
The Era of 
Belonging

Why a sense of belonging is vitally 
important and how to develop it 

within your organisation.
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INTRODUCTION

“The employees who walked out the door to go 

on lockdown are not the same people who are 

returning.” 

“Something has changed since our staff went 

on lockdown. There is something psychological 

that happened during Covid that they’re strug-

gling with. It feels like a disconnect. We can’t 

get to the bottom of it.”

“Something has changed in people. Even 

though we’ve been fully back to work, it doesn’t 

feel like we are. Something is off.” 

As the dust starts to settle and we move into the 

post-Covid era, we are hearing daily from lead-

ers about struggles with their teams. They tell us 

people are fearful and distracted, and that morale 

is low, despite the organisation’s efforts to care for 

their people over the last year. 

What is going on?

The Covid-19 pandemic was, for many, a year of 

unrelenting isolation, fear, stress, and uncertainty, 

and for some, it hasn’t ended. As a result, people 

remain concerned for their physical wellbeing and 

are craving security and psychological safety. They 

are exhausted, burned out, and fragile. 

What are leaders to do? 

Whether teams are coming back together in their 

workplace, or are contemplating a fully remote 

future, creating a sense of belonging - and en-

gendering the feelings of security, support, accep-

tance, and inclusion that go along with it — for 

employees is vital if organisations are to thrive. 

Companies that create a sense of belonging enjoy 

substantial gains. High belonging has been linked 

to: 

 • 56% increase in job performance, 

 • 50% reduction in turnover risk, 

 • 75% reduction in sick days. (1)

Ultimately, belonging is about how people feel. 

Therein is the disconnect for many leaders. Be-

longing is less tangible, less linear, less easily un-

derstood, less measurable — and for some leaders, 

it’s simply not valued. 

Leaders who ignore employees’ feelings do so 

at their peril. An extreme example was provided 

by Bill Michael, the chairman of consulting giant 

KPMG in the United Kingdom, who resigned his 

position in early 2021, after admonishing employ-

ees on a Zoom meeting to “stop moaning” about 

the effects of the pandemic upon their lives. (2)

Whilst most leaders aren’t likely to make the 

grievous and highly public error Mr. Michael did, 

nonetheless, ignoring employees’ feelings about 

the workplace and their work can be costly, as 

you’ll see further on. 

1. Carr, Evan W.; Reece, Andrew; Kellerman, Gabriella Rosen; Robichaux, Alexi, “The Value of Belonging at Work,” 
Harvard Business Review, 2019

2. Sweney, Mark; Partridge, Joanna, “KPMG’s Bill Michael resigns after telling staff to ‘stop moaning’,” The 
        Guardian, 2021

https://hbr.org/2019/12/the-value-of-belonging-at-work
https://www.theguardian.com/business/2021/feb/12/kpmg-bill-michael-resigns-after-telling-staff-to-stop-moaning
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“Creating a sense of belonging will enable leaders 

to align with employee needs and expectations, 

build a stronger culture, and connect with people 

on a more personal level,” says Stefan Wissenbach, 

founder and CEO of Engagement Multiplier. “In 

doing so, they will find they have built a more du-

rable and resilient relationship between employee 

and employer.”

THE RISING IMPORTANCE OF 
BELONGING IN THE WORKPLACE

It seems you can’t read an article about employee 

engagement without running into a reference to 

belonging, and for good reason. Defined as “the 

feeling of security and support when there is a 

sense of acceptance, inclusion, and identity for a 

member of a certain group or place,” (3) belonging 

is top of mind for employees for several reasons: 

 • The personal impact of the pandemic 

upon people’s financial security, health, 

and wellbeing,

 • The effects of the isolation many experi-

enced whilst in lockdown and/or working 

from home, 

 • The renewed focus on diversity and inclu-

sion in the workplace. 

As a tribal species, human beings have sought to 

belong since time immemorial. For members of 

societies throughout time and around the world, 

being cast out or shunned has been historically 

one of the worst penalties a person could face. 

“Throughout human history, a sense of belonging 

has been ingrained into our DNA. The comfort of 

friendships and the safety derived from being part 

of a community have always been one of the most 

powerful forces shaping our human experience.” 

(4)

The bottom-line benefits of belonging 

As intangible as the notion of “a sense of belong-

ing” may seem initially to those new to the con-

cept, its impact is measurable: creating a sense 

of belonging for employees has been shown to 

deliver material benefits for the organisation. 

“If workers feel like they belong, companies reap 

substantial bottom-line benefits. High belonging 

was linked to a whopping 56% increase in job per-

formance, a 50% drop in turnover risk, and a 75% 

reduction in sick days. For a 10,000-person com-

pany, this would result in annual savings of more 

than $52M.” (1)

In particular, belonging improves both employee 

retention and recruiting. With the cost of employ-

ee turnover pegged at approximately one-third 

of that role’s salary, slowing the rate of turnover 

can deliver tens of thousands in savings to smaller 

enterprises, and six- and seven-figure impact to 

larger companies. (5) 

1. Carr, Evan W.; Reece, Andrew; Kellerman, Gabriella Rosen; Robichaux, Alexi, “The Value of Belonging at Work,” 
Harvard Business Review, 2019

3. Huang, Steven, “How to Build Belonging at Work (and Why It Matters),” Workology.com, 2019

4. Murphy, Sean, “How Do You Create A Sense of Belonging at Work?” Leadershipnow.com, 2020

5. Schooley, Skye, “How to Calculate and Improve Employee Turnover,” Business News Daily, 2020

https://hbr.org/2019/12/the-value-of-belonging-at-work
https://workology.com/how-to-build-belonging-at-work-and-why-it-matters/
https://www.leadershipnow.com/leadingblog/2020/05/how_do_you_create_a_sense_of_b.html
https://www.businessnewsdaily.com/15898-reduce-employee-turnover.html
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“We found clear evidence that belonging supports 

recruiting and retaining top talent. Employees 

who feel a strong sense of belonging perform bet-

ter and stay longer. They are at a 50% lower risk of 

turnover and have 56% higher performance than 

employees who feel like they do not belong. Em-

ployees who feel a higher sense of belonging are 

willing to recommend their employer to others—

seen in organisational promoter scores that are 

167% higher, on average, than those from employ-

ees who feel like they do not belong.” (6)

The correlation between belonging and 

employee engagement

While belonging and employee engagement 

share many common elements, the two are not 

interchangeable. Employee engagement remains 

a broader concept, in which belonging is a signifi-

cant contributor. 

“Belonging is also highly correlated to engage-

ment. According to our research, only 20% of em-

ployees who feel they don’t belong are engaged 

versus 91% of those who feel they do – that’s three 

and a half times more. A sense of belonging not 

only meets your employees’ basic needs, it inspires 

their work and drives better business results.” (7)

Belonging also provides resilience. As reported by 

BetterUp, people with high belonging were pro-

tected against declines in their wellbeing during 

the Covid crisis relative to people with low belong-

ing. 

The implications of maintaining higher feelings of 

belonging have a significant impact on job satis-

faction, organisational commitment, productivity, 

and overall employee engagement. 

If an organisation is paying attention to the core 

elements of employee engagement, the founda-

tions for developing a sense of belonging should 

already exist. However, according to Deloitte, while 

79% of the companies they surveyed agree that 

fostering a sense of belonging is important for 

their success, very few companies – just 13% – say 

they are very ready to address this trend. (8)

The lack of preparation when it comes to belong-

ing in the workplace is due in part to the hard 

right turn employees made over the last year, 

eschewing the engagement factors that had been 

most highly valued prior to the pandemic, such as 

career growth and professional development. 

Prior to the onset of Covid-19, the red-hot job mar-

ket was a source of both confidence and leverage 

for employees, leading employers to focus efforts 

and investment in learning and development 

programmes in an attempt to retain their talent. 

However, the pandemic ushered a near reversal in 

what employees valued and expected from em-

ployers, as job security became a top concern, and 

people struggled with the myriad of stresses and 

challenges the pandemic introduced. 

6. BetterUp.com, “The Value of Belonging at Work: The Business Case for Investing in Workplace Inclusion,” 
2020

7. Herbert, Cecilia, “Belonging: The new top driver of employee engagement in 2021,” Qualtrics, 2020

8. Volini, Erica; Denny, Brad; Schwartz, Jeff, “Belonging From comfort to connection to contribution,” Deloitte, 
2020

https://www.engagementmultiplier.com/resources/whats-the-definition-of-employee-engagement/
https://www.betterup.com/en-us/resources/reports/the-value-of-belonging-at-work-the-business-case-for-investing-in-workplace-inclusion/thank-you
https://www.qualtrics.com/blog/belonging-at-work/
https://www2.deloitte.com/us/en/insights/focus/human-capital-trends/2020/creating-a-culture-of-belonging.html
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Psychological safety becomes paramount, 

bringing changes in employee expectations

The psychological impact of the pandemic on peo-

ple should not be underestimated. After a year of 

stress and uncertainty, redundancies and furloughs, 

employees are craving psychological safety, security, 

and stability.

“Employees are feeling very bruised right now,” 

notes Wissenbach. “They are exhausted, and on the 

verge of burnout. They’re fragile, craving stability 

(which they have not had), and a sense of belong-

ing. Fundamentally, this is the primary focus for 

teams that are returning to the workplace.”

In fact, a sense of psychological safety is an integral 

part of the belonging equation. 

“Belonging happens when leaders provide their 

teams with a sense of psychological safety, espe-

cially during the historic era of COVID-19 and civil 

unrest. The task of leadership is to ensure that 

everyone feels respected and able to bring their 

authentic self to the virtual table by providing space 

to welcome their contribution in all the ways it 

comes.” (9)

One aspect of psychological safety that makes it 

more complex is the fact that a person’s percep-

tions of their safety are impacted by the actions of 

other individuals within the organisation. It requires 

reciprocity. 

“Psychological safety is what makes us feel we 

belong,” noted LaFawn Davis, group vice president 

of environmental, social, and governance at Indeed, 

in her article, “How Belonging Differs from Diversity 

and Inclusion - and Why it Matters.” “When you feel 

psychologically safe, you believe others will give you 

the benefit of the doubt. You can ask questions and 

raise issues without fear. You can be vulnerable with 

others and be who you are — which, in turn, helps 

you connect with others.” (10)

The events of 2020 created a perfect storm of sorts, 

eroding peoples’ sense of safety from all directions 

- on the job and at home. The resulting negative 

impact of these events on people is undeniable. To 

wit: 

 • In England, antidepressant use is at an all-

time high, and symptoms of anxiety and 

depression have spiked in the US, (11)

 • According to the British Medical Journal, 

suicide in England and Wales has reached 

its highest levels in 20 years, (12)

 • Visits to American hospital emergency 

rooms for serious self-injuries and violent in-

juries, overdoses, and mental health events 

have all increased during the pandemic, (13)

9. Lloyd, Shane; Rojas, Adriana, “Cultivating a Sense of Belonging in the Workplace,” Cookross.com, 2020

10. Davis, LaFawn, “How Belonging Differs from Diversity and Inclusion — and Why It Matters” Indeed.com, 2020

11. Duncan, Pamela; Marsh, Sarah, “Antidepressant use in England soars as pandemic cuts counselling access,” 
The Guardian, 2021

12. Iacobucci, Gareth, “Suicide rates continue to rise in England and Wales,” BMJ.com, 2020

13. Melillo, Gianna, “Increased Rates of ED Visits for Suicide, Violence, Mental Health, and Overdoses Seen 
Throughout Pandemic,” AJMC, 2021

https://cookross.com/blog/cultivating-a-sense-of-belonging-in-the-workplace/
https://www.indeed.com/lead/sense-of-belonging-at-work
https://www.theguardian.com/society/2021/jan/01/covid-antidepressant-use-at-all-time-high-as-access-to-counselling-in-england-plunges
https://www.bmj.com/content/370/bmj.m3431
https://www.ajmc.com/view/increased-rates-of-ed-visits-for-suicide-violence-mental-health-and-overdoses-seen-throughout-pandemic
https://www.ajmc.com/view/increased-rates-of-ed-visits-for-suicide-violence-mental-health-and-overdoses-seen-throughout-pandemic
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 • These pressures are showing up in the 

workplace: just 17% of employees, character-

ised workplace morale as “good” in a recent 

survey, and stress-related absences have 

increased 64% year over year. (14)

It’s crucial for leaders to acknowledge that people 

within their midst are included in these numbers, 

and understand the reasons why employees are pri-

oritising elements of the employee experience that 

focus on safety, security, and stability.

LEADERS NEED TO RECONNECT

The executives we speak with on a frequent basis 

know the last year has changed their enterprises - 

customers and employees alike. Many have been 

able to readily adapt to the needs of their clients, 

due in part to the fact that they already had mecha-

nisms in place for gathering customer feedback. 

The workplace is a different story, however. In some 

cases, leaders can sense that something is awry, 

but they can’t put a finger on it. Their descriptions 

are vague: “morale isn’t as good as it was,” “people 

seem tired,” and “our culture isn’t as strong since we 

started working from home,” are three assessments 

we often hear. 

In other cases, leaders are simply unaware of the 

plights of their employees. Some fall into the “they 

should be happy they have a job” camp. Others lack 

the ability to empathise with or understand their 

employees’ situations. Either way, the assumptions 

they are making about the states of their workforc-

es are woefully inaccurate. 

Many leaders are out of touch with employees

The gap between leaders and employees is growing 

ever wider, according to multiple surveys conduct-

ed around the world.

54% of employees say they’re overworked, accord-

ing to the Microsoft Work Trend Index, a global 

survey of 31,000 people, published in March, 2021. 

39% of the same group say they’re exhausted and 

41% are contemplating a new job. (15) 

The same can’t be said for the executive suite, how-

ever. According to the same study, 61% of leaders 

say they’re thriving, report building stronger rela-

tionships, earning higher incomes, and taking “all or 

more of allotted vacation days.” 

“Leaders are out of touch,” said Microsoft Vice Pres-

ident Jared Spataro, in a story by Bloomberg titled, 

“Bosses Are Clueless That Workers Are Miserable 

and Looking to Leave.” “Sixty-one percent say they 

are thriving — that’s 23% higher than the average 

worker, so there is a disconnect there. They’re like 

‘this is great!’” (16)

Worryingly, HR leaders are just as likely to be out of 

sync with employees, a study of 1,600 employees 

and HR leaders across England by Westfield Heath 

found.

14. Smith, Jayne, “Stress-related absence soars as COVID-19 exacerbates the UK’s mental health crisis,” 
        WorkplaceInsight.net, 2021

15. Microsoft, “The Next Great Disruption Is Hybrid Work—Are We Ready?” Microsoft, 2021

16. Bass, Dina, “Bosses Are Clueless That Workers Are Miserable and Looking to Leave,” Bloomberg 2021

https://workplaceinsight.net/stress-related-absence-soars-as-covid-19-exacerbates-the-uks-mental-health-crisis/
https://www.microsoft.com/en-us/worklab/work-trend-index/hybrid-work
https://www.bloomberg.com/news/articles/2021-03-22/bosses-are-clueless-that-workers-are-miserable-and-looking-to-leave
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 • 35% of employees said that mental and 

physical wellbeing across their team was 

‘not good’ or ‘not good at all’. However, HR 

representatives responding to the same 

question had a much different view, saying 

just 7% of employees were struggling with 

their mental and physical wellbeing. 

 • HR pros polled also pegged employee mo-

rale as being much better than the corre-

sponding answers from employees - 41% 

of HR leaders indicated morale was “very 

good,” as opposed to employees, just 17% of 

which agreed. (17)

What’s behind the disconnect 

As surprising as these numbers are, there’s a rela-

tively simple explanation for this growing discon-

nect between executives and employees.

“Most leaders have been so focused on mitigating 

the impacts of the pandemic on their businesses 

and keeping things going that they have not had a 

moment to consider what the impact has been on 

their people,” notes Wissenbach. “Leaders haven’t 

had to consider this – engagement levels have been 

at record highs, inspired by the threat posed by a 

common enemy – the coronavirus.”

A recent article from Gallup sheds more light on 

the phenomenon, noting two important changes 

from the norm. First, in 2020, employee engage-

ment and wellbeing - which are normally highly 

correlated, became disassociated with each other 

and went in different directions. Individual well-

being was under enormous pressure throughout 

the year. Secondly, and counter to all expectations, 

employee engagement was more than resilient, 

reaching record highs throughout the summer 

(something we also observed in Engagement Multi-

plier’s aggregate data) and ending 2020 at a higher 

level than 2019. (18)

As Gallup notes, this divergence presents critical 

implications for workplace leaders in the coming 

year and is one of the reasons why Engagement 

Multiplier has been warning leaders about new 

threats to culture within their organisations.

“Business leaders are about to be hit out of the blue 

with employee issues they never saw coming. And 

the tragedy is that this will occur just as businesses 

are poised for recovery and need all hands on deck.” 

(19)

The take-away for leaders: just as people have 

changed year over year, so must leaders evolve how 

they’re thinking about supporting their employees, 

given the significant changes observed in employ-

ee expectations, and the psychological effects of 

Covid-19. 

17. Brown, Lauren, “Employees perceive Covid’s impact on wellbeing ‘far more negatively’ than HR, study sug-
gests,” PeopleManagement.co.uk, 2020

18. Wigert, Ben; Agrawal, Sangeeta; Barry, Kristin; Ellyn, Maese, “The Wellbeing-Engagement Paradox of 2020,” 
Gallup  2021

19. Engagement Multiplier, “White Paper: New Threats to Company Culture Post-Covid,” EngagementMultiplier.
com, 2020

https://www.peoplemanagement.co.uk/news/articles/employees-perceive-covids-impact-on-wellbeing-far-more-negatively-than-hr#gref
https://www.peoplemanagement.co.uk/news/articles/employees-perceive-covids-impact-on-wellbeing-far-more-negatively-than-hr#gref
https://www.gallup.com/workplace/336941/wellbeing-engagement-paradox-2020.aspx
https://www.engagementmultiplier.com/resources/white-paper-new-threats-to-company-culture-post-covid/
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BELONGING IN THE POST-COVID 
ERA 

Enter the sense of belonging, which aligns with the 

core tenets of employee engagement, and address-

es the newly urgent needs of employees, namely 

psychological safety, stability, and belonging, as 

they relate to the recent pandemic experience.

The underlying factors that contribute to a sense of 

belonging are not new, and are, in fact, factors that 

also drive an employee’s engagement, such as: 

 • The belief that the company and your man-

ager care about your wellbeing, 

 • Trust in your manager and support from 

your manager and colleagues, 

 • Feeling your contributions are valued,

 • Feeling comfortable you can bring your 

whole, authentic self to work, 

 • Belief your feedback is valued, 

 • Feeling part of a community,

 • Belief that the organisation values diversity 

and treats everyone fairly,

 • Belief in the company’s purpose, and that 

your role can make an impact. 

What is new is the emphasis being placed on the 

sense of belonging these elements combine to 

create, how these impact an employee’s overall 

experience, and the priority employees are placing 

upon certain of these factors, such as a focus on 

individual wellbeing. 

Additionally, though many of the components of 

belonging are established elements of employee 

engagement - such as support from one’s manager 

and feeling part of a larger community - the new 

prevalence of remote work, lockdowns, and employ-

ee furloughs have changed employees’ experiences 

and perceptions, are challenging employers’ ability 

to make culture stick, and are making it difficult to 

successfully support and meet employees’ goals 

and expectations.

Leaders whose organisations make a sense of 

belonging a strategic priority will have advantages 

over those who don’t, in terms of both attracting 

and retaining employees, as well as improved per-

formance.

Why the focus on feelings? 

As you have probably concluded, what constitutes a 

sense of belonging for one person is likely to be dif-

ferent for other people. Belonging is a feeling and 

it’s personal. And feelings are important. 

As our founder and CEO Stefan Wissenbach puts 

it, if you know how people feel, you’ll understand 

why they behave.

People are not automatons, and leaders who ignore 

feelings and emotions in the workplace, or dismiss 

them out of hand, miss the opportunity to influence 

employee behaviour in a powerful and positive 

way. They’re also likely to be less effective leaders 

across the board, according to the groundbreaking 

research that first shed light upon the importance 

of emotional intelligence, also known as “EQ,” to 

leadership success. (20) It’s also an area where many 

executives, especially those of the hard-charging, 

type-A ilk, struggle. However, a leader that deter-

minedly ignores feeling and emotion in the work-

place does so at the company’s risk. 

20. Goleman, Daniel, “What Makes a Leader?” Harvard Business Review, 2004

https://hbr.org/2004/01/what-makes-a-leader
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The connection between feelings and workplace 

behaviour & performance 

There are two sides of the fence when it comes to 

how feelings relate to workplace behaviour and per-

formance: 

 • Employees’ feelings and perceptions about 

the company, its leadership, and their poli-

cies and actions, 

 • The degree to which leaders are empathetic 

and are aware of how employees feel. 

The employee perspective 

Emotions shape an individual’s beliefs about their 

work, workplace, and team and also affect how they 

behave, according to Organisational Behaviour, 

published by the University of Minnesota. (21) For 

example, the positive feelings resulting from a work 

experience can inspire employees to make efforts 

they hadn’t planned, such as helping a colleague 

or volunteering for a project. Similarly, a negative 

experience can cause an employee to withdraw, act 

unpleasantly towards a coworker, or reduce their 

level of effort. Over time, these factors can impact the 

employees’ job satisfaction and performance. 

An additional element is how employees perceive 

the actions and policies taken by leadership. Any 

leader who has ever wondered how something 

“landed” with employees knows what we’re talking 

about. 

Employees’ perceptions form the reality in which 

their leaders manage. Understanding whether ac-

tions taken by leadership actually had the intended 

consequences is as important as tallying sales of a 

new product - it’s the proof of success.

However, as we noted in an earlier section, many em-

ployers are out of touch with their employees. In fact, 

an IBM study entitled “Closing the Chasm” found 

that executives tend to overestimate the effective-

ness of the company’s efforts to support employees. 

For example, 80% of executives agreed or strongly 

agreed when asked if their companies were support-

ing the physical and emotional health of employees. 

However, when employees were asked the same 

question, only 46% agreed.

“The message here is that, for many organisations, 

sensing-and-responding processes are underdevel-

oped or just plain ineffective,” the IBM study authors 

commented. “If you think you’re providing a benefit, 

and the recipient of that benefit doesn’t see it the 

same way, you’ve failed.” (22)

Assessing employee feelings and perceptions is a 

rigorous test of the success of the organisation’s ini-

tiatives and communications. It’s a step most organi-

sations overlook, but as we think you can now appre-

ciate, understanding how your people feel about the 

company and the efforts made to support them is 

necessary  to achieve the intended outcomes. 

We know this is daunting. The good news is that an 

incredibly potent unifier of people and generator of 

positive feelings and enthusiasm likely already exists 

within your organisation, and that is purpose.

21. The University of Minnesota, “Organisational Behaviour,” 2010

22. Anderson, Cindy; Zaharchuk, Dave; Anthony, Marshall, “Closing the chasm,” IBM, 2020

https://open.lib.umn.edu/organizationalbehavior/chapter/7-5-emotions-at-work/
https://www.ibm.com/thought-leadership/institute-business-value/report/closing-chasm
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PURPOSE: THE FOUNDATION FOR 
BELONGING 

At the height of the Covid-19 pandemic in 2020, a 

unique phenomenon was observed: worldwide, at 

companies of all sizes and across industries, em-

ployee engagement was skyrocketing. Despite the 

fear and uncertainty that ruled the day, people 

were coming together - to support each other, their 

communities, their clients, and their customers. Al-

most overnight, they had been handed a common 

purpose - defeating the pandemic - and they swiftly 

coalesced around it. 

We warned organisations at the time of this unity of 

spirit’s fleeting nature and coined the term “Covid 

Trap” to describe the risks organisations could face 

if they failed to present a meaningful purpose to 

employees that could sustain them as the pandem-

ic threat waned. (23) 

With 2020 now firmly in the rear-view mirror, we 

can observe the positive effect purpose had for 

businesses during the extended and exhausting 

coronavirus crisis. 

“Almost by accident, companies have rediscovered 

the power of uniting behind a purpose. Now they 

have the opportunity to rethink what they want to 

be for the next 50 years. They have a chance to re-

ignite their purpose. This is as true for organisations 

that are still in the eye of this storm and searching 

for their North Star of a uniting purpose as it is for 

organisations that already have overcome the worst 

of the crises and that are now looking to make the 

most of their momentum.” (24)

According to the same article, among employees 

whose satisfaction with their company increased 

through the pandemic, 86% said that their em-

ployer has a purpose that its people are passionate 

about and find meaningful.

Research McKinsey conducted during the pandem-

ic bears this out. When comparing people who say 

they are “living their purpose” at work with those 

who say they aren’t, the former report levels of 

wellbeing that are five times higher than the latter.

Unsurprisingly, the former group is also four times 

more likely to report higher engagement levels. 

What is surprising is the positive correlation McK-

insey found between the purposefulness of employ-

ees and their company’s EBITDA margin. (25)

Organisational purpose and value statements are 

well established and understood. However, what 

isn’t as often considered is the environment within 

the organisation that employees experience, and 

whether it accurately reflects the ambitions and 

aspirations communicated by the purpose and val-

ues statements. Together, these three things - the 

purpose, values, and the employees’ response to 

the first two - create the basis of belonging within 

the organisation. 

23. Wissenbach, Stefan, “Is Your Team Falling Into the COVID Trap?” EngagementMultiplier.com, 2020

24. Berman, Mark; Davis-Peccoud, Jenny; Hazan, John; Hubert, Adélaïde; Thurkow, Tracy, “Giving People Hope by 
Reigniting Your Company Purpose,” Bain & Company, 2020

25. Dhingra, Naina; Emmett, Jonathan; Samo, Andrew; Schaninger, Bill, “Igniting individual purpose in times of 
crisis,” Mckinsey, 2020

https://www.engagementmultiplier.com/resources/is-your-team-falling-into-the-covid-trap/
https://www.bain.com/insights/giving-people-hope-by-igniting-your-company-purpose/
https://www.bain.com/insights/giving-people-hope-by-igniting-your-company-purpose/
https://www.mckinsey.com/business-functions/organization/our-insights/igniting-individual-purpose-in-times-of-crisis
https://www.mckinsey.com/business-functions/organization/our-insights/igniting-individual-purpose-in-times-of-crisis
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Here’s a simple way to look at how these three ele-

ments work together. 

 • Our Why: This is our purpose, our reason for 

being. It unites teams and provides energy 

and focus within an organisation. 

 • Our What: What do we stand for? We stand 

for our values! We want a diverse set of per-

spectives with a shared set of beliefs.

 • Our How: How do we want people to feel? 

This is the emotional response to the envi-

ronment created by our ability to demon-

strate our why and what.

 

“When we live our purpose, have shared values, and 

create an environment where feelings are shared 

amongst team members - we create a sense of be-

longing,” says Todd Brook, Engagement Multiplier’s 

chief solutions officer.

Creating a culture of belonging within your 

organisation 

The journey toward creating a culture of belonging 

has four important steps: 

 • Acceptance. Accept that the divisions in 

perception are likely to exist within your 

organisation.

 • Understand. Understand how your team 

feels and how the pandemic has impacted 

them - truly. Seek the truth - it’s better to 

operate from a position of certainty. 

 • Respond. Respond to the findings to build 

trust and accountability with the team. Let 

them know they have been heard. 

 • Act. Act where it will make a real difference. 

Armed with the truth, take focused action 

and begin to resolve the challenges em-

ployees are experiencing. 

To aid you in laying the foundation for a culture of 

belonging, Engagement Multiplier has developed a 

concept called “The People Charter.” 

The process of creating your organisation’s People 

Charter, along with its output, will usher leaders 

through the Understand, Respond and Act steps 

with ease. 

Additionally, we recognise the reluctance of some 

to broach the nebulous subjects of belonging and 

employees’ feelings. 

“One reason I suspect many leaders haven’t moved 

forward is the challenge in coming up with a co-

herent strategy for something as loosely defined 

as “a sense of belonging,” says Wissenbach. “Con-

versations I’ve had with leaders on the topic have a 

recurring theme - they are unclear on how they can 

take effective action without unwittingly creating a 

series of unintended outcomes. They are concerned 

about the complexity and of getting this right.” 

“And, frankly, that is wise. We live in an era where 

things have changed dramatically over the last 20 

years in terms of risks for employers. I know there is 

a fear that getting involved in the topic of feelings 

may open up a whole can of worms that may either 

expose the organisation to liability or simply create 

work we can’t deal with effectively.”

This is where structure and framework play a vital 

role because this is a different calculus. For the 

same reasons you wouldn’t send someone shop-

ping with a blank cheque, one shouldn’t start by 

trying to respond to the entire pantheon of feelings 

employees harbour. 



12

The simple structure and framework Engagement 

Multiplier has created provides guardrails that keep 

the conversation on topic and on track. 

At the end of the process, you will have created your 

organisation’s first People Charter, a simple and 

powerful way to communicate to your people the 

employee experience the company aims to deliver 

and frames that experience in how leaders hope 

employees will perceive and feel about working for 

the organisation.

Where to go from here 

Leaders who are able to respond and assess em-

ployees in terms of their feelings and perspectives 

will be able to effectively identify gaps in their 

employee experience and bridge them, creating an 

improved sense of belonging for their employees. 

Doing this work has been proven to have material 

benefits. Workplace cultures with a high sense of 

belonging have been proven to improve employee 

retention, drive down costly turnover, and also show 

greater resilience, better employee engagement, 

and improved business performance. 

“Belonging has come firmly into the fore, and it is 

affecting the decisions people make about where 

they work,” Wissenbach notes. “You can’t belong 

somewhere where people don’t care how you feel. 

And you wouldn’t want to be there anyway.” 

“Leaders have to ask themselves, ‘How are we 

showing our team that we care?’ says Wissenbach. 

“Perks aren’t the answer - they lack substance and 

depth. However, by going to the root of how people 

physically feel when they show up for work, leaders 

can make a profound difference in their employees’ 

lives. And not caring is outdated. If you don’t do it, 

others will.”

Download Your Workbook

https://www.engagementmultiplier.com/wp-content/uploads/2021/04/People-Charter-Workbook-UK.pdf
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