership director: Africa at Unilever. Photo: Supplied

A key contributor to South Africa’s constitutional democracy, providing quality
legal services to the poor and vulnerable.
High performance, vibrant, diverse, engaging organisational culture. 
Fair and progressive employment practices.
Comprehensive legal career path, which offers opportunity for specialisation in 
criminal and civil law. 

A credible employer of choice, rooted in leadership, driven 
by the value and advancement of human rights 

 www.legal-aid.co.za   I   Legal Aid Advice Line: 0800 110 110   I   Ethics Hotline: 0800 153 728
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Geared 
to thrive
Unilever is looking 
to understand what 
motivates millennials 
Tracy Burrows

C
onsistently ranked as 
a leading employer in 
countries around the 
world, Unilever builds 
its ongoing HR success 

upon a global employee wellbeing 
model called “Thrive”.

“Thrive is designed to provide a 
holistic experience for our employ-
ees covering their physical, mental 
and emotional and wellbeing,” says 
Rachelle Harmsey, leadership devel-
opment director: Africa at Unilever.

Unilever South Africa has been 
certified as one of the best compa-
nies to work for in the country by 
the Top Employers Institute since 
2013, and recently announced 
that it has been awarded the Top 
Employers South Africa 2017 
Certification. Unilever has also 
been certified in four other African 
countries, namely Ghana, Kenya, 
Nigeria and Zimbabwe, thus earn-
ing the Top Employers Africa 2017 
Certification (organisations must 
be certified in a minimum of four 
African countries in order to carry 
this title). This aligns local and con-
tinental operations with Unilever’s 
global successes, which have seen 
the global group winning more 
employer awards this year than ever 
before.

Unilever regards people as critical 
to the success of the group, and its 
more than 400 brands, and seeks to 
create optimal employee conditions. 
It offers flexible work, development 
and mentorship, a strategy focused 
on diversity, and being a multina-
tional, it offers the opportunity to 
benefit from international knowl-
edge and work opportunities.

Thriving careers
“Unilever’s consistently ranked as 
an employer of choice across the 
world as we provide a leading-edge 
employee experience. The consist-
ency of Unilever’s employee experi-
ence is a key part of our success, as 
we leverage the best of our global 
expertise and our local experience,” 
says Harmsey.

In line with the company’s global 
practices, Unilever South Africa 
employees each have an Individual 
Development Plan, which combines 
their career aspirations with their 
development needs and serves as a 
roadmap for achieving their career 
objectives.

Unilever’s agile and flexible work-
ing policy means that employees can 
work with their line managers to 
establish a method of working that 
suits both the individual and the 
business.

The company’s world-class gradu-
ate programme — the Unilever 
Future Leaders Programme — is 
designed to meet the needs of mil-
lennials, with an accelerated devel-
opment plan, customised for each 
individual. The rotation-based 
programme provides breadth and 
depth of experience in a condensed 
period of time, and is designed to 
prepare graduates for management 
readiness within three years. A six-
month international assignment 
is included, which provides gradu-

ates with the chance to understand 
Unilever from a global perspective 
and engage with people of different 
cultures.

Harmsey says that in Unilever’s 
experience, millennials seek work 
at companies that can provide them 
with diverse experiences, which 
develop them personally and pro-
fessionally. “International working 
opportunities are a significant draw-
card and are seen as being an impor-
tant development opportunity. Job 
security is also seen as being impor-
tant for millennials — permanent 
employment is an important piece 
of providing a defined and clear 
career progression path.” Unilever 
South Africa focuses on meeting 
these needs as it builds its talent 
pipeline.

But millennials are not the com-
pany’s sole focus, says Harmsey: 
“Unilever also provides the ideal 
work environment for experienced 
employees, who are looking for an 
employer to leverage their expertise, 
as well as develop them further.”

South African employees are look-
ing for a holistic value proposition 
from employers — good remunera-
tion, with opportunities for growth, 
a focus on development and the 
opportunity to do meaningful work, 
says Harmsey.

Unilever South Africa meets these 
needs through a number of train-
ing and development opportunities 
that employees can access in various 
ways.

“Our Digital Learning Hub is an 
always-on service that employees 
can access 24/7 and it provides a 
wide range of e-learning courses 
covering many subjects in various 
interactive digital formats,” she 
says.

“We approach training in three 
pillars: general skills (skills that are 
applicable across different roles); 
professional skills (technical skills 
for a specific function) and leader-
ship skills. Employees have access 
to all three pillars of training and 
are encouraged to link them to their 
Individual Development Plans.

We also have an internship pro-
gramme that is run twice a year. 
Our interns work on real Unilever 
projects that are designed to equip 
them with the skills and the expe-
rience to succeed in our graduate 
programme. We also run learner-
ship programmes across our various 
manufacturing sites.”

Sustainable market leadership
Unilever, the biggest European fast-
moving consumer goods company 
in the world, brings to market hun-
dreds of household brands in daily 
use by over two billion people across 
the world. In South Africa, Unilever 
has more than 3 700 employees in 
two corporate offices and seven 
manufacturing locations.

The company’s  stepped-up 
focus on responsible, sustain-
able products informs its Unilever 
Sustainable Living Plan, which 
seeks to decouple its growth from 
our environmental impact, while 
at the same time increasing its 
positive social impact. “Unilever 
has an inclusive and high perfor-
mance culture,” says Harmsey. “Our 
employees are passionate advocates 
of our living plan, which seeks to 
embed sustainability. This includes 
reducing environmental impact; 
improving health and wellbeing; 
and enhancing livelihoods. This is 

one of our unique differentiators — 
the opportunity to align your per-
sonal passions with the company’s 
ambition.”

Enriching the workplace
Setting Unilever South Africa apart 
from many other employers, it goes 
to great lengths to offer benefits that 
make daily work more enjoyable.

Harmsey says: “Our offices have 
state-of-the-art gym facilities on 
site, with personal trainers, bioki-
neticists and instructors who run 
various exercise classes. There is 
also a staff canteen and coffee shop 

Unilever’s employee development offering includes an Individual Development Plan. Photo: Supplied

available to our employees, which 
provide healthy meals and snacks 
with input from our dieticians.

“Staff shops are also avail-
able onsite that provide a range 
of Unilever products covering the 
home care, personal care, food and 
refreshments categories, which are 
made available to our staff at a dis-
counted price.”

Unilever staff can also make use of 
onsite beauty salons providing hair, 
skin and nail treatments at subsi-
dised rates; and they can even treat 
themselves to ice-cream at the com-
pany’s ice-cream bars.

‘Unilever’s 
consistently ranked 
as an employer 
of choice across 
the world as we 
provide a leading-
edge employee 
experience’

www.mazars.co.za • 0861 MAZARS
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With over 1000 employees based in 12 offices across South Africa, our passion remains in 
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The 
growth 
mind-set
Learning is a better 
motivation than 
winning

Enid Lizamore, HR director at Microsoft. Photo: Supplied

Rebecca Haynes

I
t has taken five years, but 
Microsoft has secured the top 
spot in the Top Employers 
South Africa 2017 Certification 
Programme, both overall and 

as the IT industry leader. The world 
of information technology (IT) is a 
dynamic, forward-thinking indus-
try, and the company and its HR 
team have spared no effort to reach 
this level.

“We participate in the Top 
Employers Certification Programme 
because it enables us to under-
stand our place in the South 
African labour market and com-
pare practices,” says Enid Lizamore, 
Microsoft South Africa’s human 
resources director.

“We want to be cutting edge as a 
global company, but this competi-
tiveness needs to be validated and 
the Top Employers Institute has 
rigorous criteria and is the best. 
You cannot cheat its system. It is a 
good test and provides a thorough 
understanding of how we are bench-
marked locally.

“Our managing director, Zoaib 
Hoosen, has committed to our peo-
ple journey in South Africa and 
again, the importance of how we 
can compare ourselves to other 
world-class companies cannot be 
stressed enough. It is not just blue-
chip companies; there are many 
other companies that are doing phe-
nomenal work.”

Lizamore said in an incredibly 
contracted economy, ways for peo-
ple to lead better lives are a top pri-
ority for the Microsoft leadership 
team.

“People are at the heart of what 
we do and how we take people on 
this journey,” says Lizamore. “We 

need to motivate, mobilise and 
develop people and this is the first 
organisation where I have truly seen 
the impact of this on a daily basis.

“Our management team has such 
a strong will to do good with our 
people and they are an incredible 
bunch of individuals. It is how we 
work and take into account what we 
can do for our people.”

Catering to individuals in a 
team of 1 000 locally and 144 000 
across the globe is a big ask for the 
Microsoft executive teams, and 
Lizamore stresses the importance of 
manager capability.

“We put in a huge amount of effort 
and capacity building to build a 
strong management team to ensure 
that the experience in terms of all 
our employees is the best possible,” 
says Lizamore. “Do we fall short? 
Yes. Do we deal with this immedi-
ately when it happens? Absolutely. 
One area we could do a lot more in 
is to alleviate pressure and stress.

“We are seeing a rise in positive 
manager culture and sales trans-
formation plus the quality of peo-
ple coming in makes this so much 
easier. Perhaps the most important 
driver of our success is culture — 
who we are, who we aspire to be and 
how we work together.

Wingmen
“The type of individual who makes 
it at Microsoft shows strong attrib-
utes and the desire to achieve and 
deliver on systems. They are really 
determined but are also very team-
orientated, so whatever is config-
ured, there is always a wingman to 
the left and the right.

“We also completely changed 
our performance management sys-
tem a year ago, which focuses on 
impact within an environment of 
continuous learning. It has three 
components. Rewarding contribu-
tions to business impact is one; 
how the employee has contributed 
to someone’s success is another 
and the final component is how the 

employee has leveraged from the 
opportunities that exist here, with 
feedback that enables learning, 
growing and delivering results.

“The existing system was puni-
tive, so we took away all labels and 
dropped forced distribution — 
employees are not evaluated against 
a one, two or three. Instead, they are 
spoken to about their impact during 
the year and how they have contrib-
uted to the team and the company.”

Lizamore says that while there 
are policies and processes in place, 
Microsoft avoids stifling initiative at 
all costs and serious contraventions 
are extremely rare.

“An employee has to push the boat 
really way out before they will need 
a level of discipline, but when this 
happens it is dealt with swiftly, effi-
ciently, but above all, with authen-
ticity and honesty. We ensure that 
the matter is explained so that the 
person understands clearly what 
they have done wrong.

“One of the reasons why we have 
so few problems can be attributed to 
the huge effort we make to ensure 
that we have the right people in 
place. They make the organisation 
and we are accountable for training 
them well. We choose adults with 
good ethics and morals.

 “Our overriding principle is to 
create an organisation that is rated 
and recognised. Policies, rules and 

guidelines are there to help the indi-
vidual achieve.”

The pool of information technol-
ogy talent now has members from 
all age groups and diverse back-
grounds. Lizamore says: “Yes, it 
is a younger workforce company, 
but not in age but in attitude and 
no matter the age group, they 
constantly challenge themselves 
and question and challenge their 
environment.”

One example she cited is that of 
the company’s latest people plan, 
which was aired before implemen-
tation in July. She says some of 
the content was very well received 
and some not as well, but they did 
receive feedback and were able to 
look at where to make changes.

Lizamore also said that when pre-
sent global chief executive Satya 
Nadella took over the reins, one of 
the first things he did was to change 
the ambition of the company.

“It is not about getting more prof-
its or reaching more industries or 
achieving global domination,” she 
explains. “It is about empowering 
every person and every organisa-
tion on the planet to achieve more. 
While this mantra is not on a bill-
board, it is core to what and how 
we operate. It means that I am not 
driven by rules and regulations, but 
how to achieve for others — a truly 
altruistic, cultural journey.”

This change came about as a 
result of the book Mindset by 
Stanford University psychologist 
Carol Dweck, which is based on a 
simple idea unearthed by decades 
of research on achievement and suc-
cess, and involves fostering a growth 
way of thinking to create motivation 
and productivity in the worlds of 
business, education and sports.

“It highlights achievement orien-
tation versus learning orientation, 
and changing from being obsessed 
with winning to being obsessed with 
learning and trying new things.

“It also means failing quickly and 
learning from that failure; seeking 
new opportunities to discover and 
explore things that will maybe not 
work, but to test them anyway and 
take the risks. It is about stepping 
out of your comfort zone and not 
being afraid of taking risks, because 
you always know you have the sup-
port of your team.

Coaching conversations
“We have been on this journey for 
a year now and we’re driving the 
philosophy [that] you will only do 
well if you and your team work well 
together, and that you are safe tak-
ing risks, because your team will 
handle any mistakes with honesty 
and authenticity.”

Dealing with mistakes and 
encouraging innovation has led 
to Microsoft training its manag-
ers on how to conduct coaching 
conversations. This particularly 
applies to sales conversations, 
which can severely affect morale 
if they are constantly negative and 
target-driven.

“I am happy with these coaching 
sessions because I can feel the pro-
gress and the nature of the conver-
sation changing.

“There is taking risk and always 
learning and you need both, so 
we built a workshop from scratch 
that everyone has been through. 
There has also been lots of work 
with the leadership team and a sig-
nificant amount of coaching and 
support. This exceptional team of 
human beings truly are intent on 
doing good, making every single 
day better, and are really pushing 
themselves.

“We have to be accessible and we 
run human resources as extremely 
aligned to the business, and this 
is vital in order to understand the 
dynamics.”

Lizamore said the Top Employers 
Certification would be incredible 
recognition coming “at the end of a 
very tough ride, with everyone hav-
ing worked incredibly hard to real-
ise this.

“This is just the beginning of the 
journey, but the hard work has been 
so worth it. 
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Johanna Mapharisa, talent leader at EY Africa. Photo: Supplied

Rebecca Haynes

E
Y has a purpose — build-
ing a better working world. 
This philosophy is vital in 
an entity where its prod-
ucts are actually its peo-

ple and the services they offer. EY 
focuses on the overall employee expe-
rience and its employer value propo-
sition goes beyond the borders of 
compensation and benefits. Rather, 
its approach is designed to foster the 
building of a better working world. 
With a staff complement world-
wide of 230 000, the role of human 
resources (HR) in EY is a significant 
one.

Meeting the Top Employers 
Institute’s critera for certification 
means demonstrating the high-
est standards of employee offerings 
and underlines that EY is ahead of 
its game, demonstrating a forward-
thinking HR environment that is 
continuously working to optimise its 
employee conditions and leading the 
way in the development of its people.

“We are in our eleventh year of 
participation,” says EY Africa’s tal-
ent leader, Johanna Mapharisa. “We 
appreciate the external validation 
but at the core of our HR strategy 
is doing what is right for our peo-
ple in terms of leading global HR 
practices to enable high levels of 
employee engagement and the high-
est performing team culture. The Top 
Employers Certification is affirma-
tion that we are continuously moving 
in the right direction, are innovative 
and responsive to the needs of our 
cross-generational employees.”

“We have been certified in every 
year since our participation and are 
the only professional service firm 
that is certified across Africa.”

Mapharisa says that as part of a 
global firm, EY Africa benefits from 
the direction set by the global firm, 
which puts people at the centre of the 
EY global strategy. This gives the tal-
ent agenda significant focus backed 
by financial investment. Within 
the global mandate, each region 
has a level of flexibility to define its 
employer value proposition, custom-
ised to its local needs. Knowing that 
Africa undoubtedly has its unique 
requirements and dynamics, EY 
Africa is able to respond to its local 
talent needs and provide benefits fit-
ting of the environment they operate 
in.  

“There is knowledge sharing 
among different regions to ensure 
continuous improvement and avoid 
inefficiencies or reinventing of the 

wheel” she continues. “There is high 
recognition for new ideas and inno-
vation and this creates an environ-
ment of relentless focus on doing 
things better.”

According to Mapharisa, keep-
ing the individual touch is one of its 
crucial employee value propositions 
(EVP), which reads: “Whenever you 
join, however long you stay, the EY 
experience will last a lifetime.”

“As a global firm, every employee is 
a valued asset. Our machinery is our 
people. If they walk away, our busi-
ness closes, therefore our business 
strategy puts people right at the cen-
tre and strives to make each individ-
ual experience the best possible.

“EY has a purpose — building a bet-
ter working world — and our EVP 
guides what we need to do to attract 
new talent and retain existing ones.

“Our policies need to support our 
EVP in terms of how we recruit and 
integrate people into the firm — and 
much of this is how we succeed. HR 
is a business enabler and whatever 
objectives the business has, our role 
is to see how best we can enable 
business to achieve its objectives. 
This means having enabling policies 
that are innovative and the best for 
people.

“Part of being a Top Employer is 
not just about what you do, but how 
you do it — and we pride ourselves 
on being innovative. We do not want 
to be complacent and as a firm, we 
want to constantly look out there 
and see how we stack up with other 
leading practice companies. The Top 

Employers Certification Programme 
gives us that platform.

Safeguarding
“Our policies are enabling and they 
are experienced as such. We take the 
results of our employee surveys very 
seriously and constantly monitor 
how engaged our people are. We con-
stantly assess whether our employ-
ees experience the culture and ben-
efit from the value proposition and 
whether they are able to be the best 
they can be. We have a number of 
data points that help us as the leader-
ship keep in tune with the pulse our 
people. In all our surveys our policies 
have never come up as an issue.

“In our industry, policies are there 
to protect our people, our clients and 
ensure good corporate governance. 
They safeguard them and the firm. 
There is always the need for struc-
ture – it has to exist in a firm this size 
and the bigger you become, the more 
important structure becomes.

“We cannot stifle employees. They 
need to have the space to make mis-
takes and to learn from them as mis-
takes enable growth. Fortunately our 
processes have numerous quality 
control steps to ensure that mistakes 
are identified and remedied before 
the final product is produced.”

“There is always a balance between 
innovation and policies and our poli-
cies support innovative thinking. We 
invest heavily in learning and devel-
opment for each employee, which 
covers technical learning as well 
as other critical business etiquette 

including guidance on how employ-
ees express themselves, especially 
on social media, as that could poten-
tially compromise the EY brand. Our 
policies are primarily supportive 
and enabling rather than punitive. 
Quality and risk management form 
the foundation of doing business at 
EY and are a critical element of our 
policy frameworks.”

Mapharisa says that its pro-
grammes are key in creating rich 
employee experiences.  EY’s flexible 
work culture focuses on providing its 
employees with an experience where 
they can work from anywhere, any-
time. “Our culture promotes a trust-
based flexible environment, allowing 
our people to work fluidly both in 
and out of the office thus enabling 
them to enjoy a work-life balance to 
achieve their personal and profes-
sional goals.

Coupled with cutting edge tech-
nology, Mapharisa stresses that EY’s 
world-class working environment 
provides energising and efficient 
workspaces, allowing for better team-
ing with its employees and clients.

“Our mobility programmes 
through our global workforce and 
Africa footprint enable our people 
to experience the world beyond our 
own borders, supporting cross-cul-

tural integration geared at building 
the highest performing teams.

“EY’s world class developmental 
programmes are focused on build-
ing global leaders with deep African 
insights. Our employees across the 
globe are exposed to the same level 
of development through EY-wide 
milestone leadership programmes, 
which are held in different parts of 
the world and provide an enriching 
experience for all our employees.”

EY encourages healthy living and 
healthy behaviours through targeted 
wellness activities and its wellness 
strategy encompasses spiritual, 
emotional, physical, and financial 
wellness. In recognition of its well-
ness culture EY won the Healthiest 
Employees Award in the 2014 
Discovery Healthy Company Index, 
and was runner up for the Healthiest 
Company Award.

EY South Africa also recently swept 
five Gender Mainstreaming Awards, 
winning of the Investing in Young 
Women category. This proved its 
commitment to advancing women 
in the firm and in the wider com-
munity. These awards were held 
by Business Engage to encourage 
the private sector to buy into more 
meaningful representation of women 
in the mainstream of business. 

Harnessing the multiplier 
effect to empower women
EY’s NextGen programme is an 
initiative directed at supporting 
high potential female learners 
from disadvantaged communities 
starting in Grade 10 to univer-
sity, through access to the tools 
and opportunities they need to 
succeed both academically and 
personally.

“As a firm, we believe that an 
investment into the NextGen 
programme will harness the 
multiplier effect that educated 
and empowered women can have 
within their families and commu-
nities, therefore, investing in these 
future leaders is an investment 
in a country’s long-term sustain-
ability,” says EY’s talent leader, 
Johanna Mapharisa.

Together with the department 
of basic education, EY started the 
programme in 2012 with 30 girls 
from 10 schools across Gauteng. 
The programme has now grown 
to 163 girls from 19 schools 

nationally — 96 school-going girls 
nationally and 62 girls undergoing 
tertiary education.

“The growth and continued suc-
cess of the programme means that 
more young women are presented 
with the opportunity to excel and 
reach their true potential,” contin-
ues Mapharisa. “As an example of 
the opportunities provided to the 
girls, two of the girls from the 2012 
intake are currently pursuing their 
studies in the USA, after receiving 
full scholarships from the Africa 
Leadership Academy (ALA). One 
of them is studying social sciences 
at Trinity College, while the other 
is studying microbiology.”

 EY’s NextGen programme 
includes mentorship for the girls 
by EY staff, additional academic 
tuition, leadership workshops, 
bursaries for the NextGen girls 
and various initiatives at NextGen 
schools aimed at supporting 
teachers and pupils.
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Lorato Mogaki, executive head of human resources at Amplats. Photo: Supplied

The psychological state 
of the organisation is 
essential

Rebecca Haynes

H
i s t o r i c a l l y ,  h u m a n 
resources (HR) has been 
perceived as the crush-
ers of innovation and 
implementers of restric-

tive policies, but Anglo American 
Platinum (Amplats) has imple-
mented innovation as one of its core 
company values and through this is 
encouraging an environment of cre-
ativity and entrepreneurship.

“Challenging the way things have 
always been done is a key prior-
ity for us,” says Lorato Mogaki, 
Amplats’s executive head, human 
resources. “By actively developing 
new solutions, encouraging new 
ways of thinking and finding new 
ways of working, we are dramati-
cally improving business.

“We challenge the status quo 
and are open to learning new 
approaches and encouraging new 
ways of thinking. We actively 
develop future-oriented solutions 
and find ways to use resources more 
efficiently and effectively by seeking 
and applying learning from our own 
experience and that of others.”

Mogaki says that Amplats recog-
nises the strategic value of partici-
pating in certification programmes. 
The Top Employers Institute rec-
ognises and celebrates excellence 
in HR. The certification is only 
awarded to organisations that 
achieve the highest possible stand-
ards in employee conditions.

“We are proud to be associated 
with this initiative and being certi-
fied as a Top Employer is a form of 
recognition for the work that we do. 
It also offers an opportunity to pro-
mote our brand and attract the best 
talent.

“HR’s initiatives are informed by 
the business strategy,” continues 
Mogaki. “We have competent HR 
practitioners across all our opera-
tions, key to implementing and driv-
ing initiatives at their respective 
operations. We are also very selec-
tive in what we implement and pri-
oritise, focussing only on initiatives 
that will optimise the impact of HR, 
improve the lives of our communi-
ties and maximise business results.”

Personal touch
As a substantial entity, the challenge 
is maintaining morale through rec-
ognising the individuality of every 
employee. Mogaki says the company 
has been successful in preserving a 
balance between achieving greater 
HR service-delivery efficiencies and 
maintaining the personal touch.

“Employees are the cornerstone 
of our business and having a skilled, 
diverse, motivated and productive 
workforce is fundamental to deliver-
ing our business strategy. We invest 

Developing 
solutions 
oriented to 
the future

in the development of our people, 
giving them the necessary skills and 
resources to grow with our industry 
and with our company. We under-
stand that continuous empower-
ment translates into the success of 
an organisation. 

“Our HR development is a vital 
strategic tool to ensure ongoing 
employee engagement, top perfor-
mance and quality service deliv-
ery. It is also integral to workplace 
transformation.”

Mogaki says the company strives 
to attract and retain the best talent, 
offer a meaningful and stimulating 
work environment, provide oppor-
tunities for personal development 
and remunerate competitively, 
while it also recognises and rewards 
excellence and actively encourages 
all types of diversity.

An organisation the size of 
Amplats could be perceived as 
restricted by reams of red tape, but 
Mogaki says that its HR policies are 
consistent with the company’s val-
ues and are aligned to employment 
legislation. She also says policies are 
designed as guidelines for employee 
behaviour and play a key role in cre-
ating a more productive workplace.  

“There is a general acceptance of 
policies and the purpose of each and 
every policy is clearly defined.  

“It is important policies are rel-
evant, which is why we review 
them at least annually. It is also 
important that employees clearly 
understand what each policy is try-
ing to achieve.  Policies are crucial 
because they ensure uniformity and 
consistency in decision-making and 
operational procedures. They assist 
in maintaining the direction of 
the organisation even during peri-
ods of change and clarify roles and 
responsibilities.

“Policies are strictly enforced in 
order to promote a culture of trust 
and sound employee relations, and 
consistency is the key. Applying 
company policies inconsistently can 
jeopardise business success.

Our belief is that business should 
be conducted honestly, fairly, legally 
and responsibly,” says Mogaki. 
“Failure to comply with policies may 
lead to disciplinary action.

Bridging trust gaps
“Policies and standards are in place 
to ensure we uphold the commit-
ments we make to our stakeholders 
and work towards a common set of 
goals. We have identified the issues 

that may have the greatest impact 
on our success, which include our 
ability to optimise production cost-
effectively and efficiently within a 
changing and complex business and 
socio-political environment.

“We also understand, manage and 
meet stakeholder expectations and 
bridge any trust gaps, safeguarding 
our employees’ and communities’ 
health and safety, seeking to ensure 
access and affordable infrastructure 
while minimising our footprint and 
our obligation to comply with legis-
lation, regulation, voluntary codes 
and social compacts.

“We promote a culture of account-
ability and encourage employees 
to take ownership of their deci-
sions, actions and results, deliver 
on promises and acknowledge mis-
takes. Above all, we promote a cul-
ture of not passing the buck.

“The foundation of innovation 
and creativity is an environment 
conducive to and embracing diver-
sity.  One of our biggest focus areas 
at the moment is organisational cul-
ture transformation and to promote 
strategic success, we have embarked 
on a transformation journey.

“Historically we have been very 
effective at managing and deliver-
ing on systemic or tangible require-
ments. However, to reach strategic 
success it has been agreed that an 
equal focus will be directed towards 
the people side of the organisation, 
referred to as Tshiamo, the Tswana 
word for overall wellness or wellbe-
ing. This psychological state should 
be the purpose of any organisation’s 
transformation efforts.

“We believe that change is the only 
constant. In anticipating, prepar-
ing and acting on change we need 
to take the hearts and minds of our 
people along if we want to be suc-
cessful. Our departure point is both 
to empower people to be successful 
and to create an environment where 
they feel significant — thus making 
others successful.

“It is our aspiration to create an 
ambiance where it is as important 
and exciting to make others suc-
cessful as it is to be successful as 
individuals.

“Programmes and initiatives in 
creating this ambiance focuses on 

our leadership and the styles of 
leadership we are promoting. This is 
why we engage with all our employ-
ees and stakeholders at a personal, 
job, team and organisational level, 
and our actions are aligned with our 
values.

“This transformation effort is 
owned by the chief executive, as the 
custodian of the company’s culture, 
and is currently being delivered 
through the Platinum Review Office 
in alignment with all functions 
within the organisation.”

Breaking down silos
Discussing HR service delivery, 
Mogaki says one approach that 
seems to work well is the devel-
opment of centres of excellence 
and communities of best practices 
where the HR practitioners in dif-
ferent parts of the company develop 
their expertise in a particular area of 
speciality and still serve the larger 
needs of the company.

“This fosters collaboration and 
breaking down of silos. Practitioners 
are provided with opportunities to 
benchmark initiatives and learn 
from others, and are encouraged 
to design and implement new solu-
tions to respond to the changing 
working environment.

“There are various other talent 
development and retention ini-
tiatives that focus on reward and 
recognition in order to motivate 
employees to contribute more.

“To compete in an ever-changing 
world, businesses must frequently 
realign themselves. One of the 
ways that HR can provide value is 
through understanding how differ-
ent internal and external changing 
environmental, organisational and 
workforce factors will likely influ-
ence the business.

“Organisations must design HR 
strategic initiatives that will not 
only respond to the challenges but 
also give businesses a competitive 
edge. It is important to track work-
place trends in order to evaluate the 
impact that particular changes are 
likely to have on people and pro-
cesses and strategically partner with 
business leaders to design fit-for-
purpose solutions.”

As a company with a multi-gener-

ational workforce there many differ-
ent attitudes towards authority and 
particularly HR, and as part of its 
culture journey, Amplats recognises 
this, says Mogaki.

“One of the benefits of embracing 
diversity is that a diverse workforce 
can supply a greater variety of solu-
tions to problems in service, sourc-
ing, and allocation of resources. 
Employees from diverse back-
grounds bring individual talents 
and experiences and ideas, creating 
flexibility in adapting to fluctuating 
markets and customer demands.

“Our approach in developing and 
designing policies include consul-
tations with various stakeholders 
that embrace the different genera-
tions in our workplace, to gather 
input and align expectations. It is 
important to match generational 
preferences with strategies to assist 
employees to reach their full poten-
tial and remain engaged.

“South Africa comprises many 
different ethnic groups each with 
a deep heritage, strongly embed-
ded cultures and fascinating tradi-
tions. Anglo American Platinum is 
committed to a work environment 
free of discrimination to promote 
and advance sound and produc-
tive working relations and mutual 
respect. Our policies are inclusive 
and sensitive towards racial and cul-
tural issues.

“Tackling discrimination helps to 
attract, motivate and retain employ-
ees and enhances your reputation as 
an employer.

“The evolving role of HR has led to 
a focus on strategic partnership and 
less on service delivery. However, 
in our mining environment, which 
is volatile and dynamic and comes 
with unique challenges, it is crucial 
for HR to master the art of striking 
a balance between strategic partner-
ship and service delivery.

“HR needs to become more pro-
active — understanding the trends 
and planning ahead for what the 
organisation will require and to be 
aligned to the business strategy. 
HR must develop business acumen, 
and understand all aspects of and 
stay closer to the business in order 
to drive innovation,” concludes 
Mogaki.

‘We are proud to be 
associated with this 
initiative and being 
certified as a Top 
Employer is a form of 
recognition for the 
work that we do’
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Human, digital focus impacts overall results
An innovative 
approach to training 
makes for an agile 
organisation

Tracy Burrows

O
range Business Ser-
vices is stepping up 
its “human digital” 
approach to talent 
management — a strat-

egy that is already positively impact-
ing its financial results.

Orange Business Services HR poli-
cies in Africa are 100% aligned with 
those of its parent company, tel-
ecoms giant Orange, which achieved 
Top Employers 2016 Global certifica-
tion, recognising its Top Employer 
status across 29 countries and terri-
tories on five continents.

Orange Group and Orange 
Business Services’ approach to 
HR management is unique in that 
employee experience is assigned the 
same level of importance as customer 
experience, says Emad Sonbaty, head 
of HR services international, emerg-
ing markets & indirect.

Orange’s five-year strategic plan 
dubbed “Essentials 2020”, was 
unveiled last year with an enhanced 
focus on building an employer model 
that combines the digital with the 
human. The group says it aims to 
give equal attention to customers 
and employees with digital tech-
nologies key to supporting employee 

engagement. 
The new employee-focused strat-

egy includes leveraging a new digi-
tal learning platform and develop-
ing a skills marketplace; improving 
its collective agility by helping to 
improve employees’ digital skills and 
introducing more cross-functional 
and collaborative ways of work-
ing; increasing the representation 
of women in the group to 35% and 
aiming to increase employee share 
ownership.

“Our renewed focus on being a car-
ing employer is already positively 
impacting our customer experi-
ence and our results,” says Sonbaty. 
“Working for Orange is a unique 
experience. The culture can best be 
described as friendly, with a below-
average staff turnover and employees 
who are proud brand ambassadors. 
In fact, while we do have marketing 
campaigns to prospective employ-
ees, our best marketing comes from 
our employees themselves. Through 
word of mouth, we are positioned 
as an employer of choice among stu-
dents and graduates, which stands us 
in good stead in the war for talent.”

Taking a global approach
While Orange Business Services 
ensures that it complies with labour 
legislation in every country it oper-
ates in, its overall approach to HR is 
driven globally. This allows the group 
to implement policies in a cohesive 
and agile manner, says Sonbaty. 
“We have overcome the local office-
global office disconnect. The corpo-

rate decision is the decision, which 
allows us to make decisions quickly 
and harmonise operations around 
the world.”

Welcoming diversity
With employees across five conti-
nents and across multiple genera-
tions and cultures, Orange Business 
Services strives both to encourage 
diversity and to ensure that employ-
ees speak with one voice to custom-
ers. “We might have staff in South 
Africa assisting customers in Europe, 
Vietnam or elsewhere. So all our 
employees must understand our cor-
porate values and represent the com-
pany in a relatively standard way.  
Due to our size and to maintain the 
Orange identity, we focus on what 
we call the ‘Orange compass’. At 
the same time, we see diversity as a 
strength, so we welcome input from 
various ages and cultures.”

Recognising changing priorities 
around work and work-life balance 
among employees, Orange Business 
Services offers flexible working hours 
and even teleworking in some cases. 
“Flexible working arrangements are 
beneficial for productivity, employee 
engagement and job satisfaction. It is 
also necessary because we are not a 
9 – 6 organisation: because our cus-
tomers need us 24/7, our employees 
must be available around the clock 
too. And if an employee was up at 
3am dealing with an outage, we can-
not expect them to be back at the 
office at 9am in the morning.”

Built on people
Because the group sees people as an 
asset and a business differentiator, 
it constantly strives to improve the 
employee experience. “People differ-
entiate us, so we invest in our people. 
And the more we invest, the better 
our results are,” says Sonbaty.

“Training and development is key 
what we do. Through the group’s 
various academies and at its regional 
offices, staff benefit from develop-
ment training, and focused technical 
training in areas such as IT, security 
and cloud, as well as soft skills and 
management training.”  

Across the group, Orange also 

develops innovative, remote train-
ing methods such as e-learning, 
serious games, mobile learning or 
micro learning, as well as virtual 
classrooms.

Uniquely, employees can select 
their preferred training courses from 
an internal catalogue of courses.  
“We work 10 or 15 years in advance 
to ensure we will have the right skills 
in place for tomorrow, while ensur-
ing that employees are engaged and 
cared for today. By attending to the 
employee experience, we impact 
the customer experience, because 
the two are interrelated and equally 
important.”

Emad Sonbaty of Orange Business Services. Photo: Supplied
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‘We need to be 
particularly vigilant 
when it comes to 
trends that are 
rapidly shaping 
and influencing the 
workplace’

Kerry Haggard

A
ch iev ing  the  Top 
Employers Certifica-
tion takes ongoing 
engagement, constant 
measurement and a 

focused link between people strategy 
and business strategy.

Anisha Archary, human resources 
director, Old Mutual Emerging 
Markets explains the role of the com-
pany’s unique identity: “We attribute 

Our values 
and culture 
drive our 
success  
– Old Mutual

our success to the fact that we are a 
values based and customer centric 
business, and our leaders are focused 
on winning through people. 

“We take great pride in our culture, 
which is shaped by our strong values 
of accountability, integrity, respect 
and pushing beyond boundaries. 
It’s something we measure regularly 
to make sure we are creating a sup-
portive and enabling environment 
for employees and living up to our 
people vision of being ‘a great place 
to work with people who do great 
things’. 

“Our success as an employer is due 
also to the collaboration between 
our leaders and employees. Our code 
of conduct, which outlines in some 

detail what best behaviour looks like 
at Old Mutual, keeps the spirit of 
mutual respect alive and helps ensure 
our workplace is harmonious, coop-
erative and efficient.

“It means employees get to co-cre-
ate a socially cohesive, diverse and 
inclusive working environment that 
respects the dignity and worth of 
every individual. There is zero toler-
ance for any form of discrimination 
or disrespect, whether based on race, 
sex, gender, age, marital status, fam-
ily responsibility, origin, sexual ori-
entation, disability, religion, culture, 
language or nationality.” 

What’s critical to remember, she 
adds, is that culture is dynamic. “As 
such, it requires ongoing effort, focus 
and collective ownership.”

Engaging employees
Old Mutual believes in creating  peo-
ple practices that can be applied 
consistently across the regions and 
countries in which it operates. The 
Old Mutual Way is the company’s 
flagship employee engagement 
programme, designed to develop 
leadership ability and drive authen-
tic conversations and engagement 
across the business. The programme 
is delivered through an online portal 
as well as workshops, and addresses 
recruitment, talent management, tal-
ent development, performance man-
agement and employee engagement. 

New employees are welcomed 
through a comprehensive on-
boarding process called Passport to 
Greatness. It introduces them to the 
vision and strategy of the business, its 
philosophy and its brand reputation, 
while preparing them for the real-life 
experience and practical aspects of 
building a great career at Old Mutual. 

Aligning the people strategy to the 
company brand promise and desired 
customer experience is key to the suc-
cess of any multinational organisa-
tion, says Archary. “At the heart of our 
people strategy is our commitment to 
developing the employee capability 
to deliver on the changing business 
and customer requirements.” 

Like all forward-looking organi-
sations, Old Mutual is constantly 
adapting to shifting attitudes and 
priorities. “We need to be particularly 
vigilant when it comes to trends that 
are rapidly influencing and reshap-
ing the workplace, the workforce, and 
the world of work,” Archary says.

Caring for communities
One of these trends is the rise of the 
millennial generation, young people 
born between 1985 and 2000 who 
have grown up in a highly connected 
world and tend to have a fresh and 
iconoclastic outlook on life. With a 
millennial workforce of 11 000, Old 
Mutual recently conducted research 
to identify their key engagement 
drivers.  

“Insights from our millennial 
research highlighted the importance 
of coaching, development opportuni-
ties, flexibility, access to leadership, 
and making a difference in communi-
ties, among others,” explains Archary. 

Millennials seek meaning in mak-
ing a difference, changing a life, and 
spreading goodwill.  In response to 
their priorities, Old Mutual has intro-
duced programmes to drive social 
wellness (such as Purposeful Friday, 
which drives staff volunteerism) and 
general emotional wellbeing (such 
as My Parenting programme for new 
parents and returning mothers). 

“We (HR) now partner with the 
Old Mutual Foundation to sup-
port staff volunteerism,” explains 
Archary. “On the first Friday of every 
month employees across the vari-
ous countries observe and engage in 
Purposeful Friday, which connects 
employees to our purpose – enabling 
positive futures for our customers 
and communities – in a very tangible 
and meaningful way.” 

Every first Friday has a differ-
ent theme and a different focus. For 
example, August marked Women’s 
Month and invited employees to 
contribute to Wheat (Women’s Hope 
Education and Training Trust) to 
help support schoolgirls who cannot 
afford personal care products. 

The company has for many years 
had one of the most comprehensive 
and best supported staff volunteer-
ism programmes in the country. “Our 
community builder programme is 
designed to integrate the company 
and its employees into the social 
fabric of the local communities we 
serve,” says Archary. “Supporting, 
developing and empowering vulner-
able members of our society is a big 
part of who we are at Old Mutual. 
Enabling positive futures is the rea-
son we exist as an organisation — and 
caring for our communities is a logi-
cal and emotional extension of that.’

Old Mutual ’s annual Staff 
Volunteerism Awards showcase and 
honour the remarkable contribu-
tions and heroic efforts of dedicated 
employees and serve to inspire the 
rest of the organisation. “These vol-
unteers deeply inspire the rest of us 
with their empathy, humanity and 
immense kindness,” says Archary. 
“They demonstrate the power of an 

attitude of caring, an attitude that is 
so valuable in a company like ours, 
which is entrusted with the savings, 
investments and dreams of millions 
of customers.” 

Archary says that employees on 
Old Mutual’s Staff Payroll Giving 
Programme make voluntary monthly 
contributions from their salary 
and every contribution is matched 
rand for rand by the Old Mutual 
Foundation. The funds are directed 
to a range of upliftment programmes 
that focus on aiding abused and 
neglected children, the elderly, ani-
mal welfare, education and women 
empowerment. There are 10 employ-
ees who have been contributing for 
14 years (since the programme was 
launched) without skipping a single 
month. They were recognised at the 
Staff Volunteerism Awards this year 
amid much applause.

The role of diversity
Also generating enthusiastic support 
from employees is the much-loved 
annual Diversity Day, which always 
takes place on Old Mutual’s birthday 
(its 171st this year). “Teams across 
the emerging markets in which Old 
Mutual operates get dressed up in 
colourful costumes, decorate their 
offices with vibrant flair and share 
a range of delicious and diverse 
cuisines,” says Archary. “It’s a fes-
tive occasion that helps to unite our 
employees across the business, while 
also communicating the importance 
we place on diversity. We believe our 
differences make us stronger and 
more creative, particularly when it 
comes to problem-solving.”

Old Mutual focuses on a total 
reward package delivered through a 
multi-dimensional employee value 
proposition, which includes (over 
and above competitive remuneration 
and benefits) access to learning, per-
sonal and career growth, leadership 
development, talent management, 
mentorship programmes, access to 
financial advice and opportunities 
to make a difference in communities. 
The latest benefit to be added to the 
package is free funeral cover.

The business takes internal com-
munication seriously, managing a 
wide range of platforms and chan-
nels to engage and motivate employ-
ees and ensure they are kept up to 
date with the latest company news 
and business developments. These 
include an intranet, a weekly newslet-
ter and a company magazine, Amicus, 
which is available in print form as 
well as online. It hosts an immensely 
popular annual ‘Workplace Heroes’ 
competition that honours those 
employees whose positive energy, 
values and work ethic most inspire 
their colleagues. This year no fewer 
than 3000 employees engaged with 
the competition, nominating and vot-
ing for their favourites across Africa 
as well as Latin America.

Employees are also encouraged 
to make use of the Old Mutual App, 
which provides access to their Old 
Mutual product portfolio and also 
supports the company’s sponsor-
ships, including the Old Mutual 
Two Oceans Marathon, Comrades 
Marathon and Old Mutual Soweto 
Marathon, with online training 
guides, live tracking of participants 
and event-related news and inter-
views on Old Mutual Live, its pop-up 
radio channel. 

It’s clear Old Mutual employees 
value being part of an expanding 
company with a formidable heritage 
and strong reputation. “The many 
awards that Old Mutual receives 
every year instil great pride in our 
employees,” says Archary, “whether 
it’s being voted No 1 in Investment 
and Insurance in the 2016 Top 
Companies Reputation Index awards 
or winning Sunday Times Top Brand 
Awards in the long-term insurance 
category for the thirteenth year in a 
row.”

Creating a healthy 
corporate culture is a 
collaborative process

South Africa’s leading Snack Company, Simba, is proud to 
once again be named as one of South Africa’s Top Employers 
for 2017. As part of  PepsiCo , a leading food and beverage 
company with a wide range of enjoyable foods and beverages, 
Simba’s values are anchored in the Group’s Performance with 
Purpose philosophy.  At the core of this philosophy is driving 
business performance by integrating long term sustainability 
into PepsiCo’s business strategy, leaving a positive imprint on 
the environment and the communities in which it operates; 
including its consumers and critically, its employees. 

As an employer, Simba boasts a shared commitment to expanding opportunities through 
diversity and inclusion; ensuring a work environment that is free from all forms of 
discrimination; and through leveraging the reach of our employee base, empowering staff 
to give back to communities.

“We are proud to have maintained our ranking over the years, which is a testament that 
our vision and processes are guiding us in the right direction. The success of Simba and its 
brands is anchored in its people and values. At Simba we recognize that sustainable growth 
is derived from attracting, developing and retaining world class people. This is achieved 
by leading with vision, passion and empowering staff, while acting with responsibility and 
building trust amongst all Simba employees” commented Chereen Godwin, Simba Human 
Resources Director. “Our people are our greatest strength. By valuing our employees, 
supporting their ability to work effectively together and providing them with the tools they 
need to succeed, we are ensuring that Simba is the kind of company where talented 
people of all backgrounds want to work. “

Simba is a household name in South Africa with many popular local brands such as 
Simba, NikNaks, Fritos, Ghost Pops and Chipniks as well as a number of well-known 
global food and beverage brands including Lays, Doritos, Pepsi Cola, 7UP, Mirinda and 
Mountain Dew.

About PepsiCo

PepsiCo products are enjoyed by consumers one billion times a day in more than 200 
countries and territories around the world. PepsiCo generated more than $69 billion 
in net revenue in 2015, driven by a complementary food and beverage portfolio that 
includes Frito-Lay, Gatorade,Pepsi-Cola, Quaker and Tropicana. PepsiCo’s product 
portfolio includes a wide range of enjoyable foods and beverages, including 22 brands 
that generate more than $1 billion each in estimated annual retail sales. At the heart 
of PepsiCo is Performance with Purpose: integrating sustainability into its business 
strategy and leaving a positive imprint on society and the environment. We do this in 
part by offering a wide range of products; increasing the number of our nutritious foods 
and beverages; reducing our environmental impacts; and supporting our employees 
and the communities where we do 
business; all of which will help position 
the company for long-term sustainable 
growth. For more information,
visit www.pepsico.com.

01223M&G



Rebecca Haynes 

O
ld Mutual believes 
there are three key 
attributes that con-
tribute to creating an 
employer of choice, 

with the first attribute being the 
importance of building a foundation 
through thoroughly benchmarked 
human resources (HR) practices. 
This it does through multiple sur-
veys and diagnostics that strengthen 
its employer brand in the market-
place.

“This way we know how we com-
pare against industry leaders across 
the world,” explains Anisha Archary, 
human resources director, Old 
Mutual Emerging Markets.

“The second attribute is leadership 
linked to business strategy. Business 
leaders who play their role in driv-
ing accountability, lead change and 
build organisational renewal enable 
our employer of choice efforts. The 
third attribute is a sound employee 
engagement strategy with a multi-
disciplinary team leveraging multi-
ple communication channels.

“Our biggest success right now 
is that we are certified as a Top 
Employer in Africa in 13 countries 
where we do business — we are the 
most certified business in Africa.” 

Fit-for-purpose people practices
Certain practices can 
be customised to suit 
different regions 

Old Mutual has been certified again 
in 2017 in South Africa, Zimbabwe, 
Namibia,  Botswana, Malawi, 
Swaziland, Nigeria, Rwanda, Ghana, 
Kenya, Tanzania, Uganda and South 
Sudan. It has been participating in 
the Top Employers Certification 
Programme for the past six years.

“This means we have consistent 
people practices across all the oper-
ations,” continues Archary. “This is 
phenomenal for our business and in 
line with our aspirations to be the 
leading financial services champion 
in Africa.

“One of the lessons we learnt was 
to ensure that we customise certain 
practices in line with the country 
and the language requirements of 
each territory. 

“This survey has also allowed us to 
support our people strategy through 
building fit-for-purpose people 
practices, enabling business growth 
with the right innovations to sup-
port talent management, culture 
management, leadership develop-
ment and ultimately to create the 
right employee experience, which 
strengthens our employer brand for 
talent attraction and retention.

Building leadership
“At Old Mutual, we believe in creat-
ing people practices that are applied 
consistently across regions and 
across different countries. We have 
developed our flagship employee 
engagement programme of action 
called The Old Mutual Way, which 

builds leadership and manage-
ment practices to lead people in a 
consistent manner in our business. 
The Old Mutual Way is our where 
we also build leadership ability to 
drive authentic conversations and 
engagement as a way of being in our 
business. 

“One of our examples is our 

Anisha Archary, human resouces director, Old Mutual Emerging Markets. Photo: Supplied
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partnering with the Old Mutual 
Foundation in support of staff vol-
unteerism on the first Friday of each 
month. Employees across regions 
and countries observe and engage 
in this programme, which connects 
employees with our purpose — to 
enable positive futures for our cus-
tomers and communities.”

No employee is just a number on 
the Old Mutual payroll. Archary 
says: “Our secret sauce is that we 
are a values-based business, and our 
leaders are focused on creating a 
great place for people to work at.

“Through our focus on culture 
and values, we engage employees  
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Leading from the top
Sanofi’s commitment 
to health permeates the 
organisation
Rebecca Haynes

B
ringing together a multi-
generational, multi-gen-
der, multi-national and 
multi-cultural team has 
driven the culture within 

pharmaceuticals giant Sanofi.
Quoting South African general 

manager, John Fagan, who said: 
“From the top, the light is always 
green,” Preesha Persad, Sanofi 
South Africa’s leadership and people 
development manager, stresses the 
importance of top executives creat-
ing a culture where individuals can 
experiment and test concepts, which 
she says helps towards managing 
people differences.

“Each person’s want and desire is 
to invent or innovate and we believe 
that encouraging this and believing 
in our people is what has made us 
successful,” says Persad. “Last year’s 
success does not guarantee suc-
cess in the coming year. With this 
in mind, we created the Ideation 
Lab, which is a centre available to 
all employees for brainstorming.” 
This is the 11th time that Sanofi 
has applied for and received the 
Top Employers Certification and 
this year achieved top spot in the 
pharmaceuticals industry. Heidi 
Swanepoel, Sanofi South Africa’s 
compensation and benefits man-
ager, says: “This is a huge accolade, 
as this is a first for us. We know how 
stringent the process is and its sta-
tus denotes a certain cadre. We can 
also garner from the questions what 
other companies are doing.”

Persad says: “This is an invaluable 
yardstick or measurement to ensure 
we are ahead of the pack. It also 
adds credence in terms of attract-
ing new recruits, but foremost, it is 
a source of pride to be recognised in 
this way.”

Jakes Doorsamy, head of the com-
pany’s human resources, says: “This 
certification allows us to keep our 
standing in the human resources 
community, through evaluation via 
robust processes and systems.

Asked how an international com-
pany manages to maintain its indi-
vidual touch, Doorsamy explains 
that as an employer, one needs to 
understand employee lifecycle in 

the organisation.
“We have a cradle to grave 

approach, from the time we start 
with a new employee to the time 
they leave the company for whatever 
reason. From recruitment through 
to compensation and the training 
and development process, we touch 
our employees in various ways 
and employee engagement is a top 
priority.”

Integrated technologies
“Sanofi as an employer has worked 
hard to sell us as one Sanofi,” con-
tinues Swanepoel. “It is important 
that all initiatives are launched 
globally and that every employee 
can benefit from the same depth of 
training but also lives the same val-
ues and objectives. This has made a 
lot of difference.”

Persad says there are very impor-
tant ways individual employees stay 
in touch with the organisation. “We 
made advanced use of technology 
and have various communication 
platforms which all work in an inte-
grated fashion.”

“The message is echoed from the 
top by our general manager, John 
Fagan, who has the saying: ‘look 
after people and the profits will fol-
low,’ ” says Doorsamy. 

“One of the fundamentals of 
human resources is managing the 
policies and procedures. As a phar-
maceutical company, we must com-
ply with many forms of legislative 
requirements.

“We try to create an environment 
where policies are merely guidelines 
and we try to have practices that 
enable employees to thrive. We are 
always looking at our policies and 
testing them, either by benchmark-
ing them or coming up with new 
ways to address staff without chok-
ing them.

“Red tape is the result of [a lack 
of] trust. If you don’t trust and 
empower those below to make deci-
sions, you encourage red tape. Trust 
employees and allow for mistakes. It 
is the making of and central to the 
learning process. Create a culture of 
progressive learning, engagement 
and cut bureaucracy. Sometimes a 
wrong decision may turn out to be 
a right one.

“The older generation is set in its 
ways and they tend to prefer poli-
cies and structure. The new genera-
tion prefer a more flexible approach 
but policies need to follow a com-

mon thread. However, irrespective 
of this, it is the level of engagement 
with all age groups that will drive 
clarity of purpose, mission, vision 
and values.

“Many pharmaceutical companies 
became giants as a result of patents 
and successful blockbuster or super 
drugs,” says Swanepoel. “Now, with 
the flood of generics on the mar-
ket, it is vital to retain the edge and 
remain competitive. People are piv-
otal to this.”

Doorsamy says: “The line that sits 
with me and my team is that we 
need to live the business. Get out 
there and engage with the business. 
We attend business cycle meetings 
and are involved in strategy needs in 
terms of where to take the business. 
We engage at all levels of the organi-
sation and take up all opportunities 
that arise.

“Our team is really accessible and 
thanks to new technology, we can 
also interact with other countries 
such as Botswana and Namibia, and 
assist human resources to get to our 
customers.”

No negatives
Doorsamy says they have just come 
out of a quarterly meeting where 
they told the entire organisation 
what human resources was doing 
and provided the opportunity to 
obtain feedback on engagement. 

In such meetings a factory per-
spective is provided for blue-collar 
workers, who participate in various 
forums, including unions, equity 
and gender committees, and utilise 
various platforms to make these 
interactions successful.

“It is how we brand ourselves as 
part of the business; we have an 
enabling function, not a back-office 
position,” concurs Persad.

Swanepoel stresses that their job 
is as a strategic business partner, 
focused on health and corporate 
social responsibility, and that these 
elements bring them closer to the 
entire team. “Part of our philosophy 
is to continually stress that if some-
one asks a question, the answer 
is never a ‘no’. We encourage any 
response that does not involve a 
negative.”

“It is very important that overall 
employee wellbeing is emphasised,” 
continues Doorsamy. “We use an 
independent service provider, which 
provides a 24-hour service to all 
our employees and their families. 

This includes a 24-hour helpline 
for all aspects of employee wellbe-
ing, encompassing more than just 
health, but other aspects such as 
legal issues and substance abuse — 
all of which is free to employees and 
their families.

“We monitor the feedback to 
determine the ‘temperature’ of our 
organisation. We also hold wellness 
days and clinics, social activities 
and awareness campaigns, using 
such platforms to address gender 
issues, for example, on Women’s 
Day. We always have a finger on the 
pulse, which really helps us to keep 
appraised and relevant. Employees 
see that we are here and they are not 
operating in a vacuum.

“We might be a multinational 
company, but when it comes to local 
issues, these are intertwined.”

Doorsamy described the 20-plus 
workshops held across the country 
to deal with issues around diversity, 
encouraging dignity and sensitivity, 
breaking down barriers and blind 
spots. They have also produced a 
video on understanding and dealing 
with racism.

“We are not afraid to take a topic 
by the horns and discuss and dissect 
with meaningful dialogue, instead 
of allowing perpetuation of misun-
derstanding and thought process. 
We also take gender empowerment 
very seriously across the globe.

“Finally, Sanofi’s commitment to 
health goes beyond providing medi-
cation, in part through our corpo-
rate responsibility actions and our 
dedication to make a real difference 
in the lives of people every day.

“In 2010, Sanofi invested €200 
000 to build Ikhaya Lethu, a child-
care centre in Rorkes Drift, which 
serves as a drop-in centre for vulner-
able and orphaned children who are 
affected or infected by TB and HIV.  
Ikhaya Lethu caters for 175 chil-
dren who come from families and 
communities with complex issues, 
and care ranges from addressing 
children’s day-to-day needs to their 
health, education, and safety before 
and after school.

She says that Sanofi employees are 
privately contributing to sustain the 
centre.

From left to right: Heidi Swanepoel, compensation and benefits  
manager; Jakes Doorsamy, head of HR and Preesha Persad, Sanofi South 
Africa’s leadership and people development manager. Photo: Supplied
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Tracy  Burrows

J
SE-listed OneLogix Group 
is a niche logistics provider 
with operations in key cen-
tres throughout South Africa 
and neighbouring countries, 

with logistics capability extending 
to Namibia, Botswana, Democratic 
Republic of Congo (DRC), Malawi, 
Mozambique, Zambia, Zimbabwe 
and Tanzania.

While the staff  headcount 
includes admin, logistical support, 
fleet controllers and management, 
by far the largest proportion of the 3 
000 staff members are truck drivers, 
entrusted with cargoes sometimes 
worth tens of millions of rands. The 
success of the company rests on the 
drivers’ ability to safely transport 
these payloads and serve as effective 
brand ambassadors at the points of 
collection and delivery.

 “We value our drivers, and we 
make sure they know this. Even 
through industry challenges, our 
employees remain committed to 
the OneLogix business objectives. 
We are constantly inundated with 
applications from drivers wanting 
to work for us, but there are seldom 
openings because our staff turnover 
is in the order of 1.5%. Basically, our 
drivers only leave us if they retire,” 
says group human resources man-
ager Hein Swart.

He attributes this low staff turno-
ver to a number of factors, not least 
the fact that OneLogix’s employee 
value proposition is substantially 
better than those of its competitors. 
Its employee wellness programme, 
ongoing training and benefits such 
as a bursary scheme for employees’ 
children demonstrate the compa-
ny’s appreciation of its workforce. 

Swart says OneLogix executive 
management understands and 
appreciates the strategic value of 
the human resources discipline, and 
the entire business has a unique 
“OneLogix culture”, by which it 
manages to run a resilient business 
based on innovative and forward 
thinking approaches. “We always 
benchmark ourselves against inter-
national standards, and Group HR 
incorporates the 13 national HR 
standards,” says Swart.

Another critical factor in keeping 
OneLogix staff loyal and committed 
is the company’s approach to shar-
ing the benefits of the business’s 
success. “Every single employee is 

Logistics giant 
OneLogix has become 
the sector employer 
of choice by ensuring 
every employee invests 
in nurturing the 
company

Hein Swart, OneLogix Group human resources manager. Photo: Supplied

Shares  
in an 
apple 
tree

a shareholder in the company. On 
top of that, we bend over backwards 
to ensure they understand business 
principles, the company’s strategy, 
and their role and impact on that 
strategy,” says Swart. 

“In some of our business train-
ing, we liken the company to an 
apple tree owned by everyone, and 
from which everyone can benefit in 
the long term. Often, when we ask 
drivers how they’re doing, they will 
respond with ‘growing the apple 
tree’, indicating they have a clear 
understanding of our business 
principles. In our annual employee 
engagement surveys, around 90% 
of staff indicate that they clearly 
understand the company strategy 
and their role.” 

Getting the right people  
for the job
On the back of decades of experi-
ence in the transport and logistics 
sector, OneLogix has built the pro-
file of an ideal driver, a blueprint it 
employs when recruiting and iden-
tifying ideal candidates for driver 
training.

“It is not just about IQ or aca-
demic aptitude. There are certain 
character traits that make a person 
an ideal driver and company ambas-
sador, and we strive to recruit peo-
ple who have these traits. We also 
have a culture of lifelong learning, 
to ensure that any shortcomings 
and potential for improvement 
are addressed through ongoing in-
house training.”

Lifelong learning
Individualised career progres-
sion planning and development 
programmes are in place for every 
OneLogix employee, with a com-
pany e-learning system in place to 
provide around 900 courses to boost 
employee skills and knowledge.

“We have competency profiles for 
each employee, and HR and line 
managers support their growth 
and identify the necessary training 
needed to help them achieve the 
perfect profile for their role.  

“We have taken the classroom out 
of training and implemented an 
online training portal, with train-
ing stations at every depot, so staff 
can log on and improve their skills 
in line with their personal devel-
opment plan. This is particularly 
effective for drivers, because online 

training is typically faster than 
classroom-based training, and we 
cannot pull drivers off the road for 
lengthy courses in classrooms,” says 
Swart.

OneLogix also offers specialised 
professional driver training and 
learnerships, typically training 
between 40 and 50 new drivers each 

year. Existing staff and unemployed 
learners are offered the opportunity 
to undergo the year-long course, 
during which they achieve a Code 
14 licence and professional driver’s 
certification; learners simultane-
ously earn a stipend and gain expe-
rience. At the end of each year, a 
limited number of course partici-

pants are absorbed into the group. 
With effect from 2017, OneLogix will 
bring its professional driver train-
ing course fully in-house and offer 
the training service to would-be 
drivers, offering accredited training 
by OneLogix’s own trainers, asses-
sors and moderators.

Family values
Swart believes OneLogix employ-
ees benefit from an open, transpar-
ent environment and flat corporate 
structure, which makes them feel 
they are part of a family.

“Any driver can walk into my 
office or even the chief executive’s 
office to discuss an issue,” he says. 
“We have very effective communi-
cations throughout the company, 
and HR managers and our chief 
executive attend these forums regu-
larly. In the ‘OneLogix Family Tree’ 
training course, we illustrate how 
the business works and the benefits 
of keeping it running optimally, so 
every employee understands they 
have a vested interest in the com-
pany’s success.”

In addition, management demon-
strates its appreciation of the value 
of the drivers by making proactive 
driver wellness programmes a top 
priority, incentivising productivity 
and rewarding good performance. 
“In fact, our unique remuneration 
system is the envy of our competi-
tors,” says Swart.

Ensuring that people develop-
ment is aligned with business goals, 
HR is a strategic contributor to the 
overall business strategy.

“We protect our human capital 
and strive to be different. In fact, we 
often get asked what the secret of 
our success is.”

‘Every employee 
understands they 
have a vested interest 
in the company’s 
success’
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As Palabora Copper we are excited that we have being nominated 
as the Top Employer for two consecutive years and retained the 
Certification. This is a validation of our thorough implementation of 
our business strategy which is grounded on four pillars; Resourcing 
for Success, Profitability, Optimise Operations and Future Business 
Growth. Our strategy is guided by our vision to be “A Leader in 
the mining industry through our performance. Despite the hostile 
economic times and conditions facing the mining sector, we were 
able to report positive financial results in 2015; this was no small 
measure to how our people pulled together to make that a reality. 
Underpinning all our Human Resources endeavors is our ethical 
framework for guiding employees’ behavior, the Palabora Way. 

Palabora Copper (Pty) Limited
M&G Repro
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Building on passion
Policies need to keep 
employees motivated 
to rise within the 
organisation

Amanda Clark, human resources executive at Legal Aid SA. 
Photo: Supplied

By the nature of 
its work, Legal Aid 
South Africa attracts 
thousands of dedicated 
and passionate legal 
and support staff

L
egal Aid South Africa is 
an independent statutory 
organisation providing 
legal aid to those who can-
not afford it, at the state’s 

expense. With 64 Justice Centres 
and a further 64 Satellite Offices in 
smaller towns and rural areas, Legal 
Aid SA is present at every court in 
the country, to uphold the consti-
tutional rights of disadvantaged 
and vulnerable people, including 
women, children and the rural poor. 
Its 2 800-strong staff — 80% of them 
legal professionals — are focused on 
ensuring access to justice is realised 
in both criminal and civil matters.

Because the work done by Legal 
Aid SA is so important and so var-
ied, the organisation has no shortage 
of applicants, says Amanda Clark, 
human resources executive at the 
organisation. “Nationally, we are the 
largest employer of candidate attor-
neys, with around 600 on our books 
at any given time. Many legal gradu-
ates struggle to find an opportunity 
to serve their articles, and most 
would like their work to have a posi-
tive societal impact, with the result 
that we have up to 6 000 graduates 

applying online to serve articles at 
Legal Aid SA. 

“They understand that with us, 
they will get an excellent learning 
opportunity as well as being in a 
position to make a difference to peo-
ple’s lives. Legal Aid SA is the pre-
ferred choice among candidates with 
a passion for community service.”

Sustaining momentum
But passion could wane in the face 
of long working hours and the vicari-
ous trauma caused by the nature of   
some of the cases handled. Legal Aid 
SA’s HR policies and organisational 
culture are geared to ensure that 
employees maintain their momen-
tum and move up the career ladder 
to become motivated senior staff.

“Since 2008 we have had occupa-
tion-specific remuneration dispen-
sation in place. This system ensures 
that government funded entities 
provide an attractive salary scheme 
to keep high calibre professionals in 
the sector. Our remuneration is com-

petitive and recognises years of legal 
experience,” says Clark.

However, corporate culture, career 
progression and working conditions 
are equally important to profession-
als in this sector. “We work very hard 
to develop our career path to ensure 
our pipeline is constantly full of peo-
ple ready to transition to the next 
level in their careers. So from the 
entry point to senior litigator level, 
we manage the pipeline of talent 
within our organisation.”

Head, hands and heart
“We follow a talent management 
approach that drives organisational 
capability,” says Clark. “Everything 
we do is aimed at growing and devel-
oping the organisation’s capabil-
ity — the provision of legal services. 
We try to engage with employees’ 
heads, hands and hearts. The head 
component concerns building and 
sharing knowledge through mentor-
ship, training and development. The 
hands aspect entails looking at skills 
and efficiency, while the heart com-
ponent involves trying to connect 
with employees’ sense of higher pur-
pose. We reinforce the understand-
ing that through working with us, 
they are assisting vulnerable mem-
bers of the community and creating 
a more just society.”

Each employee has a personal-
ised development plan in place to 
build competencies, supported by 

an annual training programme, 
informal and formal recognition of 
achievements, and regular discus-
sion forums where legal staff engage 
on current cases. This ongoing 
engagement builds a team culture 
and ensures that younger lawyers 
obtain full benefit from the experi-
ence and guidance of their older 
colleagues. Important cases are 
highlighted across the organisation, 
as well as being discussed on staff 
portals.

Meeting changing  
employee needs
Technology changes and the rise of 
the millennial have changed work-
place dynamics in recent years, 
challenging some organisations to 
attract and retain skilled younger 
staff. Clark says Legal Aid SA has 
observed the changing needs of its 
workforce, and has taken steps to 
keep its employment value proposi-
tion contemporary.

“Each new generation of employ-
ees has new needs and values and 
our approach has evolved accord-
ingly. For example, we have intro-
duced more flexible work arrange-
ments, more family leave and 
support, and more study leave. What 
has been particularly inspiring for 
me is the discovery that the next 
generation employee is hungry for 
a career that makes a difference in 
society, so they come in with more 
passion and inspiration, keen to 

serve a greater purpose.”
Modern employees wish to con-

tribute to a greater purpose, but at 
the same time, they appreciate rec-
ognition for their efforts, says Clark. 
“Our performance management 
system directs everyone’s purpose 
to the organisational goals. We offer 
informal and formal recognition, 
including regional and national 
achiever awards and performance 
bonuses.   When employees have 
done marvellous things, we publish 
and market these achievements.”

Retaining staff
With a relatively low staff turno-
ver of just under 5% across the 
board, Legal Aid SA strives to con-
tinually improve working condi-
tions and opportunities within the 
organisation.

Issues such as the potential 
trauma of dealing with particu-
larly harrowing cases are addressed 
though in-house counselling 
support.

Professional pride is sustained by 
ensuring that while Legal Aid SA is 
state-funded, it maintains stand-
ards in line with the global best. This 
applies to the legal services it deliv-
ers, as well as in-house support and 
human capital management.  “Just 
because we are public funded 
doesn’t mean we should deliver aver-
age and mediocre work. We strive to 
compete with Top Employers in the 
country,” says Clark.

Fast Facts
• Legal Aid South Africa was 

established in 1969 by the 
Legal Aid Act 

• Its previous name was the 
Legal Aid Board 

• The new Legal Aid South 
Africa Act of 2014 com-
menced on March 1 2015 

• The organisation’s toll-free 
Advice Line (0800 110 110) 
assisted 35 944 people last 
year 

• Legal Aid SA took on 441 
056 new criminal and civil 
matters in 2015/16 

• In the last financial year, 
the organisation employed 
2 722 staff 

• 17 701 children were 
assisted in 2015/16 (7.4% 
more than in 2014/15) 

• Legal Aid South Africa 
achieved its 15th consecu-
tive unqualified audit last 
year
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Fit-for-purpose 
people practices

From page 15
to drive performance excellence. 
Accountability and integrity are 
crucial in all we do, and we hold our 
employees to this and ensure they 
contribute to their own growth.”

Old Mutual’s people strategy is 
enabled by a solid employee value 
proposition, which is linked to its 
aspiration to do great things. The pil-
lars of this are a great global brand, 
great leadership, great culture, great 
careers and great compensation and 
benefits.

Continues Archary: “This is the 
foundation for how we engage and 
care for our employees. We have a 
multi-modal approach made up of 
contacts through both face-to-face 
and technology-enabled HR to build 
our relationship with both current 
and prospective employees.

“Old Mutual’s culture of fostering 
greatness touches every individual’s 
career, creating a working environ-
ment that empowers employees to 
do great things for our customers 
and communities.

“We are living in a digital era and 
therefore all organisations are faced 
with the challenge of having lead-
ing practices to support employee 
engagement. Consumers transact 
through mobile devices and online 
platforms. Our future employee base 
prefers this method of communica-
tion and the same applies to employ-

ees as well.
“Organisations are looking for 

most effective and cost-conscious 
ways to reach employees, and there-
fore the shift is evident in more 
businesses leveraging mobile con-
nectivity and virtual working tools 
like video conferencing to minimise 
travel costs.  

“Technology must support and 
enable business decisions rather 
than replace the personal contact 
that people enjoy with each other, so 
we are also on a journey to continu-
ously drive MMS, SMS, online, apps 
and TV communication as some of 
the channels to improve employee 
engagement across generations and 
workforces.” 

Archary says Old Mutual has done 
some exciting work in driving the 
understanding of employee seg-
ments within its business and has 
introduced typologies that help them 
understand the basic need states of 

employees, based on generations and 
life-stage.

“For example, millennials have 
certain attributes and needs that 
are very different to those of pre-
retirement employees. We deal with 
the employee experiences through 
dedicated programmes and we have 
introduced frameworks for engaging 
employees differently.

“‘Enable positive futures’ is our 
company’s shared vision and prom-
ise to customers, employees and 
the communities where we oper-
ate. As part of our proud heritage 
of 171 years we have strong values 
of accountability, respect, pushing 
beyond boundaries and integrity, 
which guide all our interactions as 
employees in our business. These are 
integrated in all our people practices, 
evaluated in terms of each individu-
al’s performance scorecard.

“Like most businesses we do drive 
the employment equity agenda in 
terms of reporting and execution, 
but our differentiator is our focus on 
employee engagement.

“One long-standing initiative is 
called Diversity Day, which is now 
celebrated on the birthday of the 
business — May 17 — by all employ-
ees, in all our locations around the 
world. On this day employees choose 
a theme of diversity that we celebrate 
in terms of cultural heritage, history 
and differences,” says Archary.

“We also have a strong focus on 
gender empowerment. The Old 
Mutual Women’s network is a plat-
form for empowerment, education, 
awareness and mentorship. The 
network runs a full calendar every 
year of interventions that support 
empowerment and inclusivity.”

Old Mutual strives to encourage 

innovation and avoid implement-
ing restrictive policies. To create an 
environment of entrepreneurship, 
Archary says Old Mutual has a set of 
core behaviours that the company 
promotes.

“We call these ACTNOW leader-
ship behaviours: Accountability, 
Customer First, Treat the business 
like your own, Need to talk honestly, 
Own your decisions and Winning 
Together.

“All these behaviours are core to 
our business strategy and culture 
shifts that we are driving to enable 
positive futures for our customers 
and communities. We run employee 
recognition awards across the organ-
isation, and employees receive psy-
chological and monetary recognition 
for outstanding creativity and entre-
preneurship over and above the core 
achievements on their performance 
scorecards. 

“Our chief executive also runs a 
dedicated chief executive recognition 
programme where he awards spe-
cific individuals who have demon-
strated outstanding creativity with 
sound business results.

“Our leadership development pro-
grammes encourage innovation; 
employees work on a real-life busi-
ness problem and generate solutions 
for it. These solutions produce tre-
mendous return on investment for 
the organisation and for employees 
in terms of on-the-job learning.

Attract and inspire 
“We believe that policies are an 
important tool to enable organisa-
tions to be effective and create har-
mony on the basis of consistency. 
This is linked to our responsible busi-
ness strategy to ensure Old Mutual is 

a good corporate citizen. This is part 
of our good corporate governance, 
proactive employee engagement and 
enabling efforts to be an employer of 
choice.

“It is important to educate line 
managers so they can understand 
their role in educating employees 
about these policies. As part of the 
Old Mutual Way programme we now 
have an online portal where employ-
ees, line managers and HR can easily 
access the policies and HR tools of 
the company,” says Archary. 

“Our culture is built on a compel-
ling vision that Old Mutual is a great 
place to work with people who do 
great things. Our focus is to build an 
environment that attracts, inspires, 
develops and retains talent to build 
Old Mutual’s competitive advantage.

“Our employee value proposition 
is linked to our sustainability agenda 
whose pillars are delivering stake-
holder value, creating value for our 
customers, building skills, leadership 
and a transformative culture, invest-
ing responsibly, and building our 
communities.

“We participate in culture and 
employee engagement surveys every 
year where employees have a voice 
and can help shape the culture of 
today and tomorrow.”

Old Mutual’s people 
strategy is enabled by 
a solid employee value 
proposition, which is 
linked to its aspiration 
to do great things

Trained safety officers are actively involved at SANRAL’s Head Office
and regional offices to ensure that safety at work is observed.

THE 
RESULTS 
OF OUR 
TALENT 

MANAGEMENT 
SPEAKS FOR 
THEMSELVES:

THE ROAD TO BEING 
THE BEST EMPLOYER.
SANRAL was certified by the South African Board for People 
Practices (SABPP), on all 13 HR Standards. We achieved 3rd place in 
the South African HR Standards Awards. SANRAL was also voted 
best achiever in Employee Wellness Standards nationwide.OUR RECORD AS A TOP 

EMPLOYER SHOWS: 1

2

3
Scholarships increased from

bursaries for Higher 
Education (2015/16).

122

172 to 196 in 2015/16.

Certified TOP 
EMPLOYER in 2015.

Ensuring employment equity at every 
level of our business.

95
.4

 %

85
.5

 %

EFFECTIVE OCCUPATIONAL 
HEALTH AND SAFETY 
STRUCTURES:

95.4 % are
committed to
their roles.

85.5% found their
roles enjoyable.

Creating a 
balanced 
workforce 
diversity. 

African
employees 
46%
2015/16.

Our eKhaya Wellness Programme.
SANRAL recognises that employee wellbeing and 
human capital risk management are key strategic 
issues. 

The eKhaya Wellness Programme enhances 
employee and workplace effectiveness by
encouraging the prevention, early identification and management 
of health conditions affecting employees and the resolution of
personal issues. 

The aim of these events is to screen employees for
personal health risks and provide each individual
with a personal report recommending how he or 
she can manage these risks. The organisation
also benefits by reducing future absenteeism.

Establishment of Wellness Days.

www.sanral.co.za www.facebook.co/sanralza/ @sanral_za

SANRAL
Creating wealth through infrastructure.
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Jesse Doorasamy, executive director: human resources at Group Five. 
Photo: Supplied

On-boarding is the 
beginning of talent 
development 

Group Five 
builds a 
great place 
to work

More than 85% 
of the company’s 
senior management 
positions are filled 
by leaders it has 
developed

Kerry Haggard

I
f you’re going to build a success-
ful business, you’ve got to build 
your people — and Group Five, 
a leading African construction, 
concessions and manufacturing 

group, is doing just that. 
“We come from a history of being 

a tough-as-nails, no-nonsense con-
struction company, but we have 
in the last few years consistently 
evolved into a construction and 
investment business culture that’s 
more focused on creating an empow-
ering working environment,” says 
Jesse Doorasamy, executive director: 
human resources at Group Five. 

“This is in the context of our 
strategy: the business is becoming 
increasingly financially sophisticated 
and internationally focused, with 
interests in the rest of Africa, Europe 
and beyond,” 

With such clear vision of the future, 
recruiting and retaining the best 
possible people for the job by offer-
ing a work environment of choice 
is the key differentiator for the Top 
Employers South Africa industry 
leader in construction. 

“Our talent strategy is to load our 
entry-level base with the best avail-
able talent the market has to offer 
each year through our bursary pro-
gramme,” says Doorasamy. “We 
then develop and retain this talent 
through our in-house Group Five 
Academy.” 

As a result of this strategy, more 
than 85% of the company’s senior 
management positions are filled by 
leaders it has developed and retained 
over the years. To ensure the talent 
strategy remains relevant and lead-
ing, it is reviewed each year to con-

tinuously adapt to the progression of 
our business strategy.” 

Certified as a Top Employer every 
year since 2010, Group Five is clearly 
seen as an employer of choice in the 
South African construction industry. 
The company has responded to the 
confidence that new recruits place in 
it by implementing a comprehensive 
induction process. 

“We have a three-phase induction 
process that encompasses new, pro-
moted and transferred employees,” 
Doorasamy explains. 

On the first day of employment, or 
as soon as possible after that, new 
employees spend a day with the 
Group Five Academy, learning the 
detailed history of Group Five, its 
strategy and structure. They are also 
taken on a tour of the head office, 
and are taught about the company’s 
sophisticated biometric access, secu-
rity and safety protocols, as well as 
how to make the most of the on-site 
coffee shop, gym, canteen, clinic, 
travel assistance centre and other 
social facilities.

The rest of the first phase of ori-
entation sees employees spending 
two days learning about their busi-
ness unit and work systems and 
processes. They also do one-on-one 
time with their line manager to learn 
more about what is expected of them. 

The second phase of orientation 
occurs four times each year, and sees 
the various departments sharing 

information about their portfolios 
in a one-day event, providing new 
employees with insights into areas 
such as corporate communications, 
branding, health and safety, IT and 
risk. 

The final phase of induction hap-
pens twice a year, and involves new 
employees enjoying breakfast with 
the executive team. Each executive 
committee member takes the new 
recruits through what has made 
them successful in their careers, and 
provides a broad overview of their 
portfolio within Group Five. 

The Group Five Academy plays a 
broader developmental role in the 
company over and above its role 
in the induction process by offer-
ing differentiated skills develop-
ment programmes, including con-
struction skills such as bricklaying, 
plastering, carpentry, welding and 
machine operation. In addition to 
skills training, the academy places 
strong emphasis on safety training. 

The academy also offers an in-
house Engineer School, Quantity 
Surveyor School, and Foreman 
Development Programme that cover 
very specific content related to these 
disciplines. 

Group Five offers leadership and 
management development train-
ing in partnership with various 
business schools, and its executive 
team have completed programmes 
at the likes of Harvard and Insead 

Business School. 
“In addition to all of these, we 

offer a High Flyer Development 
Programme focused on fast-tracking 
high performing and high potential 
employees for accelerated develop-
ment into senior leadership posi-
tions,” says Doorasamy. 

The company has adapted its per-
formance management system in 
line with current trends, measuring 
employee performance and attitude. 

“We have specifically designed 
our system to encourage two-way 
communication on how both par-
ties in the performance conver-
sation can assist one another,” 
says Doorasamy. “This has vastly 
improved the quality of the perfor-
mance management outcomes in 
terms of removing obstacles to per-
formance, as well as agreeing on 
development objectives.” 

The company has a robust suc-
cession planning strategy in place, 
with employees showing good per-
formance and attitude being ear-
marked for future development 
opportunities. 

When it comes to remunera-
tion, it is Group Five’s policy to pay 
between the 60th and 65th percen-
tile of the market for competent and 
performing employees, though the 
company also offers generous incen-
tives based on contract profits and 
delivery. 

“We are pleased with the out-

comes of our remuneration policy, 
remuneration design and the com-
prehensiveness of the benefits we 
offer when it comes to retirement 
funding, death and disability cover, 
and education cover for dependent 
children,” says Doorasamy. 

Extra benefits include enhanced 
annual leave after five and 10 years 
of service, and international travel 
for development of senior and top 
management. The on-site crèche, 
canteen, coffee shop and gym at 
the company’s Waterfall Park head 
office are subsidised. 

A strategy is only as good as the 
people who know about it and 
understand it, and Group Five 
places a priority on regular internal 
communications about recruitment 
and training opportunities, using 
technology and the power of face-to-
face encounters to spread the word. 

“We have monthly staff briefing 
sessions across all our business seg-
ments,” says Doorasamy. “These 
are ‘town hall’ type meetings where 
anything important and urgent is 
raised, and they are discussions 
between employees and leaders.”

In addition to these sessions, the 
chief executive has two informal 
sessions with all employees at the 
Group Five Head Office concern-
ing the company’s interim results 
and final results, as well as a more 
formal, longer session with the top 
150 leaders of Group Five, where the 
strategic successes and revisions are 
shared together with operational 
and financial updates.

“We use our intranet to clearly 
articulate our talent strategy, career 
paths and development planning for 
our employees, and we always open 
our training sessions with a recap 
of our talent strategy, and how that 
particular training session feeds 
into our business strategy,” he says.

It’s all well and good to have 
insights into the strategy and struc-
tures, but when learning more about 
the realities of a business’ working 
environment, there’s no better way 
to gain real insights than by ask-
ing someone like Doorasamy what 
makes Group Five a Top Employer 
in his opinion.

“I started in the organisation 10 
years ago as a human resources 
manager in one of the Group Five 
business segments,” he says. “Today, 
I’m the head of HR for the whole 
company. I have travelled all over 
Africa, I have set up our office in 
the Philippines, and I have travelled 
much of Asia seeking talent for the 
execution of our strategy. In these 
10 years, I have grown in my career, 
and have benefited from financial 
rewards — and all of this in a very 
dynamic working environment, 
with a great team! What else can 
one really ask for?” 

IT’S A NUMBERS GAME! 
You don’t need to have ‘A Beautiful Mind’ or be a mathematical genius to work for us (although we certainly wouldn’t mind!) With the 
right qualification and experience, you could soon be a member of one of the most progressive insurers in the country. So if you 
are in: Actuarial Sciences; Pricing and Analytics or Finance, we want to speak to you. 

And if programmes and networking is your thing, then we also want hear from you – IT professionals are our thing too. Besides, we 
love our Information Technology department because no one plays Xbox like they do!   

Send us an e-mail with your CV to hrrecruitmentjhb@telesure.co.za or visit us at www.telesure.co.za and see how you too can 
become a Telesurian. 
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‘We want a culture 
where the rules are 
clear but within that, 
our people are able to 
apply their intellectual 
capital and ask ‘how 
can we do things 
better?’’

Enabling five generations 
of employees
With close to 13 000 
employees in over 
520 stores across SA 
and in neighbouring 
countries, the Clicks 
Group takes a flexible 
approach to engaging 
five generations of 
employees

Bertina Engelbrecht., director for 
group human resources at Clicks 
Group. Photo: Supplied

Tracy Burrows

T
he Top Employers South 
Africa 2017 retail industry 
leader, the Clicks Group, 
e n c o m p a s s e s  r e t a i l 
brands Clicks, Musica, 

GNC, The Body Shop and Claire’s, 
and has a growing presence in the 
healthcare market through its phar-
maceutical distributor UPD and 
through Clicks Direct Medicines. 
It has an 18.7% share of the retail 
pharmacy market with 401 Clicks 
pharmacies, and UPD holds a 25.2% 
share of the private pharmaceutical 
wholesale market.

The group has a varied employee 
base, with staff ranging from tell-
ers through to pharmacists, from 
Generation Z to employees nearing 
retirement. Bertina Engelbrecht, 
director for group human resources 
at New Clicks Holdings Limited, 
concedes that with a varied skills 
base across five generations and 
staff distributed across southern 
Africa, maintaining the group’s rep-
utation for exceptional employee 
conditions could prove challenging. 

However, the group has achieved 
leadership status in the human 
resources (HR) environment, 
boasts a level 3 broad-based black 
economic empowerment rating, is 
among SA’s most gender empow-
ered retail groups and is included 
in the JSE Socially Responsible 
Investment Index. Around 62% of 
all staff and 33% of the board are 
women and the group works to 
build a pipeline of women across 
occupational levels. This is consid-
ered particularly important because 
the majority of the group’s end cus-
tomers are women. Staff benefit 
from group shareholding, unique 
wellness facilities, and a range of 
developmental programmes and 
incentives.

Strategic HR
The group’s successful strategy 
starts with aligning HR to deliver 
on the overall business strategy, 
Engelbrecht says. “Within the 
group, HR is regarded as a key ena-
bler of business strategy, so weight 
and value is attached to HR opera-
tions. HR is represented on the 
Exco and boards to support and 
deliver on both short and long term 
strategic goals.”

“HR must remain relevant, and 
must be seen as valuable by the 
business. HR can only achieve this 
if it understands what the business 
wants to achieve today and five 
years down the line, so it can build 
the necessary capability within the 
organization,” says Engelbrecht.

The group’s HR management, 
practices, payroll and transforma-
tion are all managed and driven 
centrally for the group. While 

policies and procedures are bench-
marked against international stand-
ards, the group allows for some 
flexibility within these policies and 
within its benefit structures.

“We maintain employee motiva-
tion through benefits and rewards. 
Everything we deliver, we do 
through people, so they must be 
engaged and productive,” she says. 
“We want a culture where the rules 
of the game are clear but within 
that, our people are able to apply 
their intellectual capital and ask 
‘how can we do things better?’ Our 
performance indicators are broken 
down to store level, looking at fac-
tors such as sales, customer satisfac-
tion and shrinkage.”

Recognising achievement
Financial incentives are always 
important, but employees also value 
recognition, career development 
opportunities and the opportunity 
to innovate, says Engelbrecht.

“The value of recognition and 
clearly defined incentives is illus-
trated in the approach we took to 
driving sales in our Musica stores, 
for example. We incentivised and 
motivated staff to assess sales on 
a quarterly basis, setting targets 
per quarter and rewarding staff for 
achieving those targets with cer-
tificates. At top performing stores, 
more training and development 
was put in place, and new gradu-
ates were placed in leading stores 
to pilot new trial projects. This 
approach drove market share, and 
beyond that, illustrated that people 
welcome an opportunity to inno-
vate and contribute to the group’s 
performance.”

“In our pharmacy business, we 
stage an annual pharmacy confer-
ence recognising excellence among 
all levels of pharmacy staff. This 
peer recognition is an important 
motivator.”

Enabling learning
The group has solid learning and 
development programmes in place. 
These include study loans and time 
off for studying, an academic pro-
gramme, internship programmes, 
graduate development programmes 
and mentorship programmes. The 
group has a target of at least 6% of 
all employees being on an accred-
ited learning programme in any 
given year, and typically exceeds 
this target.

Clicks registered 332 learners 
on the South African Pharmacy 
Council  pharmacist assistant learn-
ership programmes, provided full 
bursaries to 82 pharmacy students 
nationally and 49 pharmacy intern-
ship opportunities in 2015, with 
plans to register 200 pharmacy 
assistants, 150 pharmacy bursary 
students and 100 pharmacy intern-
ships this year. The group supports 
continuing professional develop-
ment for its pharmacists, nurses, 
chartered accountants, internal 
auditors, psychometrists and 
lawyers.

Enriching life
In the group’s employee engage-
ment surveys, one of the group 
benefits rated most highly is the 
employee wellness programme, 
says Engelbrecht. “We have a phe-
nomenal wellness programme with 
a high rate of utilisation. Among its 

benefits are free HIV medication in 
the event of accidental exposure, 
and a 24/7 counselling service for 
all staff, giving them access to pro-
fessional services such as legal ser-
vices, debt counselling, social work-
ers and psychologists.” 
The award-winning programme 
offers free counselling and advisory 
services to all permanent employees 
and their household dependants.

Managing five generations
“For the first time, we find ourselves 
managing five generations of staff 
— each one with a quite different 
approach to work and life,” says 
Engelbrecht.

“One generation, born during 
World War II, believes in lifelong 
work for a company and seeks secu-
rity from their employer; the next 
generation lives to work but wants 
recognition for it; the next says ‘we 
work to live’ and wants work flex-
ibility so they can be fully engaged 
in parenting. 

The younger generations include 
the millennials, who seek flexible 
opportunities and want their work 
to have meaning; while the lat-
est generation now emerging from 
school and university (also known 
as iGeneration or the Z Generation) 
want to work in organisations 
where knowledge is valued, are 

incredibly mobile and want clearly 
defined outputs, fairness and 
transparency.”

Aiming to accommodate the 
needs of these varied age groups, 
Clicks has stratified elements of its 
benefits, allowing some flexibility 
in areas such as contributions to 
life assurance and retirement poli-
cies, for example. “We try to provide 
some flexibility within a responsible 
approach,” says Engelbrecht.

Addressing the growing need 
among staff to feel a sense of pride 
in their employer and to contrib-
ute to society, the group supports a 
number of community development 
and CSI programmes, in which staff 
are actively involved.

The Clicks Group provides qual-
ity graduate development pro-
grammes and training through its 
accredited learning and develop-
ment academies, in response to the 
skills challenges facing the coun-
try. Corporate social investment is 
primarily channelled via the Clicks 
Helping Hands Trust, which offers 
free health screening and primary 
health care services to mothers and 
their babies who do not have access 
to private healthcare, and through 
its new Girls on the Go initiative, 
which aims to equip 10 000 girls 
with unique, washable sanitary 
pads. 



Antony Dinesh, regional human resources head at Tata Consultancy Services Africa. Photo: Supplied

Kerry Haggard

O
ne  o f  the  b i gge s t 
t r e n d s  i m p a c t i n g 
recruitment and reten-
tion strategies is the 
millennial generation 

— defined by generation theorists 
Neil Howe and William Strauss as 
individuals born between 1982 and 
2004, although subsequent com-
mentators have stretched the age 
range going as far as 1976, and as 
late as 2004. 

While it’s clear that nobody born 
in 2004 is in the workplace yet, 
this generation is the one that has 
grown up in a world filled with elec-
tronics, and a world that has perva-
sive marketing and different forms 
of communication at every turn. 
They’re the most ethnically diverse 
generation, and the most tolerant of 
difference. With their parents being 
heavily influenced by changes in 
parenting philosophy, they’ve been 
told that they’re special their whole 
lives – and they believe it – giving 
them a level of confidence not seen 
in other generations entering the 
workplace for the first time. 

The millennial generation places 
a greater emphasis on workplace 
satisfaction than it does on remu-
neration, although it could be 
argued that South African mil-
lennials may not conform to this: 
many are first generation graduates 
whose extended families depend on 
them for financial support. Even so, 
they are less likely to put up with an 
unpleasant work environment — 
but once their hard-won loyalty has 
been won, they’re great employer 
advocates, speaking freely and posi-
tively about their workplace. 

Antony Dinesh, regional HR 
head at Tata Consultancy Services 
Africa, explains that more than 65% 
of TCS Africa’s talent is of the mil-
lennial generation, and that this is 

As millennials take 
over, employers need to 
address their needs

likely true for most employers in 
the IT and ITeS spaces. “We believe 
that a capability- and performance-
driven environment needs to have a 
healthy mix of those with curiosity 
to think beyond normal, and those 
with knowledge and experience to 
guide at a project or programme 
level.” 

Millennials currently make 
up 52% of the Nestlé workforce, 
outnumbering Baby Boomers 
and Generation X employees. 
“Millennials’ career aspirations, 
attitudes about work, knowledge 
acquisition and the use of new tech-
nologies are very different to those 
of their predecessors,” notes David 
Moloto, HR director at Nestlé South 
Africa. 

“In addition to their familiarity 
with technology, we have also noted 
that they are concerned about the 
organisations’ involvement in the 
bigger social development space 
and our commitments to the envi-
ronment and our ability to create 
shared value with stakeholders, 
including our shareholders, employ-
ees, and the communities we oper-
ate in. Therefore, they have a genu-
ine interest in knowing what else 
the company is doing and among 
others, our bursaries programme 
for university and TVET students, 
environmental sustainability strat-
egies and adopting  schools to help 
eradicate poverty, are things that 
augur well with them,” he added.

“We have also observed that mil-
lennials seem to thrive in an envi-
ronment where their learning is a 
continuous process paired with con-
stant feedback to aid their develop-
ment. They also appreciate oppor-
tunities to innovate and be creative 
when they think about solutions,” 
he explains. 

Management style
Furthermore, Moloto notes that 
Nestlé management has adapted its 
leadership style to address the fact 
that millennials are often stifled 
when managed in rigid hierarchical 
structures, and have adapted their 

approach to a more inclusive gen-
erational style. 

Vodacom has also responded to 
changing trends in management 
style, building a culture on the val-
ues of speed, simplicity and trust, 
which it has named The Vodacom 
Way.

“The Vodacom Way is the anti-
dote to bureaucracy: if something 
fails this test, we find another solu-
tion,” explains Matimba Mbungela, 
chief human resources officer at 
Vodacom Group.

The Vodacom Way addresses 
one of the biggest challenges — the 
slow pace of decision-making often 
found in corporates — something 
that fast-paces millennials struggle 
with. 

The company also encourages 
open access to its executive commit-
tee, and has fostered chat groups 

that are encouraged to raise, discuss 
and debate various business related 
and topical issues, aimed at making 
decisions simple and better for cus-
tomer engagement.

TCS Africa aligns to these trends 
in generational approach by offer-
ing cross-domain training, with 
each of its associates having access 
to opportunities to learn and work 
in various skills and technologies. 

“It’s important to millennial 
workers, and to TCS Africa as a 
business, to stay relevant to the 
ever changing world of technol-
ogy,” Dinesh explains. “Our associ-
ates have the opportunity to explore 
careers across the globe.” 

Holistic approaches
With millennials placing an empha-
sis on work-life balance, TCS Africa 
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Jeanett Modise, executive head: people and transformation at Santam. 
Photo: Supplied

Jeanett Modise

L
eadership isn’t what it used 
to be. In the global market-
place, it is no longer enough 
for leaders to only possess 
“traditional” leadership 

skills and traits such as self-aware-
ness, charisma, integrity and the 
ability to innovate. Today’s leaders 
need to be able to think strategically 
on a global level, display cultural sen-
sitivity and agility, and have the skills 
to collaborate with diverse partners 
in a variety of locations.

As companies in the general insur-
ance industry continue to expand 
into Africa and further afield, devel-

Developing 
leaders for 
a global 
marketplace

oping global leaders with the appro-
priate leadership attributes, who 
are able to collaborate across cul-
tures and navigate diverse markets, 
has become critical to the success 
of these increasingly multinational 
companies.

Santam, South Africa’s leading gen-
eral insurer, has for some years now 
placed a high value on developing 
effective leaders able to ensure the 
success of the group. In partnership 
with Sanlam’s Emerging Markets 
business, Santam currently has a 
footprint across sub-Saharan Africa, 
India and Malaysia. Through its 
shareholding in the Saham Finances 
Group based in Morocco, Santam has 
within a short period extended its 
footprint to a total of 31 countries to 
include Francophone Africa, Angola, 
Morocco and Lebanon. 

Santam is at the forefront of trans-
formation in the South African 
short-term insurance sector and 

is renowned for having some of 
the most highly skilled people in 
the industry. Our development 
programmes play a major role in 
advancing skills and developing the 
talents of those who will lead the 
industry in the future. 

For the Santam Group, success-
ful expansion outside South Africa 
requires taking the development of 
leadership skills to the next level. 
Whereas certain more traditional 
leadership traits are widely applica-
ble, global leadership involves the 
development of the ability to influ-
ence, cultural intelligence and under-
standing how to manage and lead in 
different environments. 

In supporting our business part-
ners where we invest, we have 

employees engaged in medium-term 
secondments (one to three years) 
as well as short-term (three to six 
months) assignments that create the 
opportunity for talent mobility and 
development across the businesses. 

We have employees with key skills 
such as general insurance, specialist 
underwriting, actuarial, operations 
and finance seconded and assigned 
to work with our business part-
ners in Malaysia, Southern Africa 
(Botswana, Malawi, Zimbabwe and 
Zambia) and West and East Africa 
(Rwanda, Kenya, Tanzania, Nigeria 
and Ghana). We also have partner-
ships through which our business 
partners in international markets 
assign their employees for train-
ing and knowledge sharing of the 
Santam South African businesses. 
Such opportunities provide broader 
scope to work on real business 
challenges. 

How can companies develop global 
leaders capable of delivering on their 
organisations’ goals in foreign mar-
kets? We believe in creating oppor-
tunities for potential leaders to gain 
exposure across the business and 
different regional markets. But on 
the home front, it also means expos-
ing leaders to the market dynamics 
of those countries through simula-
tion: working on real business chal-
lenges in the regions. Executives 
can also learn from other organisa-
tions, either in the same industry 
or beyond, which have operated in 
these environments. 

People have for the past 98 years 
been right at the heart of Santam’s 
business and its success. The group’s 
expansion outside South Africa has 
meant building people capabilities 
to manage this ongoing, diversified 
growth. Our leadership programmes 
— at junior, middle and senior man-
agement levels — have a strong 
leaning towards managing diver-
sity, leading and managing change, 
innovation across different geogra-
phies, and collaboration with global 
partners. These programmes are 
designed and facilitated in partner-
ship with external parties and busi-
ness schools. 

Exporting the culture of the 
company
But it is not just about being able to 
adjust to cultures different to that of 
the home country — it is also crucial 
to be able to “export” the culture of 
the company itself to the markets in 
which it is operating. This consistent 
culture is the “soul” of the business. 
The Santam culture is underpinned 
by the values of integrity, passion, 
humanity, innovation and excel-
lence, called the Santam Way. It is 
these values that our leaders carry 
into diverse environments, engen-
dering trust in the Santam’s brand, 
our people and partners in the mar-
kets where we operate. 

Attracting and developing  
talent from the ground up
The identification and development 
of individuals who show leadership 
potential is not an isolated or secular 
process within the Santam organi-
sation. Our leadership programme 
is just one aspect of a much broader 
approach to foster and promote the 
talent, skills and competencies of 
employees across the company. 

Many of our future leaders will 
come from the existing pool of tal-
ent currently within our ranks and 
for this reason we must provide our 
employees equal opportunity to 
develop and grow their respective 
talents.  

Attracting and securing new tal-
ent is a challenge — not just for 
Santam, but for the insurance sector 
as a whole. Santam currently invests 
funds and resources in the form 
of subsidised study assistance for 
employees on graduate programmes 
or MBAs; earnership programmes 
targeted at training school leavers 
in insurance technical skills; gradu-
ate development programmes aimed 
at attracting graduates based on 
the needs of Santam’s various busi-
ness units; the Broker Learnership 
Programme, the biggest general 
insurance learnership in South 
Africa, aimed at building a pipeline 
of qualified young black insurance 
graduates for the industry. So far, 157 
learners have been trained, with a 
92% placement of learners across the 
broker network and in Santam.
All general insurance companies in 
South Africa, whether they have an 
international footprint or not, need 
to invest in developing talent, par-
ticularly internally. To produce the 
next generation of global leaders, 
the sector as a whole needs to source 
young talent, particularly during 
the latter stages of schooling. Most 
young people are unaware of how 
innovative and exciting the industry 
is — besides providing cross-border 
mobility, the sector offers opportuni-
ties in diverse fields such as aviation, 
agriculture, marine and transport 
insurance.

Employee engagement or the 
extent to which employees feel pas-
sionate about their work, together 
with their overall commitment to the 
organisation, is also a crucial meas-
ure that should not be neglected in 
identifying candidates for future 
leadership. Santam’s most recent 
culture and engagement survey 
conducted in 2015 showed that the 
group’s employees have an engage-
ment score of 79%, compared to 
an industry average of 68%, which 
reflects high levels of positivity, 
enthusiasm and commitment. 

Top Employer status 
Being certified as a Top Employer 
means that Santam has met global 
standards; we invest in the work-
place and in the development of our 
people, in both a professional and a 
personal context. It is an endorse-
ment of Santam’s commitment to its 
people. It is through our people that 
Santam has been successful for the 
past 98 years. 

It is our people who, through their 
strong understanding of our clients, 
their personal and business chal-
lenges and associated risks, package 
short-term insurance solutions in 
order to contribute to the success of 
the company.

 At Santam, we believe in doing 
business with integrity and human-
ity. This applies as much to our staff 
as it does to our clients. We believe 
that the generation of today will pro-
vide the global leaders of tomorrow. 
This is why we make it our mission 
to invest in the learning and develop-
ment of our people and reward them 
for a job well done. 

Jeanett Modise is executive head: 
People & Transformation at Santam

How does a company
like Santam export
its values, skills and
success?



Pernod Ricard South 
Africa is a company in 
growth, offering global 
opportunities for top 
talent 
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P
ernod Ricard South 
Africa is the number 
two distributor of lead-
ing premium spirits 
brands in South Africa 

— including Jameson whiskey, 
Absolut vodka and GH Mumm 
champagne. As a company distin-
guished by its convivial culture 
and dynamic team of people, it is 
also a Top Employer for the first 
time this year.

Pernod Ricard is a global busi-
ness and all the benefits of ‘glocali-
sation’ apply.  As a local operation 
Pernod Ricard South Africa can 
leverage global support and best 
practice; however, its business 
philosophy is to balance this with 
what is best practice competitively 
in the South African market.  

Andre Muller, head of human 
resources at Pernod Ricard South 
Africa, says “It is a great honour 
to have been certified as a Top 
Employer and is recognition of the 
emphasis on and effort we put into 
attracting, retaining and develop-
ing people at Pernod Ricard.”  

And what differentiates them as 
an employer?

According to Muller, “We revisit 
people policies and practices regu-
larly to make sure they are rel-
evant to the constantly changing 
profile of the South African labour 
market. In addition we listen to 
feedback from our employees and 
actively engage with them. At the 
end of the day, a policy or prac-
tice only works when the people 
impacted have had an opportunity 
to hear and be heard.”

“Pernod Ricard South Africa’s 
brand proposition is ‘Authentic 
brands, Authentic people.’ Our 
brands are iconic premium spirits 
brands — distinguished in their 
authentic heritage and quality. 
People love working on these lead-
ing brands.”

But our focus on people is 
equally authentic with empha-
sis on building real relationships 
with customers and consumers 
and, above all, employees.  As the 
‘creators of conviviality’, Pernod 
Ricard has a relaxed and friendly 

Local roots, global reach

culture — so yes — it’s fun to work 
here. Also, as a company in growth, 
the opportunities for development 
and challenge are many.” 

Pernod Ricard South Africa grew 
in terms of headcount by 13%, which 
equates to 53 new hires in the past 
12 months.    

What is so special about working 
at Pernod Ricard? We offer a unique 
cocktail of five ingredients:

Successful premium brands
Our employees are proud to be 
ambassadors for our brands 
because, quite simply, they’re great 
products. With its unique and rich 
portfolio, Pernod Ricard is known 
worldwide as makers of some of the 
most iconic spirits and wines in the 
market and our strategies of pre-
mium quality and positioning help 
maintain that image.

The success of our brands rests 
upon authentic production tradi-
tions that have been preserved and 
passed down for generations. 

Our products are made with pas-
sion and craft, and we protect the 
know-how that gives them their 
quality and their premium char-
acter. We’re proud to live by this 
heritage.

We work in a cool, fun and trendy 
industry, where we have the oppor-
tunity to create and offer exciting 
experiences for our customers and 
consumers. That’s why creativity 
and innovation are vital. And that’s 
why at Pernod Ricard, the accent is 
on experimentation in many areas 
— from advertising to events.

People who are genuine, con-
vivial and passionate
We are approachable, positive and 
confident without being arrogant. 
Pernod Ricard’s talented individu-
als,  beyond their professional qual-
ities, demonstrate a strong sense of 
ethics and are real people. There 
are no stereotypes or codes; what 
matters is what each of us brings, 
our own individual value to the 
business.

At Pernod Ricard, we aspire to 
relationships based on respect and 
mutual trust. We value our differ-
ences and support diversity. It’s the 
natural result of a corporate culture 
that encourages openness, simplic-
ity, collaboration and transparent 
communication. It all boils down to 
a work environment that’s friendly 
fun, honest and convivial — a key 
factor in individual and collective 
commitment.

We live the Pernod Ricard spirit 
every day, in everything we do. 
And it is also much more than that: 
conviviality is our way of being. It 
is something unique you feel and 
experience when working at Pernod 
Ricard. It cements our corporate 
culture and makes for a warm, 
welcoming and supportive work 
environment for all 18 000 of our 
employees, in all their interactions, 
internally and externally.

A spirit of entrepreneurship 
Entrepreneurship has been an 
integral part of our DNA ever 
since founders and pioneers Jean 
Hémard and Paul Ricard began 
their visionary start-up. The culture 
of entrepreneurship has permeated 
the way the Group operates and 
manages its business. At Pernod 
Ricard, all employees are “entrepre-
neurs”. You can sense that spirit in 
everything we do.

Innovation is at the core of our 
business strategy and success. We 
know innovation is key to creating 
and maintaining the brands that 
people have come to expect. That’s 
why we encourage creativity, per-
sonal initiative and boldness.

Pernod Ricard’s flexible, decen-
tralised model, unique in the indus-
try, has proven ability to boost 
performance and individual moti-
vation. That’s because it empow-
ers its people. Thanks to a wholly 
owned distribution network, deci-
sion-making happens close to our 
customers and consumers at the 
local level, making our employees’ 

work more meaningful.
Corporate social responsibility 

(CSR) has always been a serious 
commitment at Pernod Ricard. We 
believe there is no sustainable eco-
nomic performance without social 
responsibility. Our CSR model 
is based on five engagements: 
Empower our employees, promote 
responsible drinking, protect our 
planet, develop our communi-
ties and engage our partners. We 
expect all our employees world-
wide to respect and promote these 
principles.

Local roots, global reach
As the global co-leader in the wines 
and spirits sector, Pernod Ricard 
is extremely well established, with 
a balanced presence around the 
world. We have over 18 000 employ-
ees in 80 countries that range from 
emerging economies to mature 
markets. This gives us a competitive 
edge for future growth in a variety 
of regions.

Pernod Ricard is strong world-
wide because we’re strong at our 
local roots. The local dimension 
is at the heart of Pernod Ricard’s 
organisation. 

One of the perks of work-
ing at Pernod Ricard is the feel-
ing of belonging to a worldwide 
work community. Employees 
benefit from international expo-
sure and have the opportunity to 
grow in a multicultural working 
environment. 

Everyone’s connected at Pernod 
Ricard. With digital tools like 
Pernod Ricard Chatter, our corpo-
rate social network, all employees 
can interact no matter where they 
are in the world. 

A great place to grow
People are at the heart of our busi-
ness. Pernod Ricard’s decentralised 
structure creates jobs with real 
meaning and real responsibility, 
and an inspiring, motivating envi-
ronment. We put the power in our 
employees’ hands and ask them 
to innovate, encourage innova-
tive thinking and entrepreneurial 
behaviours, deliver results and be 
trustworthy. 

We always mobility in all its 
forms, with publicly advertised jobs 
that give first priority to employ-
ees, and with dedicated HR teams, 
as well as solid, transparent HR 
processes and competitive expa-
triation conditions to support 

career advancement and talent 
management.

We want every employee at 
Pernod Ricard to have room to 
grow, personally and profes-
sionally. We want to maintain 
an open-minded and respectful 
atmosphere so everyone feels free 
to speak up, interact, network and 
share. Our people are very spe-
cial to us, and we want to instil in 
them the desire to act as ambassa-
dors for the Group and its brands.

Muller adds a sixth Ingredient 
to make the Pernod Ricard offer-
ing a premium blend:

Our employees
The people at Pernod Ricard are 
the vital ingredient. We need a 
personal touch and individual 
qualities that will add that spe-
cial something that make Pernod 
Ricard stand out.

Zurika Nabbi, talent manager at 
Pernod Ricard South Africa says 
“A record number of applications 
were received during the past 
year, demonstrating that profes-
sional talent is entrusting Pernod 
Ricard with their next career 
steps.  We are increasingly being 
seen as a dynamic and attractive 
employment option by some of the 
best talent available.”

About Pernod Ricard 
South Africa

The French-based Pernod 
Ricard Group is the world co-
leader of the wine and spirits 
industry, Pernod Ricard South 
Africa is one of six African mar-
ket companies to proudly fly the 
flag of the Pernod Ricard Group. 
Established in 1994, following the 
birth of South Africa’s democracy 
and the lifting of international 
trade sanctions, Pernod Ricard 
South Africa has, over the past 22 
years, grown significantly within 
the local market and still contin-
ues to thrive.

Pernod Ricard South Africa is 
part of a network of 80 interna-
tional market companies that 
promote both the Group’s inter-
national brands and manages 
local and regional brands like Red 
Heart Rum and Olmeca Tequila. 

With headquarters in Cape Town 
and regional offices across the 
country, the Pernod Ricard South 
Africa family employs more than 
280 proud employees. 

Advertorial

Andre Muller, head of human 
resources at Pernod Ricard South 
Africa. Photo: Supplied

PRESENCE IN
75 COUNTRIES

90% OF PROFIT
REALISED 

OUTSIDE
OF FRANCE

CO-LEADER

PERNOD RICARD
ON A GROWTH
PATH TO BECOMING

WORLD’S
IN WINE AND SPIRITS CURRENTLY THE COMPANY IS:

No.1
OF WINE AND SPIRITS

*Source Aztec June 2016

AND IN
SOUTH

AFRICA...
Highest overall growth vs. 

all competitors in the Spirits 
& Champagne sector

Great share gains 
in whisky and 

vodka (1.7%)

Pernod Ricard was rated the 
‘Top Employer’ accredited by 

the Top Employer Institution

Jameson was ranked 
the #3 Spirit Brand 

by value

SA is the 2nd largest 
consumer of Jameson 

worldwide

Notable performance locally, 
with double digit volume 

growth in South Africa



26  Advertising supplement to the Mail & Guardian October 14 to 20 2016

Top Employers 

From page 23
has found that its most engaged and 
productive associates are the ones 
who are happy, and has created vari-
ous initiatives to bring associates 
and their families together, to create 
a broader sense of belonging within 
the organisation. 

Responding to its young employ-
ees’ drive to make a difference to the 
broader society, TCS Africa trains 
more than 500 underprivileged chil-
dren in IT each year, with a focus 
on Diepsloot outside Johannesburg, 
and Lusikisiki in the Eastern Cape. 
Employees also volunteer to organ-
ise the annual Mandela Day Soccer 
Cup for under-privileged children 
from the heart of Johannesburg.

Moloto notes that the millen-
nial workforce at Nestlé has indi-
cated that in addition to com-
petitive remuneration, they seek 
benefits such as flexible working 
conditions, technology-enabled 
work-from-home solutions, access 
to senior leadership and exposure 
to international colleagues, as well 
as accelerated career development 
opportunities. 

“For this reason, we strive to pro-
vide a workplace environment that 
speaks to their needs and those of 
the different generational counter-
parts, which include on-site gyms, 
extensive health programmes and 
access to a variety of health care 
professionals such as dieticians, psy-
chologists and physiotherapists,” he 
says. 

Vodacom offers a selection of 
benefits that include performance 
bonuses, share scheme participa-
tion, recognition, learning and 
development, as well as focus-
ing on creating a positive working 
environment. 

“We know that different employ-
ees have different needs in finding 
a healthy balance between their 

professional and personal lives, and 
allow them sufficient flexibility to 
achieve work-life balance, while we 
retain key skills,” Mbungela says. 
“We also strive to create a culture of 
recognition to motivate and coach 
employees with the view to achiev-
ing extraordinary performance 
that is above and beyond what is 
expected. This not only encourages 

Adapting to a new generation
individual performance, but maxim-
ises effective teamwork too.” 

International collaboration
Dinesh notes that millennials at TCS 
Africa also respond well to oppor-
tunities for collaboration with their 
colleagues abroad, noting that global 
mobility is key in the IT sector. 

“Our associates travel across the 
globe on assignments to explore 
opportunities and interact with a 
globally diverse group of colleagues 
and customers,” he explains. “The 
success of the organisation thus far 
has been our model of putting local 
resources and expatriates under one 
roof. Not only does this bring peo-
ple of different cultures together, 
contributing to cultural diversity, it 
brings bight minds together to learn 
and create new technologies.” 

The company also responds to mil-
lennials’ need for continuous growth 
by insisting that each associate is 
expected to attend at least 15 days of 
learning in each financial year, pro-
viding various frameworks within 
the organisation to meet training 
needs, and they are measured on the 
achievement of this goal. 

On-boarding and retention
Mbungela explains that Vodacom’s 
entire talent management process 
is directed at engaging, develop-
ing and retaining key talent, with 
the company offering a range of 
growth and development opportu-
nities. However, when they join the 

company, new recruits are taken 
through a comprehensive induc-
tion programme that includes being 
assigned a buddy to assist with prac-
ticalities and adjusting to the new 
environment.

Formal training includes leader-
ship development programmes, for-
mal executive coaching, the Harvard 
senior executive programme, as well 
as short and long-term international 
assignments. As part of its commit-
ment to be a truly diverse business, 
Vodacom also hosts unconscious 
bias workshops to promote an inclu-
sive culture without bias for race or 
gender. 

Not only does Vodacom South 
Africa send local employees abroad, 
it welcomes employees from over-
seas who have been seconded to 
the local operation, enabling skills 
transfer in multiple ways. 

Even though TCS Africa, Nestlé 
and Vodacom have very clear strate-
gies for attracting and retaining top 
talent for their respective industries, 
Moloto notes that a challenging 
business environment, a constrained 
economy, socio-political challenges 
and the impact of currency devalua-
tion all present challenges in human 
capital management.

“HR leaders are required to adapt 
by aligning their plans to business 
needs, and the surrounding context 
creates uncertainty and job insecu-
rity, which in turn drives attrition 
and impacts employee engagement,” 
Moloto says.

David Moloto, HR director at Nestlé South Africa. Photo: Supplied

British American Tobacco South Africa (BATSA) has once 
again been recognised as a Top Employer for the eighth 
time by the Top Employer Institute of South Africa.

We are proud to be a company that doesn’t only enhance the 
talent of its people, but continues to inspire them to grow and 
make a significant contribution to the operations of the business. 
We believe that what has made us receive the Top Employer 
certification again, is the fact that at BATSA, our employees are 
meaningful contributors not only to the business, but also, to the 
South African economy at large.

Commenting on the certification Human Resources Director, 
Sigrid Erdmann, says 

“We have highly capable, professional and 
diverse talent and at BAT one of our 10 must dos 

is that ‘We act like owners’ and take personal 
accountability for building value. We believe 

that this approach, makes the difference”.

We are making our people "future fit" by building functional and 
leadership capabilities. These are some of the attributes that make 
us an Employer of Choice. 

To all the employees of BATSA, we say Siyabonga, Dankie and 
Realeboga for contributing to our success as a Top employer for 
the eighth year running.

BATSA,
Employer
of Choice

The Top Employers certification is only 
awarded to the best employers around the 
world: organisations that demonstrate the 

highest standards of employee offerings.
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Insurance good and proper

Santam is an authorised financial services provider (licence number 3416).

We believe in doing business with integrity and humanity. This applies to our
staff as much as it does to our clients. This is why we make it our mission to 
invest in our people and the environment in which they work. It’s what makes
us a Top Employer in South Africa and the reason you’ll be in good company if
you choose to join our team. It’s the Santam Way. It’s insurance good and proper.  

To find out more, visit santam.co.za/about-us/careers.

It’s our business to look after 
people’s most valuable assets, 

starting with our own. 
Our people.
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No. 1 Top Employer in Financial Services

No. 1 Top Employer in Insurance

Certified as a Top Employer in 13 other countries in the rest of Africa 

171 years of experience has shown us that people excel in excellent environments.

Our Top Employer Award is proof of this. 

 Visit www.oldmutual.co.za and join us to find your greatness

Old Mutual is a Licensed Financial Services Provider. 

2017

FCB10020950JB/E

FIND YOUR

WITH OLD MUTUAL

NO.1 TOP EMPLOYER IN FINANCIAL SERVICES AND 
INSURANCE INDUSTRIES FOR 6 YEARS IN A ROW
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