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1. Introduction
Now in its second year, the Dream Employers report reveals who we think about working for when we stare
out the office window. Some dream of money, others of power, still others of escape from the daily grind.
Though HR and brand managers will use this information for the benefit of their organisations, everybody will
see a little bit of themselves in who people voted for and why.
There are no self nominations or polished submissions in Dream Employers. Organisations didn’t pay to be
involved and couldn’t rig the results. Instead, 7100 ordinary Australians and New Zealanders let us into their
dreams and responded to Australia and New Zealand’s largest employer of choice survey.

Key findings
1.

People want to do something that matters; this is
voiced through the nominations of the police,
departments of defence and the United Nations

2.

Priorities have changed in 2011; company reputation
is no longer the prime reason for choosing a Dream
Employer. Pay, benefits and conditions now tops the
list

3.

Work-life balance is the key to happiness for
employed people

4.

Systems and processes is the number one frustrating
thing for employed people

5.

The self-employed are a loyal bunch but wouldn’t
necessarily recommend it to their family and friends

Dream Employers Uncovered 2011 Report
© Insync Surveys Pty Ltd

2011
Page 1

2. And the winners are...
Congratulations to Google – again! For the second year in a row, Google has topped the Dream
Employers list. Google has maintained its image as an employer of choice, along with Virgin Group, Apple and
Qantas who also featured in the top five in 2010. The desire for people to work for themselves appears to be
as strong as ever, with self-employment overtaking Virgin Group as first runner up.

Rank

Dream Employer

1

Google

2

Self-employment

3

Virgin Group

4

Qantas

5

Apple

6

Microsoft

7

OMD

8

The Walt Disney Company

9

BHP Billiton

10

Getaway

11

United Nations

12

Police Forces

13

Vodafone

14

NASA

15

Rio Tinto

16

Departments of Defence (Aust)

17

Commonwealth Bank

18

Cadbury

19

Facebook

20

Lonely Planet

We also found a shift towards more serious career pursuits
with BHP Billiton and Rio Tinto featuring in the top 20.
However, the propensity for our participants to dream big or
mix work with play is still reflected in entries such as Disney,
Getaway and NASA.
A standout finding from the survey is the appearance of the
police force and departments of defence as Dream Employers,
who were nowhere to be seen in the 2010 awards. Whether for
national security, job security or just a uniform, these
employers have withstood harsh public and media scrutiny in
the last year to make the list.
“People dream of purpose, a cause greater and more enduring
than themselves,” says Daniel Pink in his book Drive: The
surprising truth about what motivates us. Pink suggests that
doing something that matters, doing it well, and doing it in the
service of a cause greater than ourselves is the true motivation
for people in today’s working environment. This is explored in
more detail in chapter four.

“The foundation is our
very competitive compensation package
consisting of base pay, equity and bonuses.
All compensation programs are closely tied to
performance and designed to reward our employees for
building innovative solutions for our users and business
partners.”

Joe Krayer, Head of People Operations, Google
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PR nightmares don’t end the employment dream. Vodafone’s PR nemesis Vodafail, a website
detailing complaints about poor customer service and poor network coverage, did not knock Vodafone off the
list. Steve Reid, General Manger HR, Specialists & Support Functions, Vodafone summed it up by saying, “our
people say it feels good to work here!”
The airline industry has also received negative publicity in the past year with computer meltdowns and engine
failures. Nevertheless, both big airlines, Virgin and Qantas, still appear in the top five. For the second year in a
row, Commonwealth Bank is the only major bank in the top 20. They achieved this despite constant criticism
of their sector by politicians and public alike. In chapter 10, we explore what these organisations are doing
right.

The it companies for the IT crowd. “The most important technology product no longer sits on your
desk but rather fits in your hand,” said a technology analyst in 2010 when Apple’s corporate value
surpassed Microsoft’s. Consumer tastes were affecting the market more than business needs. Last year’s list
ranked Apple 4th and Microsoft 11th. This year Microsoft has narrowed the margin coming in at 6th, directly
after Apple. With Steve Jobs’ recent retirement and Microsoft’s involvement with Skype and Nokia, can
Microsoft close the gap?

Where’s the loyalty? OMD have maintained their number seven ranking. They are a non-household
brand that continues to be recognised as an employer of choice within their industry. Their employees are very
loyal and appear to be happy in the office. Peter Horgan, OMD’s CEO backed this up by saying: “We are a
company that is generous of spirit. People are supported and developed in all facets of their working day.”

What Australians still love to dream about. The inclusion of Getaway, which no longer holds a
prime television spot, indicates that Australians still love to dream about travel. “Over the past 20 years
Getaway has become a powerful brand with a strong association of aspiration and escape,” explained John
Walsh, Getaway’s executive producer. Other organisations benefiting from itchy feet syndrome could be
Lonely Planet and the United Nations.
Finally, for those who really want to socialise at work, Facebook has appeared on
the list for the first time.

“Recognition as a
Dream Employer reflects the
strong commitment we have to ensuring our
culture supports our people to be their best.”

Ralph Norris, CEO, Commonwealth Bank
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Congratulations New Zealand!
Rank

Dream Employer

1

Google

2

Self-employment

3

Air New Zealand

4

Apple

5

Kiwi Bank

The patriotism card not so strong. In 2010 four of the eight New Zealand winners were local
brands, this year Air New Zealand and Kiwi Bank were the only top performers. Both companies were chosen
for reasons of culture and company reputation. Air New Zealand, Group GM Technical Operations and
People, Vanessa Stoddart reinforced this view: “The culture is unscripted – our people create it. It is vibrant
and dynamic which is the essence of our brand.” This is also evident at Kiwi Bank, according to Chief
Executive Paul Brock, “Our culture is important to us. We are really proud to be a New Zealand owned bank
making a difference.”

“We know how much time
people spend in their lives at work,
so it is important to us that they really enjoy
their experience at Kiwibank.”

Paul Brock, Chief Executive, Kiwi Bank

“Stories abound
of our staff going the extra mile
not because they have to but because
they want to.”

Vanessa Stoddart, Group General
Manager, Technical Operations & People,
Air New Zealand
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3. What’s so appealing about the Dream
Employers?
Respondents gave us up to three reasons why they had chosen their Dream Employer from a choice of
11 options including “other”.
Reasons for choosing a Dream Employer

27%
37%

Work-life balance

36%
39%
34%

Personal interest

27%
29%

Rewards and recognition

27%
27%

Company reputation

41%
20%

Innovative company

21%

Down
14%

16%

The products and services

The CEO

Up 9%

28%

The culture

Training and development

Up 11%

38%

Pay, benefits and conditions

23%
13%
NA
6%

2011
11%

2010

“If you aren’t a great
employer you would need to pay
more to attract in talent and that doesn’t
make sense to the business in the long
term.”

Peter Horgan, CEO, OMD
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Pay and benefits over company reputation. The top reason given for choosing a Dream
Employer in 2011 was pay, benefits and conditions. This is a significant shift in priorities compared to 2010
where the highest ranking reason was company reputation, which now ranks only 6th. This major fall might be
explained by the economy, with business confidence falling by 11.2 points over the past 12 months. Priorities
have moved with this shift. Greater emphasis is now on pay (up by 11 percentage points from 2010) rather
than the attraction of a big brand (down by 14 percentage points from 2010).
Economist from the Grattan Institute, Saul Eslake gave his expert insight into the finding: “Your result might
gel with other evidence that people are becoming more anxious about their finances in the face of rising costs
of living, increased taxes, fears of higher interest rates, and declines in personal wealth through
superannuation fund and possibly lower house prices.”
Economic indicators

Unemployment

Inflation

Interest rates

Business
confidence index

July 2010

5.3%

3.1%

4.50%

91.3

July 2011

5.1%

3.6%

4.75%

80.1

The appearance of high paying miners BHP Billiton and Rio Tinto supports the idea that people are more
focused on security and money in this time of global uncertainty. Nevertheless, work-life balance was also
highly rated and has become a must for attraction. Kiwi Bank understands the value it brings: “We recognise
our people for more than what they do in their jobs every day. We support their interests, their personal
commitments, or social interests,” says Chief Executive, Paul Brock.

What makes a culture? People are attracted to OMD, Google, Virgin Group and Vodafone for the
culture. OMD’s CEO, Peter Horgan summed it up: “If an organisation supports staff in doing their job, invests
in them so they are growing, and creates a positive culture, staff reciprocate with great connectivity to, and
advocacy for the brand.” Research proves that a people centric organisation is key to gaining a competitive
advantage in the employment market (Pfeffer 1998).

Generational differences reflect employment maturity. While all age groups desire
the same Dream Employer, their motivations are different. Generation Y look for culture, Generation X want
work-life balance, and the Baby Boomers are motivated by pay, benefits and conditions.
Generational differences
Life stage

Attraction driver

Looking for…

Generation Y: unattached

Culture

Fun and vibrant work place that offers
meaning to their life

Generation X: bringing up families

Work-life balance

Flexibility between home and work life

Baby Boomers: many empty nests,
looking towards retirement

Pay, benefits and
conditions

Financial security for retirement
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4. The results spotlight: Police, defence
and celebrities!
What’s so attractive about the police and departments of defence?
The public nominated the army, navy air force and defence agencies as Dream Employers. We’ve grouped
them together under the heading of defence. This is the first time defence has appeared in the list of Dream
Employers and comes as a surprise after a year of negative publicity.
In a similar vein, the public nominated the Australian Federal Police, all state police forces and police
agencies. We’ve grouped these together as the police force. Like defence, the police have not had an easy
year, especially in Victoria with the resignation of Commissioner Simon Overland.
These surprising results bear further enquiry:

Police force

Defence

18%

The split between men
and women who dream
of becoming police is

46%
54%

■ Female
■ Male

almost even; however
four times as many men
dream of joining the
82%

armed forces as women.

Looking at the ratio for defence, this breakdown cannot come as a surprise in the shadow of the adverse
publicity about the existence of a culture of sexism at the Australian Defence Forces Academy. Nor will it be
soon forgotten since law firm DLA Piper has been engaged to cope with the volume of complaints received in
relation to this matter.

Police force

Defence

20%

26%

want to join the police

30%
41%

■ Gen Y
■ Gen X
■ Baby
Boomer

than other generations.
This is good news for the
police, since Gen Y is
their preferred recruiting
50%

33%
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However, the disappointing news continues for defence. Not only are they failing to attract women; only one in
five of those who nominated them are in Gen Y, the target recruitment demographic.

Top three attraction drivers
Police force

Defence

Personal interest

63%

Training and
development
Rewards and
recognition

Pay, benefits and
conditions
Training and
development

48%

30%

59%

Personal interest

56%

38%

The lists of attraction drivers suggest that policing could be characterised as a vocation, with almost two-thirds
of nominators expressing a personal interest in the field. As is often the case with health and education, these
potential recruits are attracted regardless of other factors; which may explain why attraction has remained
strong in the face of adverse publicity.
Attraction to the armed forces appears more driven by pay, benefits and conditions; with training also
important.

“The police force is
a good steady and rewarding job
with opportunities for career advancement.
It’s not a nine-to-five job, but an active job with shift
work and a good starting pay.”

“Our organisation has
grown in terms of capabilities, but

Female Detective Sergeant, NSW Police

also in terms of flexible working conditions

(name withheld)

and diversity, and I think this is appealing to many
people, especially women or any person who is juggling
family commitments.”

Catherine Burn APM, Deputy Commissioner
Corporate Services, NSW Police
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What are the Australian Federal and State police forces doing right?
• Providing employees with skills. Both the federal and state police forces emphasise professional
training from day one. In addition to learning crime prevention skills and emergency management,
police officers have access to cutting edge technology, techniques and strategies to protect against
terrorism, human trafficking and cyber crime.

• Increased support and recognition for women. The Spokeswomen’s Program, an initiative of the
NSW Police, facilitates networking opportunities for women. In this year’s Australia Day Honours list,
approximately 40% of the recipients of the Australian Police Medal were women.

• Focused people management strategies. The Australian Federal Police (AFP) established their
People Plan for 2010-2012 which ensures police are equipped to deal with new and emerging types of
crime. The AFP also offers work-life balance initiatives such as extended recreation leave (six weeks),
mandatory rest days, 14 weeks paid maternity leave and six weeks paid adoption leave.

What is the Department of defence doing right?
• Re-vamping recruitment and retention strategies. The Australian defence force spent
approximately $15 million on recruitment drives in 2010 as part of a long term strategy to prevent future
workforce shortages.
─ Television advertisements of short interviews with defence staff highlighting training benefits and
personal development
─ Use of social media such as Facebook
─ Scholarships and cadetships aimed at attracting Gen Ys, such as the GAP year program providing
Australians between the ages of 17 and 24 military experience training
─ Improved benefits and conditions such as subsidised home loans, free medical and dental
treatment, travel entitlements for visits to family and friends and increased career opportunities for
women

The celebrity factor
Business idols. This year’s Dream Employers list echos the public’s desire to work for celebrities such as
Sir Richard Branson, Oprah Winfrey and Donald Trump. Those who topped the list were not the Justin Biebers
of the world, nor did they have a local flavour. Gillard and Abbot combined only received
a handful of votes. Business people with a strong personal brand made it onto the list.
The combined vote for various celebrities was the second most popular

Top three celebrities

1. Sir Richard Branson
2. Oprah Winfrey
3. Donald Trump

choice among the self-employed people who participated in the survey.
Furthermore, Generation X was the age group most likely to want to work
for a celebrity. In 2011, Generation Xers are between 31 and 46, roughly
the age when Richard Branson and Oprah Winfrey created their
breakthrough businesses. Branson was 34 when Virgin Atlantic Airways
was formed and Oprah was 32 when she first starred in her own TV show.
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5. Exploring the gender divide in
employer choice
Although women and men had virtually identical top Dream Employers, there were still some pertinent
differences between their preferences and motivations. We invited Dr. Karen Morley, co-founder of Gender
Worx, to help us make sense of our results.

Q.

Our survey results reflect fairly stereotypical gender preferences –

males showed a preference for working within the automotive, sport and

Q

construction sectors while females opted for travel, healthcare and
animals. Why do you think this may be the case?
Male and female industry preferences differed

A.

Males

Females

Automotive

Travel

Sport

Healthcare

Construction

Animals

“Male and female results show a bias towards stereotypic employers and

industries. Gender schema is a fundamental part of our belief systems, and it

Q

plays a key role in biasing our decisions, including our career and employer
decisions, so this result is no surprise.”
“We choose to be and do things with others who are most like us, those with
whom we share an affinity such as the same gender, which is part of why some
industries are dominated by one gender over another. Gender schema
means we create expectations about and interpret behaviour through its
lens, deciding what’s a suitable industry or organisation for me as a

Dr. Karen Morley

man, or as a woman. We pay more attention to information
that confirms gender schema, for example, more

is a co-founder of Gender Worx, a

women in healthcare means there are meant to be

specialist gender diversity practice that

more women in healthcare; as a woman this

provides thought leadership and expert

becomes a more attractive choice for me.”

consulting in gender diversity measurement
and change.
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Q.

How can organisations attract the opposite sex to a gender-

dominated industry? What kinds of considerations are there?

QA.

“For organisations dominated by either gender that want a better gender

balance and high levels of employee engagement, the following steps are key:

Q

1. The CEO’s demonstration of inclusion and articulation of its benefits
2. An integrative and inclusive culture
3. Exploration of the biases that limit acceptance of difference

It is less likely that women will project themselves into male-dominated
industries or vice versa. When women or men are in the minority they tend to
feel vulnerable and more self-conscious, which decreases the attractiveness
of the industry or organisation. As a consequence, their self-efficacy and
expectations about their likely success reduces, so they avoid setting
themselves up for failure by avoiding those industries and organisations.”

Q.

Workplace culture is the most popular reason for choosing a Dream

Employer for females, however, males prioritised pay, benefits and

Q

conditions. Are the things that attract males and females typically
different?

The top reason for choosing a Dream Employer differs for males and females

A.

Gender

Reason for choosing a Dream Employer

Male

Pay, benefits and conditions

Female

Culture

“This finding echoes long standing research that shows that women are

more likely to define career success in terms of intrinsic rewards such as

Q

personal achievements, professional development and the achievement of
work-life balance, while men are more likely to define career success in terms
of higher salaries, promotion and achievement of status symbols. And that’s a
paradox, because these different motivations mean that women end up often
being paid less, and knowing you get paid less than the people around you
lowers morale which negatively impacts engagement.”
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6. Attrition drivers:
The biggest gripes
Results reveal only 45% of working voters are satisfied. Employed respondents were asked
how satisfied they are with their current job. Respondents were asked to rate their satisfaction level on a scale
of 1 to 7, with 1 being extremely dissatisfied and 7 being extremely satisfied. Less than half (40%) of
respondents nominated a 6 or 7 on the scale, indicating job satisfaction. Only 16% of respondents nominated
1 or 2, indicating job dissatisfaction.
Employed respondents suggested up to three things they would like to see improved at their organisation.
Employed: Attrition drivers

Systems and processes

41%

Communication

39%

Rewards and recognition

38%

Leadership/senior management

24%

Training and development

24%

Flexibility/work-life balance

22%

The culture

17%

Immediate manager

11%

Reputation/brand

11%

The biggest gripe is systems and processes. This result is consistent with Insync Surveys’
benchmark database where “structure and systems” is placed in the third quartile (i.e. in the bottom 50% of
the database). Poor systems and processes is a frustrating reality for many employees, but as most people
don’t know what other organisations offer in terms of their systems and processes it drives attrition but not
attraction.
Our research indicates that high performing organisations provide employees with effective systems and
processes that enable them to do their day-to-day work well (Insync Surveys, 2010). This includes IT, payroll
and other broader procedures and methods, and can cause dissatisfaction when not implemented correctly.
Gilboa et al (2008) found evidence to suggest that performance will be adversely affected by situational
constraints such as improper machinery or inadequate supplies.
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Employees look for improved communications.
“Employees want to know their work is meaningful and
connected to the organisation’s goals. They value being

“We work with many

respected and informed about things that matter
to them. Being included in decisions is

businesses that already have formal

empowering. Effective communication

reward and recognition programs in place, but
they are not part of the company culture and

sends the message that an

employees do not understand how they align to the company

organisation cares about and
is committed to employees,

values. This is often a symptom of poor communication and role

which is the single biggest

modelling from leadership and management teams. It’s so important to

driver of engagement,”
explains James Garriock,
CEO Insync Surveys.

keep these programs fresh and constantly changing, so that employees
feel engaged and have a purpose that makes them want to give you their
discretionary effort each and every day.”

Communication is a key

Naomi Simson, Founding Director, RedBalloon

element across all potential
improvements within businesses.
Employees want businesses to be

transparent with them and their customers. Communication is also key when considering reward and
recognition. There is little point implementing a reward and recognition program if managers and leadership
teams do not communicate its importance and role within the company fabric.

Celebrate with rewards and recognition. Many businesses might “tick the box” when it comes to
reward and recognition but it plays a far more important role than the credit it is given. “Rewards and
recognition are vital in attracting, developing and retaining key talent, and having a great company culture and
high levels of employee engagement will be crucial once the attraction of a fatter pay cheque has worn off,”
says Founding Director of RedBalloon Naomi Simson.
This research shows that people are seeking better pay and benefits. Simson says: “Keeping people engaged
is not just about their pay packet – it’s about being treated fairly, granted autonomy, and the opportunity to
learn and develop with a sense of purpose.”
It is widely documented that cash rewards don't inspire employee loyalty, with studies showing that nonmonetary incentives have a higher perceived value, being 24% more powerful at boosting performance than
cash incentives (University of Chicago, 2004),” says Simson.
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With rewards it’s a win-win. Companies with an effective employee recognition program saw a 109%
three-year median return to shareholders, versus a return of 52% for those companies that did not (Watson
Wyatt Study of three million employees, Forbes magazine). And it’s not hard – or expensive – to do. It takes
an increase of between 5% and 8% of an employee’s salary to change behaviour, but the same behaviour can
be influenced at a cost closer to 4% of the employee’s salary using non-cash incentives (Jeffrey, S Dr (2004)
The benefits of Tangible Non-Monetary Incentives Study, University of Waterloo).

Managers relax – it’s not all about you! It’s a commonly used phrase: “Employees don’t leave
organisations, they leave their managers”. However, only 20% of dissatisfied employees cited their immediate
manager as one of the things they’d most like to improve. These findings are consistent with Insync Surveys’
Retention Review (2010), which analysed the responses of 1,548 exiting employees from 25 Australian
organisations. The top reasons for leaving were lack of career development, job satisfaction and professional
development opportunities, whereas relationships with the direct manager ranked relatively low on the list.
However, team leadership is the only factor that can influence employees’ perceptions of
everything else, so investment in management capability is rarely wasted.

“Staff can be themselves,
engage their passion, be proactive, take
accountability, drive change, work with
amazing talent, have fun doing it and most importantly
make a difference for their colleagues and customers.”
“We seek to recruit in

Steve Reid, General Manager HR, Specialists &
Support Functions, Vodafone

innovative and imaginative ways.
Our assessment centres enables
candidates to experience the virtual world they’re
potentially joining and interact with existing team
members.”

Carly Peter, Human Resources Director,
The Walt Disney Company
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7. The loyalty measure:
The stayers and the movers
We asked respondents if they were
planning to look for another job in the

45%

Yes

next 12 months, with the responses

No

55%

used as an indicator of employee
loyalty and mobility.

On the move! Organisations within the following industries can expect the greatest amount of churn as
employees plan to look for another job in the next 12 months.
Industries with high mobility results

Hospitality

66%

Energy

66%

State government

57%

Not-for-profit

54%

Retail

48%

The great escape. “Mobile” employees dream of working in mining, airlines, or for themselves. These
findings reinforce the themes discussed throughout the report. Mining is where the money is, airlines offer the
excitement of travel and working for yourself gives control over work-life balance.
Dissatisfied employees most want improved communication and leadership. Conversely, employees who plan
to look for another job in the next 12 months want improved systems and processes. Since the quality of
systems and processes are unknown outside an organisation, these employees may be just as frustrated in
their new role.

Staying power. We asked employees who plan to stay with their current organisation what they like best
about their current organisation. Work-life balance and culture are at the top of their list.
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8. Retention drivers:
Employers, keep your staff happy
Employed respondents were asked to suggest up to three things they like best about working for their current
organisation. The number one driver that attracts people to a Dream Employer is pay, benefits and conditions
but it appears work-life balance is what retains employees.
Retention drivers
Work-life balance

46%

The culture

39%

Pay, benefits and conditions

33%

Company reputation

24%

Rewards and recognition

19%

Training and development

19%

The products and services

18%

Personal interest

14%

Innovative company
The CEO

12%
7%

Improving work-life balance can be a triumph for employees and employers. Research
indicates there are a number of potential benefits of implementing work-life balance measures, some of which
may directly affect the bottom-line (Hudson, 2005). These include improved employee retention, performance
and job satisfaction. Another positive impact is reduced turnover.

Culture is key. A healthy work culture is a powerful retention advantage, and having one’s organisation
stand by its values in everything it does is important to staff. “Our culture, is the reason people come to work
for us and the reason they stay,” Vanessa Stoddart Air New Zealand, Group GM Technical Operations and
People.

Pay, benefits and conditions in the top three “like best” list. Noted economist Saul Eslake
adds insight into this finding, “Wages have been pretty static in real terms since before the onset of the
GFC so in the face of all these developments it’s perhaps not surprising that employees are attaching greater
weight to pay.”
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9. Advocacy: Spreading the word
33%

39%

Promoters (rated 9 or 10)
Passives (rated 7 or 8)
Detractors (rated 6 or less)
29%

We asked our employed respondents to rate the likelihood they would recommend their current organisation
to others on a scale of 0–10 where 0 is least likely and 10 is most likely. An advocate or promoter of an
organisation will rate the likelihood a 9 or 10. A detractor of an organisation will rate the likelihood 6 or less.
Our results indicate that only one third of respondents would recommend their current employer to others, and
that overall there are more detractors than promoters.
The overall Net Promoter Score (NPS)* for current employers is negative five (-5) which validates
the sample as representative of the Australian population. It is also the same score
recorded in the 2010 Dream Employers report.

• Detractors most want to improve communication, reward and recognition and leadership in their current
organisations

• The industries with the most detractors are hospitality, state government and FMCG while detractors
dream of working for travel, entertainment industries or themselves

• The industries with the highest proportion of promoters are
construction and communications

“Each person we
bring into the organisation
has the capacity to re-enforce, or dilute
what makes this place special.”
“Our brands are innovative,

Carolyn Maloney, Director People
Management, OMD

entertaining and inviting, we aim to
create a similar work environment that
encourages employees to learn and develop in
engaging and empowering ways.”

Carly Peter, Human Resources Director,
The Walt Disney Company
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10. Case studies in brand resilience
The winners list highlights many organisations that have a strong and resilient brand. Despite the negative
publicity hits endured by Vodafone, Commonwealth Bank, Qantas and Virgin Australia in the last year,
widespread customer dissatisfaction has not swayed perceptions. So, how did these employment brands
survive?

• That bank. What sets Commonwealth Bank apart from other banks
when it comes to attracting and retaining employees?

“We are proud of our

─ Attractive employee benefits. Commonwealth Bank

culture where our people are

employees are offered flexible work options
(including the option to adjust start and finish

engaged in our goals, passionate about
their roles and valued for their contribution.”

times, job share, work from home and
purchase leave), corporate clothing allowances,
private health insurance and lower interest rates

Ralph Norris, CEO, Commonwealth Bank

and transaction fees on banking products.
─ Prioritising employee engagement. Ralph Norris,
CEO of Commonwealth Bank cites having “engaged, passionate people who feel valued” as one of
the organisation’s goals.
─ Employees are trained in cutting-edge technology and more efficient systems and processes.
─ Leadership teams open to innovation. Commonwealth Bank’s CIO Michael Harte was crowned
“CIO of the Year 2011” by the Australian Computer Society for his role in modernising the core
banking systems and being a passionate advocate for cloud computing.

• Overcoming Vodafail. When an organisation gets bad publicity, it can affect employee morale
and pride. What did Vodafone do to maintain a positive perception as an employer when their
customers were in revolt?
─ Can do culture. Vodafone emphasises that they are passionate about their people and have
clearly established lines of communication that allow employees to provide feedback to their
managers and easy access to news of developments within the company.
─ Personal development plans. Employed survey respondents ranked training and development in
their top five improvement priorities. Vodafone takes professional development seriously, offering a
range of learning programs that include job rotation, coaching, mentoring and personalised career
plans.

• Come fly with me. The perks of a career with the airline industry have far outweighed any
negative publicity – Australians relish the freedom to travel. Living in an isolated country makes travel
that much more tantalising to Australians and so potential employees are a lot more forgiving of Qantas
and Virgin Australia, despite their troubles in the last year. More than ten million Australians (nearly half
of the population) currently hold valid passports, and a further 1.8 million are issued every year.

*Net Promoter is a registered trademark of Satmetrix Systems, Inc., Bain & Company and Fred Reichheld
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11. Does being self-employed lead to a
balanced life?
We asked self-employed participants what they would most like to improve about working for themselves.
They could choose up to three options.
Self-employed: Attrition drivers

Pay, benefits and conditions

50%

Work-life balance

45%

Networking/teamwork opportunities

43%

Reputation/brand

26%

Rewards and recognition

22%

Training and development

19%

Systems and processes

12%

The culture

8%

Nobody claimed that self-employment was easy money; but there is a general perception that being selfemployed and taking charge of your destiny will result in better pay and work-life balance. However, these
findings show that being in charge of your time doesn’t necessarily mean that you’ll make choices you’re
happy with.
Loneliness and networking opportunities are a key challenge for the self-employed. “Connecting,
communicating and engaging are vital. Walking away from the desk, joining a networking group, getting online
into a small business discussion group that creates a sense of community, and ensuring you don’t get cut-off
from the wider world,” advises Robert Gerrish, founder of Flying Solo, an online community where small
business owners can seek resources and advice about taking the plunge and going out on their own.

For the self-employed, job satisfaction does not equal advocacy. Almost half of those who
are currently self-employed are satisfied with their jobs and 63% do not plan to look for another job in the next
12 months. But only 28% would recommend working for themselves.
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“When you work for yourself, you are in the know about what it really means. The self-employed may not
recommend it to family and friends because they realise it’s not for everyone.
I think the self-employed are happier as they are in control of their destiny and can work how they want and
when they want. One of the main appeals of self-employment is freedom,” says Gerrish.

Expert advice
You can go your own way without burning out
Robert Gerrish’s suggestions to avoid burn-out:

Upskill
Particularly by gaining knowledge in market positioning. If the self-employed
work with ideal clients on dream projects all of the negatives dissipate.
However, to achieve this, they need to know what an ideal client looks like,
where to find them and what projects are a good fit. Many are working too
hard to spend the time to develop the answers.

Delegate
The common traps are failure to delegate and becoming overwhelmed. It’s
about recognizing that self-employment is having the freedom to do what you
want, and with that comes the responsibility of using that freedom wisely.

Remember why you love your work
The self-employed are loyal because they love being self-employed, despite
what may be perceived as long hours and a lack of rewards. Deep down, they
still love it.
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12. How to become a Dream Employer

“

We asked respondents to tell us the number one thing that their organisation would have to do to become
a Dream Employer.

This is what the public had to say...
“Increase employee satisfaction. We have spent a lot of time trying to

become a respected customer service organisation, but the employees
seem to have been left behind.”
“Allow Managers to focus on their primary role, managing, coaching,
mentoring their staff.”
“Change the culture which is derived from the head of the organisation.
Senior management to lead by example and pass this through to all
employees.”
“Be more flexible with mothers returning to work after maternity leave —
working from home should be encouraged rather than not allowed at all.”
“Develop an attitude of service to clients to be more consistent with our
published values.”
“Improve internal systems and processes. Enhance products and services.
Invest heavily in the training and development of all staff.”
“Allow more work-life balance along with flexibility in working hours… so we
don't have to stay back late every night!”
“Go through a complete shake-up of internal processes, encourage people
to be innovative and communicate across all teams.”
“Enable employees to adapt and drive innovation; change current
compensation model to provide platform to adapt and drive innovation.”
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13. Industry stats
Below is a snapshot of the industry data uncovered by the survey.

Technology and IT
Six of the companies on the
Dream Employers list are technology giants,
highlighting a significant employment industry
trend. They are: Google, Apple,

Not-for-profit

Microsoft, Vodafone, NASA
and Facebook.

Generation X and Baby Boomers are
more likely to seek out not-for-profit positions
than their younger Generation Y counterparts. The desire to
work for a not-for-profit organisation is driven mainly by personal
interest and company reputation. Of those currently working for a
not-for-profit 44% are satisfied in their jobs, however more than
half of them plan to look for another job in the next 12 months.
These results are on par with the average response rate.

Finance
Of people working in finance 61% are loyal
to their organisation and do not plan to look for
another job in the next 12 months. Despite the
shaky economy they are happy to stay put with

Construction

results above the average response rate.

The top reasons for voting for a
dream employer in the construction
industry were culture, pay, benefits and conditions,
and company reputation, with 56% happy to recommend their
employer as a place to work.
Construction workers are a happy bunch despite what the
unions might say; 57% are satisfied with their jobs and only
31% plan to look for another job in the next 12 months. All
results for this industry are well above average.
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Mining
On this year’s winners list there were two
mining companies: BHP Billiton, jumping from 20th in
2010 to 9th and Rio Tinto, who feature in the top 20 for the first time.
This trend was driven by money – by a wide margin. Not surprising
really, given that BHP recently announced a net profit of $22.5 billion for
the 2010/2011 financial year, the biggest in Australian corporate history.
Almost half (44%) of those currently working in mining are satisfied with
their jobs, and 58% are loyal to their organisation, which is higher than the
average rating.

Public sector attractive
to those not currently working
Of those currently not employed (including students,
stay-at-home parents, retirees and those currently unemployed),
there was a strong desire to work for the Australian Federal
Government or a Government Agency, often for the training
and development opportunities.

Dream Employers Uncovered 2011 Report
© Insync Surveys Pty Ltd

2011
Page 23

14. Methodology
The 2011 Dream Employers Survey was designed to identify which organisations people dream of working for
and to uncover the factors driving these perceptions. All respondents were asked to nominate their ideal
Dream Employer, and the responses to this question were ranked in order of frequency. The highest ranking
organisations were then identified as the winners.
The survey also asked employed respondents a number of questions about their employer including
satisfaction, advocacy, what they like best about their organisation and what they would like to improve.
The survey comprised a series of 16 mainly pre-coded questions and was completed online during July –
August 2011. The survey was made available to the public via a dedicated Dream Employers website
(www.dreamemployers.com.au), email and other websites such as The Ultimate Job, HR Daily and Facebook.
In addition, companies were able to encourage their employees to take part, business leaders were able to
encourage their networks to participate and an online omnibus survey was undertaken. Overall, 7,157 surveys
were completed.
Whilst the focus of the research was primarily Australia and New Zealand, given the approach used, there was
scope for responses from all over the world. The survey recorded place of residence to facilitate country
specific analysis. Respondents to the survey from Australia and New Zealand, excluding ACT residents, were
entered into a prize draw to win one of two $1,000 and five $100 RedBalloon gift vouchers.
Academic references are available by emailing: research@insyncsurveys.com.au

“Seeing pay and benefits
at the top is unusual but it could be
attributed to the mining industry wage
growth, the potential cost of living increases in some
areas and the GFC. The company reputation may have lost
some significance as the GFC impacts have hit some
large companies which had good reputations.”

Nick Sheehan, Manager Human Resources,
Sunshine Coast Council
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15. Response rates
The 2011 Dream Employers Survey was completed by 7157 respondents. A breakdown of responses by
demographic is shown below.

Gender

Generation

29%

35%

38%

62%

Generation Y

Female

Generation X

Male

Baby Boomers
36%

Country

Australia
1%

8%

1% 1%
NSW

6%

4%

VIC

9%

QLD

Australia

40%

New Zealand

14%

WA
SA

Other

ACT
NT

88%
28%

TAS

Employment situation
6%
21%

Currently employed
Not currently employed
Self-employed
73%
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16. About us
About Insync Surveys
With offices in Melbourne and Sydney, Insync Surveys specialises in
employee, customer, board and other stakeholder surveys backed by
consulting. Their experienced team of organisational psychologists and
research experts help organisations become more effective.
Insync Surveys co-founded the Dream Employers Survey and has worked
with some of the largest organisations in Asia Pacific, including: Cathay
Pacific, Toll, Medibank Private, WorleyParsons, Fairfax Digital, Mission
Australia, the Australian Curriculum, Assessment and Reporting Authority,
state government departments, many local councils and most university
libraries. This broad experience allows it to benchmark results.

About RedBalloon
RedBalloon For Corporate provides exciting reward and recognition
solutions, corporate gifts and sales incentives to ensure businesses keep
their employees and customers motivated, rewarded and engaged. With a
unique resource of over 2,500 amazing experiences in Australia and New
Zealand RedBalloon specialises in creating attachments between
employees and their employer. RedBalloon has also been awarded for its
innovative employee engagement practices, named in the Best Places to
Work by BRW Magazine three times, including a top ten ranking in 2009.
Hewitt Associates has also awarded RedBalloon with an engagement score
of over 90 percent two years in a row. The average engagement score in
Australian businesses is 55 per cent.

About Drake International
Providing HR Management and Solutions globally since 1951, Drake's
operating philosophy is based on the principle that organisations achieve the
highest level of performance when they are staffed with the right people,
working with the right skills, knowledge and behaviours, using the best
processes and technology-driven solutions, over an extended period of time.
Our unique suite of Talent Management Solutions can be customised for
your organisation to generate Exponential Impact™ by improving
performance, productivity, recruiting, retention, organisational culture,
leadership, and customer satisfaction.
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Contact us
To transform your workplace culture,
contact RedBalloon for corporate
To discuss any of the research in further

gifts, reward and recognition

To find out more information from

detail or review your organisation’s

programs and employee engagement

Drake, or speak to someone on the

retention and employee alignment

advice.

topic of effective talent management,

requirements, please contact:

please contact:
RedBalloon Corporate

Jenny Luu

Australia: 1300 85 09 40

Ali Evans

Insync Surveys Pty Ltd

query@redballoon.com.au

Drake Australia

research@insyncsurveys.com.au

New Zealand: 0800 555 029

melbresume@au.drakeintl.com

Phone: +61 3 9909 9222

query@redballoon.co.nz

Phone: +61 3 9245 0245

www.insyncsurveys.com.au

www.redballoon.com.au/corporate

www.drakeintl.com/au

