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Dear Reader...

Welcome to the 3rd edition of the SuccessFactors 
Magazine.  

At SuccessFactors - an SAP company we know that 
better business execution can lead to exceptional 
results and we are completely focussed on helping 
you align your HR with your strategic needs using the 
most innovative technology.  

That’s why in this issue you’ll find a number of 
articles including an interview with three senior HR 
thought leaders on their perspective of the challenges 
facing HR today; success stories detailing how our 
customers have driven real innovation through HR in 
their companies, and information on how the cloud 
is helping companies better manage their people, 
customers, money and suppliers.  We’ve also included 
articles around core HR, social learning and recruiting 
best practices to equip you with 21st century 
responses to 21st century challenges in the HR world.  

For more information on how we can help you, please 
reach out to uki@successfactors.com or call us on 
+44 (0) 8450 742990.

Stephen Hurn
Senior Vice President & General Manager EMEA
SuccessFactors - An SAP Company

About 
SuccessFactors, 
an SAP Company
SuccessFactors is the leading 
provider of cloud-based Business 
Execution Software and delivers 
business alignment, team 
execution, people performance 
and learning management 
solutions to organisations of 
all sizes across more than 60 
industries.
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Reducing First Year 
Attrition: What the 
Research Shows
 by Rebecca Sowards-Emmerd – Onboarding Product Manager

Starting a new job is one of the more emotional experiences someone can go through. Traditional 
onboarding systems focus on paperwork and process, forgetting about the emotional transition 
of a new employee. While process efficiencies are important and can save companies money, 
significant cost savings can come from reducing first year attrition. By addressing the emotional 
needs of new hires, they will feel more comfortable and welcome in their new organisations and 
thus help to reduce attrition during that critical first year.

“New hires want to show 
value and establish 
credibility as soon as 
possible”

Although process efficiencies are important and can 
reduce administrative costs, the cost savings associated 
with reducing first year attrition can be significantly 
more substantial. That’s why we believe that a complete 
onboarding solution should address not just the 
administrative process of bringing someone into the 
organisation, but the human aspects as well.

Researching onboarding needs
Before designing our new onboarding solution, we did 
several rounds of research with people who recently 
started new jobs, as well as hiring managers across 
industries and generations. We wanted to deeply 
understand the experiences, frustrations, and delights of 
these employees.

To frame the research, we broke the onboarding process 
into three stages: Contract signing up to Day one, Day 
one, and after Day one. We kept the conversation open 
ended and encouraged people to talk through their recent 
onboarding experiences. Below are some key points from 
our research findings:

Before Day One – 
“The more you know, the less stress you have”
New hires are especially anxious about their first day. 
There is no such thing as too much information as long 
as it is presented simply and clearly. We found that 
new employees appreciate background information on 
projects and technology. We also found that:

•	 There’s considerable frustration with the piles of 
documents and papers that needed to be filled out. 
Although new hires were generally tolerant of pain 
in this part of onboarding (forms are not exciting), 
they expressed a strong desire to experience 
“completeness;” knowing they received and 
completed everything.

•	 New hires face a sea of unknown faces when they 
start a new job and meet lots of new people. New 
hires frequently requested the ability to learn names 
and faces of their new colleagues ahead of time.

•	 New hires were commonly concerned with asking 
“stupid questions.” New hires wanted a place to ask 
questions that were inappropriate during the interview, 
but that they wanted to know before Day 1.

•	 Contact with hiring managers before Day one was 
also appreciated. One new hire shared that she was 
delighted to speak with her manager prior to her start 
date about expectations, her job role, and why she 
was hired.



5

Day One – 
“They’re prepared for me and know who I am”
In great onboarding experiences, new hires felt that the 
company was prepared, both physically (computers, 
access, workspace, etc.) and emotionally (people 
greeting and welcoming them) to welcome them. 
Additional findings included:

•	 Buddies can be a great help. New hires often feel 
alone and a buddy can help them ease into the new 
role and environment.

•	 New hires appreciated when managers sent out 
emails introducing them to their colleagues, as it was 
stressful for the new hire to have to take the initiative. 
We suggest including something that could help break 
the ice in the email. For example, a manager could 
share that the new hire has just moved to the area and 
is looking for a gym.

•	 New hires generally enjoy orientation when it is about 
meeting people, for example senior management or 
other new hires, etc. 

•	 They were less interested in classes that got them 
“into the weeds” (how you fill out your time sheet, 
vacation requests, etc.) and often forgot such training 
as soon as they walked out of the room.

After Day One – 
“Let me show value and establish credibility quickly”
New hires want the opportunity to show their worth, 
proving themselves in the role they have been recruited 
to do as soon as possible. 

Furthermore, new hires:
•	 Find it disheartening when the company doesn’t take 

advantage of their skill set.

•	 Are often left unsupported with set-up tasks and don’t 
know where or who to go to for help.

•	 Wanted to learn background information before Day 
One to be able to study up ahead of time.

What we learned
Our research clearly showed that the real stars of 
onboarding are the managers and colleagues. People 
don’t leave companies because paperwork is frustrating; 
people leave managers, positions, and organisations in 
which they don’t feel welcome or comfortable. Our focus, 
as we continue to develop our onboarding solution, is 
thinking beyond the process steps and addressing the 
human element of this stressful and highly emotional 
experience.

You can learn more about SuccessFactors Onboarding by visiting:
http://www.successfactors.com/en_us/solutions/bizx-suite/recruiting/onboarding.html
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Mick Collins recently spoke to Jamie Lawrence, the Editor of HRZone on current trends and the 
future of analytics in the HR space. Mick is the Principal Consultant for Workforce Analytics & 
Planning at SuccessFactors an SAP Company. In this role, he leads a global team and provides 
consulting services to multiple clients including Fortune 500 firms in the retail, publishing and 
consumer product sectors.

1. Where does the fundamental value lie 
in HR analytics?

For talent management leaders, HR analytics 
is a game-changer in how large organisations 
recruit, deploy, engage, and maximise the 
productivity of their employees. But more 
importantly, it offers unbounded potential to 
correlate investments in people to business 
results. 

I often talk about HR’s role – through the 
management of their human capital assets – as 
impacting four principal outcomes: generating 
revenue for the organisation, minimising 
expenses, mitigating risks, and executing 
strategic plans (public sector organisations 
might replace “generating revenues” with 
“fulfilling their mission or charter”). HR metrics, 
such as termination rates, offered in isolation 
of other datasets, have limited applicability 
to these outcomes and, consequently, are of 
limited interest to the C-suite. 

Instead, every HR executive wants to know “did 
the money we spend on Talent Initiative X deliver 
the intended business results, and how much?” 
That’s where HR analytics is fundamentally 
delivering value – more than just “big data”, it’s 
“better data”. 

2. Analytics in the HR function is a new 
concept for many. What new skills do 
HR professionals need to effectively 
utilise this data?

I believe that comfort with the end-to-end HR 
analytics process is a feature of four core skills: 

Quantitative Skills: The ability to understand and 
apply data would seem to be rather obvious, 
given that the foundation of HR analytics is…
numbers. However, statistical knowledge will 

vary by HR role – analysts might be expected 
to possess greater skill in pure “number-
crunching” whereas HR Business Partners 
should be confident in understanding how data 
is managed (in systems), how common metrics 
are defined via formulas, and possess familiarity 
with basic quantitative terms, statistics, and 
methodologies. 

Business Knowledge: As discussed earlier, HR 
analytics derives much of its value from the 
application of data analysis to business issues. 
In simple terms, this can mean identifying 
which metrics align most closely with business 
unit goals or calculating the financial impact 
of a human capital initiative. Familiarity with 
the organisation’s strategic plan, revenue and 
profitability targets, growth strategies, and 
operating risks increases the likelihood that 
analytics deliverables mesh with business 
priorities and therefore address the “so what?” 
question that frequently derails quantitative 
analysis.

The Future of HR Analytics
By Mick Collins, Principal Consultant,  
Workforce Analytics and Planning
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Consulting Skills: Common to most HR 
transformations that take place today is a 
commitment to becoming a better business 
partner. To do so requires that HR professionals 
possess internal consulting skills to facilitate 
stronger, two-way, conversations with line 
managers, hypothesize the root-causes of 
current business problems, leverage HR 
analytics data to design suitable interventions, 
and measure the results of those programs. 

Communication Skills: Applying data to 
business problems means little if the data 
cannot be positioned effectively for executive 
consumption and action. Incorporating 
visualisation techniques for example, 
infographics, and storytelling increases the 
likelihood that analytics-driven messages will 
be received loud and clear.

3. What common mistakes do 
companies make in either adopting 
HR analytics or building strategies 
around HR analytics?

Firstly, to over-reach, promising that analytics 
will “change the way that HR does business”. 
Building the capability for analytics takes time, 
and even the most successful organisations will 
face – hurdles along the way - apathy, competing 
priorities, insufficient technology. It is important 
to have a clear, and realistic, vision of how 
HR analytics can have the greatest impact on 
specific leverage points – those talent decisions 
where data-driven insights are most crucial. 
Trying to apply analytics to every HR activity just 
isn’t feasible. 

Secondly, to assume that “if you build it, they 
will come” – that by offering HR metrics and 
analytics to line managers, they will login to a new 
application, or take time to review the findings. 
HR analytics is often about winning hearts and 
minds; be thoughtful about which audiences will 
have access to the analysis and why/how they 
will use it, and identify both formal stakeholders 
and informal champions to support your cause. 

4. Proving the value of HR analytics 
remains a challenge – how should HR 
go about building a business case for 
the board?

In my experience, the business case for HR 
analytics has tended to default to financial 
calculations of the Return on Investment (ROI), 
especially when evaluating technology options. 
This is necessary but insufficient. Instead, 
start more broadly with assessments of the 
biggest talent challenges/leverage points your 

organisation faces – now, and in the next 5 
years – and how a capability for HR analytics 
and/or strategic workforce planning might 
resolve them. For example, if analytics can 
correlate investments in training to the adoption 
of critical skills to support a new business 
model or process and demonstrate the revenue 
opportunity associated with that model, you 
have the makings of a solid business case. 

5. How will the injection of analytics 
capability into HR affect HR’s 
relationship with other key functions 
e.g. marketing or finance?

As I mentioned above, HR can draw on the 
experience of colleagues across other functions, 
such as marketing and finance, when building 
its own analytics capability. I believe that this 
can only strengthen their relationships, with HR 
taking a more active role in integrated decision-
making processes (ones where talent decisions 
are on par with product, market, or investment 
choices). This isn’t the norm today, but could be 
an exciting vision of the future.

6. What will the HR function look like 
in five years? Will it be staffed by 
scientists?

There is no doubt in my mind that scientists will 
become a staple of HR functions that buy into the 
notion of an evidence-based organisation where 
data becomes readily accepted, and acted 
upon; we are seeing that today in organisations 
where leaders with non-HR backgrounds are 
being recruited from data-intensive functions 
and bringing a commitment to analytics with 
them.

Also, I think that we’ll see more of the “networked 
HR organisation”. For example, the concept of 
HR analytics data being closely guarded and 
available only to a small minority of HR staff will 
change; crowd-sourcing tools such as corporate 
social networks will be used to disseminate 
non-sensitive data in order to speed decision-
making on the front lines.

Overall, it is an exciting time for HR professionals, 
for whom a competency in HR analytics is 
extremely powerful and desirable. 

You can learn more about SuccessFactors 
Workforce Analytics by visiting http://www.
successfactors.com/en_us/solutions/bizx-
suite/hr-analytics-cloud/workforce-analytics.
html
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Baloise Group Adopts SuccessFactors to Align 
its Global Talent Management Strategy

Headquartered in Basel, Switzerland, the 
Baloise Group is a European provider of 
insurance and pension solutions. In Switzerland, 
the Group operates as a specialised financial 
services provider, offering a combination of 
insurance and banking services. The Group 
also has a market presence in Germany, Austria, 
Belgium, Luxembourg, Liechtenstein, Croatia 
and Serbia. Its sales network includes its own 
sales organisation, as well as brokers and other 
partners.

Challenge:

Even with changing customer needs, there is one principle to 
which Baloise has always remained faithful – the principle of 
safety, together with several values including, “swissness”, 
“innovation” and “partnership”.

With integrity at the core of the business and the belief that its 
employees are the lifeblood of the organisation, Baloise needed 
to ensure consistent performance and talent management across 
the organisation, in order to foster a culture of performance, 
trust and learning. Specifically, the company had an objective of 
integrating and simplifying HR processes, enabling visibility and 
comparability on individual performance reviews, with the ability 
to link performance to compensation and succession, to identify 
internal talent, and ensure standardisation on one HR platform.

“In Switzerland, we had an HR solution built internally by the IT 
department, but it was complicated and difficult to manage,” 
said Christian Neumann, Performance System Manager, Baloise 
Group. “We needed to rethink how we, as a business, wanted 
to optimise a performance and talent solution for use as a 
meaningful leadership tool.”
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“WE CONSIDERED 
SUCCESSFACTORS 
TO BE THE ‘ROLLS 
ROYCE’ OF HR 
SOLUTIONS” 
CHRISTIAN NEUMANN, PERFORMANCE SYSTEM MANAGER

Solutions:

Following an extensive market and solution evaluation that 
spanned six months, SuccessFactors was selected as the 
best choice. “SuccessFactors was the most state-of-the-art, 
mature and integrated solution. We likened SuccessFactors 
to the ‘Rolls Royce’ of solutions and it was simple to integrate 
with our core HRIS in Switzerland,” said Neumann. In early 2011, 
SuccessFactors Performance & Goals was implemented to 
initially 3,900 employees, in five languages, including German, 
French, Flemish, Croatian and English. Later that same year, 
Baloise implemented Succession & Development, and then 
Compensation was deployed across the company by the end 
of the year. 

Results:

“We now have one system for almost all processes and 
requirements. Everyone who has access to the system has the 
same interface and the same touch point,” said Neumann. “In 
terms of efficiency, as all the data is in one place, it saves us 
considerable time. Something that used to take time to search 
for or retrieve, now takes a matter of just three clicks. We are now 
also able to carry out analysis and compare performance within 
business units and departments, and view available succession 
plans, which wasn’t even possible before.”

In addition to having a standardised global and consistent 
platform across the Group, Baloise has also been able to 
build a pay for performance culture that is directly linked to 
compensation and succession. From a business perspective, 
this provides the executive board with insight and analysis on its 
future leaders with the ability to gain measurable comparisons 
on performance. From an HR perspective, it enables the Group 
to maintain an accurate up to date organisational chart, defining 
candidate potential for future succession, as well as ensuring 
that all employee goals are aligned with corporate objectives 
globally.

“SuccessFactors met our original expectations and we were 
particularly impressed with the Professional Services’ level of 
knowledge and capabilities,” concluded Neumann. “We have 
been able to build a consistent and structured platform around 
performance management, goal alignment, compensation and 
succession. 

This has enabled us to better identify and use our internal talent 
and talent mobility worldwide.”

“Because of SuccessFactors transparency and trust was 
encouraged between managers and employees. The ability to 
seamlessly cascade goals between both parties helps to foster 
better communication, which benefits everyone involved.”

www.baloise.com 

Employees:
8,800

Industry:
Financial Services

Region:
Global (8 Countries)

SuccessFactors
Solutions:

•  Performance & Goals
•  Compensation
• Succession &
 Development 

Customer Since: 
2010
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21st Century HR: 
3 Thought Leaders Share Insights on the 
Most Important Topics Affecting the Industry
In anticipation for the next series of 20 Minute Master Classes we asked three influential 
thought leaders for their opinions on topics such as best recruiting practices, the skills gap 
and the top challenges facing HR today.

Laura Burton is the HR Director for the UK & Ireland at SAP, where she provides HR leadership and direction 
to over 1,400 employees, creating & outlining overall strategy to enable change. Laura has achieved Chartered 
Fellow status with the CIPD and has previously worked for IBM, Telsis and Capgemini.

Vanessa Robinson is the Head of HR Practice Development at the Chartered Institute of Personnel and 
Development (CIPD) – the world’s largest Chartered HR and development professional body with over 135,000 
members. 

Sharyln Lauby is the author of the blog HR Bartender – recently recognised as one of the ‘Top 10 Business 
Blogs Worth Reading’ by the Society for Human Resource Management (SHRM). In addition to this Sharlyn is 
also the President of ITM Group Inc a consulting firm which focuses on developing training solutions that engage 
and retain talent in the workplace.

What are the reasons behind record global 
first year attrition numbers? What can 
companies do to ensure that once they have 
taken the hard step to attract and recruit top 
talent, they then retain star performers?

SL: Onboarding programs are often the culprit when it 
comes to first year attrition. Even when an organisation 
hires a rock star, they must be onboarded properly in 
order to be an effective employee. 

When I’ve seen an onboarding disconnect, it’s because 
management and employees do not have the same 
perspective about the job. For example, ask employees/
management/senior leadership how long it takes to 
become fully-effective in the job. If the employee says 
six months, management expects one month and senior 
leadership claims a year, there’s a huge disconnect.

VR: Organisations are increasingly focussing their efforts 
on attracting new employees, eg through promoting their 
brand on their corporate websites, through social media 
channels where new recruits share their experiences of 
working in an organisation. It is important for organisations 
to ensure through carrying out these activities (as well 
as in their more traditional recruitment methods such as 
assessment centres and interviews) they do project the 
“real” employer brand and that potential candidates have 
as much opportunity to understand the organisation’s 
purpose and culture and so make a judgement as to 
whether they think they will fit into this culture. 

If there is no alignment between an individual’s beliefs 
and an organisation’s then it is likely that the individual 
will realise this quickly and look to move to a different 
organisation quickly. Interestingly CIPD’s 2013 Resourcing 
survey has identified that using social media as part of 

a resourcing strategy brings various benefits: 4/5ths of 
respondents think that this channel has increased the 
strength of their employer brand. 

LB: Within SAP we wouldn’t say that we have seen 
‘record attrition rates’ as the global attrition is running 
at just over 6% and has stayed at a similar level for the 
past year. With SAP continuing to diversify into new and 
convergent technologies this means we are able to retain 
our best  talent within the organisation through focused 
development, career growth, geographical and business 
mobility alongside the more traditional methods of 
retention of market aligned salary and benefits packages.

What have been the top 5 challenges for 
HR in 2013 so far and do you feel that these 
trends will continue into 2014 and beyond?

LB: 1. Diversity – making sure that there is diversity of 
talent within the workforce – strategies to attract, retain, 
foster great working experiences and a culture that 
RECOGNISES difference, values it and makes it inclusive 
and critical to business success. 

2. Effective management of people is vital – making 
sure people are focused, engaged and want to continue to 
work for the organisation that employs them!  Within this, 
clear alignment of what people are tasked to do is crucial 
and more and more organisations are spending time and 
effort asking questions such as ‘what are the risks if our 
good people leave?’, ‘what will happen to the business if 
my people don’t perform?’

3. Internal mobility of talent – again if you look at HR 
trade press most are dominated by the need for attention 
to employee development, talent mobility and resource 
utilisation as well as the whole piece on succession 
planning and talent management.  Lots of organisations 
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“Onboarding 
programs are 
often the culprit 
when it comes to 
first year attrition. 
Even when an 
organisation hires 
a rock star, they 
must be onboarded 
properly in order 
to be an effective 
employee.”

are investing in data systems for tracking and also thinking 
about strategic development for true stars.

4. Sounds a cliché, but – there is a war for talent out 
there.  Linked to the above point, ‘great’ skills are rare and 
genuine A players are hard to come by.

5. Final point – management capability – how do we as 
HR professionals help managers to get to grips with the 
many and varied things that they need to be effective in, to 
make their resources work and deliver.  Most organisations 
will have great managers and leaders but not in sufficient 
numbers for the business challenges they face so upping 
the game becomes crucial here as well.

VR: CIPD’s HR Outlook (a survey of senior HR and non-
HR leaders) identified that the top 5 things that HR leaders 
are focussing on are managing performance, workforce 
planning, improving service delivery, reward management 
and encouraging collaborative working to address the top 
issue of cost management.

SL: I would say the top five are: 1) health care reform, 2) 
building talent networks for current/future staffing needs, 
3) staying current with changes in technology, 4) skills 
and competency gaps, and 5) compensation structures 
not keeping pace with cost of living. I do think they will 
continue into next year.

What’s interesting about these five challenges is how 
inter-related they are. For instance, in the U.S health care 
benefits are considered a top enticement for recruiting. So 
how much companies charge for benefits will be important.

What are the most pressing topics when 
recruiting millennial talent? How much have 
traditional recruiting methods changed in 
recent years?

SL: Millennials make up a majority of the workplace now. 
Smart companies are listening to this majority. They are 
finding out what’s important to them and what motivates 
them.

If you haven’t checked out the website TheMindsetList.
com, it’s an interesting read. They publish information 
about graduating classes to give you some perspective of 
the student’s mindset. For example, the graduating class 
of 2016 will have never seen an airplane “ticket”, point-and-
shoot cameras are passé, and the news is on YouTube. 
These young professionals work differently and we need 
to appreciate their frame of reference.

That being said, companies will want to adapt their 
recruiting practices to reach this group. Career videos on 
YouTube, recruiting on smart devices, etc. need to be a 
part of a company’s recruiting strategy.

LB: One of the key challenges in recruiting millennial talent 
is the ability for a company to hire top student talent with 
the skills that today’s fast-moving technology industry 
requires. There is strong competition for a limited supply 
of “work-ready graduates” and the traditional recruiting 
approaches through marketing on campus and building 
university employment brands need to adapt in order to 
target this limited supply of higher-value potential student 
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hires, rather than cast a wider net to reach evermore 
prospective student hires. In addition to careful targeting, 
students are amongst the heaviest users of social media 
tools and therefore effective university recruiting must be 
too.

VR: CIPD’s annual resourcing survey identifies that 1/3 
of organisations have adapted their recruitment practices 
to become more accessible to younger candidates, most 
commonly through schemes to train and develop young 
people, linking with education institutions and/or greater 
use of online recruitment and social media.

There seems to be more and more news 
reports about a lack of skilled workers yet 
this coincides with record unemployment 
figures, is there really a talent shortage 
or does the problem lie with recruitment 
methods and attracting talent?

VR: Youth unemployment reduced slightly in 2012 from 
its record high of 2011. However one in five economically 
active 16-24 year olds remain out of work, raising 
significant concerns about the long term impact on skills 
development and future productivity of the labour market.

As noted above CIPD’s 2013 annual resourcing survey 
shows that 1/3 of organisations have adapted their 
recruitment processes to become more accessible to 
younger candidates.

SL: It’s a bit of both. Jobs are changing which means 
the skills necessary for the job are changing as well. 
I also believe that organisations are trying to keep 

their organisations flatter – fewer managers with the 
expectation that employees can self-manage and become 
more autonomous. But building a self-managing culture 
doesn’t come by osmosis. Employees must be given the 
skills to succeed in this environment.

Many employers are using or introducing mobile and 
social tools into their recruitment processes. But we’re not 
completely there yet. I still talk to plenty of companies who 
want the paper resume.

There are more generations working together 
in the workforce than ever before. How 
much of a difference is there between how a 
Boomer, a Gen Xer and a Millenial want to be 
managed, developed and coached?

LB: Understanding the engagement and retention 
challenges of the multi-generational workforce is critical to 
the success of any organisation today, as the simple reality 
is that organisations need each of these generations. They 
can reap the benefits of the wisdom of aging workers and 
the fresh ideas and perspectives of younger workers if 
they understand the differences and how to respond to 
them appropriately.

Research by J.J Deal highlights a general trend towards 
declining employer loyalty from generation to generation: 
65% of Boomers would consider staying with an 
organisation throughout their working lives in contrast 
to 40% of Gen Xers and only 20% of Millennials. Clearly, 
this trend shows organisations and their managers need 
to be astute in their understanding of what motivates 
and engages employees, and be able to reflect that 



understanding in the way that work is rewarded and 
contribution recognised. 

Among the strongest motivational factors for the Millennials 
is progression and personal growth. Sustaining career 
progression, therefore, is the most singular challenge 
organisations face in energising and retaining younger 
talent.

SL: I believe every person is unique and wants to be 
addressed in a personal way. We all bring something 
different to the business. Hopefully, that’s why the 
company hired them – for their talents. 

Managers shouldn’t guess a person’s age and assume 
they know the best way to manage, develop or coach 
an employee. They should get to know their employees, 
understand their mindset, and find out how that employee 
would like to be managed.

And finally…

Are competencies or goals more important 
in assessing employee performance?  If you 
had to evaluate employee performance using 
just one of these tools which one would you 
choose?

VR: I don’t think that you necessarily need to separate 
the two. If a competency framework includes behavioural 
elements such as driven to deliver then this captures 
whether an individual does also think about achievement 
of their goals. However, a focus on just goals presents 
a risk, as it can encourage an organisation culture 
that encourages behaviours that are not in line with 
the espoused organisation culture. It can potentially 
encourage short term (profit/bonus) focus that ultimately 
can be damaging to the organisaton’s long term health, 
something that has been played out over the recent years 
with respect to some of the banking collapses that we 
have witnessed.

13

“Millennials make up 
a majority of the 
workplace now. Smart 
companies are listening 
to this majority. They 
are finding out what’s 
important to them and 
what motivates them.”

What are your thoughts on the 
challenges facing HR today?  

Join the conversation on the 20 Minute 
Master Class LinkedIn Group 

bit.ly/20mmclnkdn, and don’t miss the 
forthcoming Master Class series with some 

of the industry’s top thought leaders.
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WELCOME BREAK GROUP
Transforms Its Workforce with 
SuccessFactors

As the UK’s second largest 
operator of motorway services 
and hotels, Welcome Break has 
been operating since 1960. The 
company has grown from a single 
service area at Newport Pagnell 
near Milton Keynes on the M1 
motorway to 28 large sites across 
the UK, employing more than 
4,500 people.

Challenge:

In 2009, the company made the 
conscious decision to move into world 
class high street brands with the 
goal of transforming itself from what 
was essentially a roadside catering 
company to a multi-faceted retail 
business.

The company shifted from a 
decentralised business that relied on 
the individual initiative and business 
acumen of its site directors, to a more 
structured, centralised discipline. 

As part of that shift, Welcome Break 
needed to ensure that its 4,500 
employees were all aligned with 
corporate goals at every level of the 
organisation. This required a major 
transformational shift in its workforce 
and presented a significant challenge.

The company’s previous HR processes 
were all manually managed in paper 
form and spreadsheets on a site by site 
basis and emailed into the company’s 
headquarters. Likewise, Welcome 
Break’s payroll system was the only 
means it had of holding employee 
records centrally, while training and 
learning requirements were recorded 
manually. With dispersed and site-
specific processes, it was difficult to 
identify internal talent or cross-train 
staff to work with the different high 
street brands represented by the group.

“Everything on site is ours,” said 
Welcome Break’s Director of People, 
Karl Jolly. “The whole team of 200-
300 people in a single site all work for 
us, but just happen to be representing 

additional brands. So we had the dual 
challenge of training staff at a base 
level but still represent the Welcome 
Break culture and service values.

“We had to ask ourselves what 
organisational culture we wanted the 
Welcome Break brand to reflect,” he 
added.

Solutions:

To achieve this, the company knew 
it needed to address its existing HR 
systems and processes if it was to 
transform and align its entire workforce 
around a single culture and set of 
competencies.

“Our new chief executive also wanted 
to revisit the HR function,” added Jolly. 

“Previously, there had been a separate 
HR and training function, so the first 
thing I did was to bring HR and training 
together to be the ‘people team’. I also 
wanted to provide employees with 
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“SUCCESSFACTORS IS FAR 
MORE THAN JUST AN HR 
SYSTEM. WE KNEW IT WOULD 
HELP US GET TO THE NEXT 
STAGE OF OUR STRATEGIC 
BUSINESS EXECUTION AS A 
COMPANY.”
KARL JOLLY, DIRECTOR OF PEOPLE

suitable training and career progression 
opportunities to enable them to transfer 
across different brands and business 
units as required. It was HR’s job to 
spearhead the strategic new business 
initiative that will enable us to gain full 
visibility of our internal talent, insight 
into individual training and competency 
requirements, as well as the ability to 
cross-train and promote staff across 
different brands and business units.”

Jolly and his team spent a lot of time 
looking at the market and decided to 
standardise on SuccessFactors as the 
platform of choice.

“SuccessFactors is far more than just 
an HR system. We knew it would help 
us get to the next stage of our strategic 
business execution as a company,” 
said Jolly.

“I turned to our senior team and 
said if we are going to do this, it will 
fundamentally change how we operate 
as a business in terms of our disciplines 

and our structure. It was important that 
our management team were on board 
with this, and understood the major 
change it would bring.”

Welcome Break is currently in the 
process of deploying SuccessFactors 
Recruiting Management, Performance 
& Goals, Succession & Development, 
Jam, Employee Central and Learning. 
The solutions are helping Welcome 
Break to develop internal talent, drive 
employee performance and transform 
the company’s workforce.

“The suite really revolutionises what 
we do,” said Jolly. “It provides us with 
a strong foundation for where we want 
our business to go in the future.“

Results:

Welcome Break is half way through its 
two year transformation. The company 
began by deploying Jam, Employee 
Central and Recruiting Management 
first, with the additional solutions to 

follow over the coming months.

Once the transformation is completed, 
the group estimates it can reduce 
employee turnover by 10 per cent due 
to improved quality of hires, faster 
onboarding, efficient training, clear 
measurable objectives and career and 
succession planning.

This alone could deliver a six figure 
saving. Welcome Break is also expecting 
to gain a five figure cost saving on its 
external recruitment costs as 25 per 
cent of the vacancies will be internally 
filled, thanks to the visibility of its talent 
pool and its succession planning. The 
company is also estimating a significant 
boost in employee productivity and 
engagement, which could also deliver 
six figures back to the organisation.

welcomebreak.co.uk 

Employees:
4,500

Industry:
Hospitality

Region:
United Kingdom

SuccessFactors
Solutions:
•  Recruiting 

Management
•  Performance & Goals
•  Succession & 

Development
•  Jam
•  Employee Central
•  Learning

Customer Since: 
2011
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Winning with 
Employee Central 
Core HR
 by Eva Woo, Director of Product Marketing
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That was about a hundred years ago.  About the same time 
that Hiram Bingham discovered Machu Pichu, the Panama 
Canal was nearing completion and Duchamp’s painting of Nude 
Descending a Staircase shocks the public.   

What does this have to do with Henry Ford and customers? 
I’m trying to make a point here. The point is, about a hundred 
years ago, people were not all that different from us today. 
They explored, they built and they were creative. The biggest 
difference between people of that era and us today is the fact 
that choices were not as readily available, it wasn’t about what 
the customer wanted.  That is why Henry Ford’s quote did not 
raise many eyebrows in those days.  His goal was to get a simple 
product out there, affordable and available to the masses.

Can you imagine today if you were only given one colour option 
for your new car?  Would that win you over as a customer?   
Well, thanks to our entrepreneurial society, you can expect 
hundreds of companies starting up overnight to provide you 
with other colour options, customisations, etc.  Yes, choices are 
abound for the millennials. 

Henry Ford became an American success story with the go-to-
market strategy, a simple car for the masses. Winning customers 
over was not part of his strategy, selling products was and that 
is the difference here. 

Winning customers is not an easy task. First you must have a 
product that benefits the customer, solve their problems.  With 
Employee Central Core HR, we have that.  
 

•	 Employee	 Central	 Core	 HR	 can	 provide	 customers	 with	
a single system of record.  Did you know that an average 
company has over 20 sources for employee data? 
Customers find that consolidating the data into one system 
or having a system like Employee Central able to access that 
data directly improves the accuracy and accessibility of their 
workforce data and reduces the hours of manual processing.

•	 Employee	 Central	 Core	 HR	 can	 save	 customers	 money.	
By offering the solution in the cloud, you can remove the 
hardware investment and upkeep. Most importantly, because 
it’s cloud based, customers will always take advantage of 
the latest version.  Too often we hear from customers that 
by the time they’ve implemented a system it’s already out 
dated. 

•	 Employee	 Central	 Core	 HR	 can	 be	 your	 strategic	 partner	
with reports that provide actionable insights.  Don’t just 
share transactional data, but come prepared with analytics 
reports that can help your company plan the next move with 
their most important resources, your employees. 

•	 Employee	Central	Core	HR	does	not	require	that	a	company	
completely over haul their system.  In other words, you 
don’t need to “rip and replace” your existing HR systems in 

order to use ours. The system will integrate based on your 
infrastructure.  We have customers who are in the need of 
an HRIS to support employees located in a remote office.  
Using Employee Central in conjunction with their existing 
HRIS system solves this problem. 

•	 Employee	 Central	 Core	 HR	 offers	 the	 most	 compliance	
functionality for customers. Hands down, we do. One of 
the greatest challenges for HR when it comes to managing 
a global workforce is the need to stay compliant within 
the local country reporting requirements.  We see that 
some countries may have over 100 changes within a year.  
SuccessFactors has over 200 country experts that stay on 
top of these changes and ensure that the system is updated 
to reflect them so that our customers don’t need to.   

Winning customers

Ok, so we solve customer problems and we sell products. So 
what? Henry Ford did that too. 

We have a saying at SuccessFactors, the Customer Must Win.  
This was never more true than for Dentsply.  With more than 
13000 employees and an aggressive growth plan, they needed 
to implement a core HR system to help them identify gaps in 
their ongoing and targeted growth.  I don’t think they embarked 
on this project to win an award; they embarked on this project 
to solve a problem.  Problem solved, Employee Central Core HR 
implemented and they won a national award as well! 

This is just one example of helping our customers win but 
SuccessFactors is helping companies win every day across the 
globe. 

Customers that win with Employee Central have a unique 
partnership with us.  We strive to continue helping them win 
by driving innovation in their businesses through Core HR and 
through this partnership our customers are happy to join us at 
our Customer Advisory Panel discussions helping each other to 
continually improve.

I recently met with our Product Management team, led by 
Thomas Otter, VP of Employee Central.  What struck me most 
about the team was how close they worked with our customers.  
Throughout the continued process of developing new features, 
“customer must win” is always at the forefront. It is this unique 
mix of SuccessFactors engineering ingenuity combined with our 
customer input that enables us to deliver results that makes all 
of us all winners. 

I wonder what it would have been like if Henry Ford was focused 
on winning customers over instead of just selling Model T’s?  

The world will never know.

“The Customer Can Have Any Color 
He Wants So Long As It’s Black” 
Henry Ford
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If people have been learning for 
eons, why is there any need to 
consider a shift in how we offer 
learning to people at work?  

Just exactly what is social 
learning and can it pay off for my 
organisation?   

Let’s start with a backdrop to 
define social learning, and then 
give you five reasons why it’s 
important for you to design a 
social learning strategy.

Defining Social Learning
Social learning is not a new concept.  Originally 
developed as a learning theory by psychologist 
Albert Bandura, essentially social learning states 
that we all learn within the context of a social 
setting.  Additionally, we learn by watching others 
and imitating their actions.  More recently, the term 
“social learning” has been absconded somewhat 
to be broader and to incorporate the use of social 
technologies.  Today, people tend to think of the 
term “social learning” as:

“… learning that happens by interacting with 
other people, initiated by the learner, and 
enabled by online technologies that provide 
access to a community through both read and 
write capabilities.”

Just like the original Bandura concept, we are 
learning from one another, but there are three 
important factors here that are new.  First, the learner 
initiates the learning.  Rather than an instructor 
pushing a learning event upon a learner, the learner 
accesses content and knowledge on their terms, 
in their context.  Second, this is enabled by online 
technologies which increasingly are accessed 
via mobile devices.  Finally, the learner is part of a 
learning community, which means that not only can 
they access content, but they can also contribute 
content through both read and write capabilities.  
Now, wherever the learner is, at whatever time, they 
can access a learning community and interact with 
other learners.

The Right Fit: Five 
Reasons Why You Need 
Social Learning Today

By Dr. Karie Willyerd, Vice President, Learning & Social Adoption



Why Consider Social Learning?
Social learning can enhance and make our 
investment in all other learning pay off royally.  Let’s 
consider five reasons why social learning makes 
sense in today’s business environment.

1Adults learn from each other.  We all know 
this, but too often we don’t incorporate this 
basic principle into our learning programs.  
Think about the last time you went to some 
learning event.  Likely the best part of the 
event was not the formal learning, but what 

you learned from other participants.  We should 
be saying to every learner in every program, “You 
are the content.”  If we really believe they are the 
content, and that their context means everything to 
ensuring that every participant engages completely 
in a learning experience, then we need to give them 
the tools to engage with each other over time.  
Networking receptions are great, especially for first 
contact, but having a platform where the learning 
can continue is important to get the most that each 
person has to offer to the learning experience.

2People forget.  It’s not just that people 
forget.  They forget a lot.  In a typical 
scenario, we’ll send someone to training 
for three days, incurring thousands in 
course fees, travel, lodging, and lost 
opportunity costs.  If that learning is 

not reinforced immediately, the likelihood that real 
behaviour change will occur on the job is drastically 
reduced.  This forgetting curve is exponential, in a 
bad way.  Nearly 90 percent of what we learn can 
be lost in less than a week.  However, if we reinforce 
that learning in a few days, and keep reinforcing 
it a few times in the first few months, that loss of 
learning is reduced dramatically.  A social learning 
community allows learners to remind one another, 
to connect with how they are applying that learning, 
and creates a place for the facilitator to reinforce 
learning continuation back on the job.  

3It’s hard to find stuff.  As knowledge 
workers, experts estimate we can spend 
up to a day a week looking for information.  
How many of us have had the experience 
of trying to figure out which email has 
the latest version of a presentation you 

need for an important meeting?  A social learning 
platform allows the creation of a virtual community 
for people to not only store content, but rate it 
and comment on it.  The search productivity gains 
enabled by being able to connect with others using 
social technologies can be as high as 35 percent, 
according to McKinsey†.  

4Millennials expect to use social 
technologies.  And they expect to be 
developed.  Cisco surveys workers about 
their technology usage, and they report 
that nearly 2/3 of Millennials will ask about 
social media during their job interview.  In 

a survey we conducted last year, recruiters and hiring 
managers told us that the top benefits Millennials 
are seeking in a new job are training and mentors.  
So Millennials want training, they want to learn from 
others, and they want access to social tools.  Social 
Learning utilises communication tools that are 
familiar and comfortable for the next generation of 
workers.

5There is a daily talent cliff.  The oldest of 
the Baby Boomer generation are entering 
retirement, and the generation behind it, 
Gen X, is smaller.  There are simply not 
enough people in Gen X to replace every 
person exiting the workplace, but there 

are enough Millennials.  As we lose that experience 
in the Baby Boomers’ heads, the ability to store that 
knowledge in a place that can be accessed later 
is important.  And with our increasingly dispersed 
workforces, social learning platforms allow virtual 
and scalable mentoring communities. 

With each of these reasons, there are implied 
cost savings, whether productivity gains, 
retention increases, or improved opportunities 
for existing training investments.  No matter 
how you look at it, the potential gains for social 
learning are worth looking at today.  

For more information on SuccessFactors’ Learning solutions, including further details on SAP Jam - please visit 

http://www.successfactors.com/learning-management
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† McKinsey Global Institute 

The social economy: Unlocking value and productivity through social technologies, July 2012
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Your Cloud, Your Way
An Update on SAP’s Cloud Strategy

SOCIAL COLLABORATION WITH SAP JAM

BUSINESS COLLABORATION WITH THE ARIBA NETWORK

Core HR
•	 Employee	Central
•	 Employee	Central	Payroll

Performance
•	 Performance	&	Goals
•	 Compensation
•	 Succession	&	

Development

Learning

Recruiting

HR Analytics
•	 Workforce	Analytics
•	 Workforce	Planning

Customer
•	 Cloud	for	Sales
•	 Cloud	for	Service
•	 Cloud	for	Social
 Engagement
•	 Social	Media	Analytics	

by Netbase

Financial
•	 Cloud	for	Financials
•	 Cloud	for	Travel	and	

expense
•	 Invoice	Pro	(Ariba)
•	 Business	ByDesign
•	 Business	One	Cloud
•	 Sales	and	Operations	

Planning

Sourcing
•	 Sourcing	Pro
•	 Discovery
•	 Contract	Pro
•	 Supplier	Information	

Management

Procurement
•	 Procure-to-Pay	Pro
•	 Services	Procurement
•	 Procurement	Content

Spend Analytics
•	 Spend	Visibility

PEOPLE CUSTOMER MONEY SUPPLIER

This past year we have learnt a lot from our customers and 
partners. They told us that their most pressing topic is 
constant change. We need to reflect this in our solutions to 
help our customers and partners adapt to a new set of rules.

The millennial mindset of the workforce has changed what 
we all expect from solutions. The ability to connect and 
collaborate everywhere and anywhere is raising new and 
different expectations, whilst at the same time helping users 
to manage the revolution. 

The consumerisation of IT has raised expectations about 
what solutions should look like and what they can instantly 
provide. Delivering value in terms of big data and insights is 
creating vast opportunities, something which is reflected in 
the DNA of our solution portfolio.

Everything is now connected - People to People, People to 
Business and Business to Business. Our cloud strategy 
supports the business velocity that our clients need; enabling 
them you to use state-of-the-art technology to drive the 
business at the right speed in the right direction. 

For CIO’s business velocity means becoming a true advocate 
of the business. They need to enable the organisation, 
supporting it with the best solutions in order to help it in its 
transformation.

Our strategy is thus built on two seminal pillars: 

•	 Firstly,	helping	companies	to	engage	customers,	partners	
and employees in new ways. 

•	 Secondly,	 enabling	 them	 to	 execute	 their	 strategies,	
processes and transactions at scale for every critical 
function in the enterprise. 

We do know that the move to the cloud needs to be carefully 
considered to ensure the right mix between cloud, hosted and 

on-premise solutions. Current capabilities define where to 
start and customers then need to be able to define their own 
pace according to their unique specific challenges.
 
We aim to help customers on that journey and our strategy 
and respective cloud portfolio helps to define the right mix 
but also, and more importantly, it defines how the solutions 
can work together and integrate seamlessly with existing 
solutions. 

Most customers start on their journey to the cloud when they 
want to transform business and achieve business velocity. 
And at the end of the day every solution needs to solve real 
business problems.  60 percent of the IT purchase is influenced 
by line of business leaders looking to solve their business 
problems. We understand these challenges and cluster and 
tailor our cloud solutions specifically around them. 

We also understand how business velocity drives value in 
each area, in each segment and in each line of business. You 
can see our latest portfolio under www.sapcloudapps.com , a 
portfolio that has grown and is constantly growing – providing 
fast business value to customers and partners.

Where are we heading next? Well – for sure every area of our 
portfolio will expand significantly and constantly and we will 
deliver innovation based on the interactions we have with 
customers and partners. If you ask me to highlight some 
specific areas, I would mention the Business Networks and its 
impact to areas other than commerce, the positioning of our 
CRM portfolio with the combination of cloud and on premise 
as well as the hybris acquisition in the e-commerce area. 

But more on that to come - stay tuned. 
 

 by Sven Denecken, VP Strategy Cloud Solutions at SAP. 
 Follow Sven on Twitter using the 
 handle @sdenecken
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Unprecedented 
Global Leadership in 
Talent Management
Integrated Talent Management. Recruiting. Performance. Learning. 
Compensation. With so many solutions and vendors in the industry, it’s 
nearly impossible to choose one. Thanks to the highly respected IDC 
MarketScape reports, your search stops here – SuccessFactors is a 
leader in integrated talent management for the fifth year in a row.

What’s more – our talent management solutions are integrated with each 
other, as well as with our leading core HR and analytics applications, for a 
complete end-to-end solution that gives you:

• A single global system to manage your people, processes, and compliance 
across all HR functions

• Engaging business applications that are in line with how people work 
best

• The ability to deliver data-rich insights to make decisions that drive 
business results.

Find out why SuccessFactors is a leader again in all five IDC MarketScape 
reports on talent management.

Download your free reports here:
http://www.successfactors.com/en_us/lp/idc-2013-talent-management-reports.html
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Get Creative in the Battle
for Finding the Best Talent 

 By Adrienne Whitten, Director, Product Marketing

Take a pulse on your competitors. 

You can tune into your competitors’ postings and tweets 
and perhaps gain an edge on them. Obviously, your 
company isn’t the only one using social media, but you 
may get insights into current challenges they are facing 
and how they engage in social recruiting. This type of 
information can be used if you are in a head-to-head fight 
over a good candidate.

Build an “it’s great to work here” image. 

If your company was recognised for its superior technology 
or working environment, be sure to get it posted. Is 
your company an eco-friendly organisation, or does it 
engage in community service? This kind of information is 
important to candidates and employees these days and 
should be on your company’s social media sites. If you 
have a unique bonus or referral program, post that too 
and maybe a friend of a candidate can be rewarded.

Listen to your customers. 

Social media is a perfect forum for your customers to 
be honest and open, so it can sometimes be a bit of a 
challenge to build a positive image for your company if 
there’s a lot of negative chatter online. While sometimes 
unavoidable, you can make sure your company responds 
with the most positive spin possible. Again, openness and 
honesty will be expected by both customers and future 
employees.

Develop a stockpile of great potential candidates. 

Use social media proactively by going out and finding 
profiles of candidates for hard-to-fill positions. By keeping 
these stockpiled and “in waiting” you will have an array of 
prospects on hand when needed.

Increase your own proficiency with knowledge-
sharing peers. 

In a recent search, I came up with a list of 13,245 HR-
related groups on LinkedIn. The top one, Linked:HR, says 
it is the largest community of HR professionals anywhere 
on LinkedIn. Just think, if you have a recruiting issue you 
want some peer input on, you can ask about 740,690 
colleagues in this one group alone for insight.

Hire a social savvy HR recruiter. 

When you hire a new recruiter, consider putting the ones 
that contacted you via a social media outlet on the top of 
the pile. After all, they will have already demonstrated how 
skilled they are in the medium.

Socialise your recruiting goals within your company. 

Social networks have an exponential, mathematical beauty 
about them. For instance, if you have 100 employees in 
your company, and they each have social networks that 
average a thousand people, you can very quickly reach 
100,000 people. And one of those people just might know 
the perfect candidate for a job in your company. If you 
have a referral program in your company, make sure the 
benefits extend to the social networks as well.

Recruiting great talent is becoming more and more competitive and tricky. Nowadays, applicants share 
every detail of your recruiting process online. By 2014, between 47 and 50 percent of the world’s 
working population will have been born after 1980 (known as millennials). This article discusses how 
talent management processes, particularly recruiting, are evolving to address the changing needs and 
expectations of the workforce.

In this war for talent, social recruiting is quickly becoming one 
of the most sophisticated tools that you can use. CareerXroads 
indicates that 20.1 percent of external hires come from job 
boards, but the applicant’s path to the job board or your website 
includes social media.

LinkedIn, Twitter, and Facebook are still in their relative infancy, so in five years, the way recruiters use 
social media probably will be much different. Today, however, there are some interesting ways to use 
social networks, including the ideas below. If you’re not already using these techniques, they might help 
you gain some ground in the battle for the best talent.



23

Learn more 
about what 
SuccessFactors 
can do for you...
TELEPHONE: +44 (0)8450 742 990

E-MAIL: cloudinfo@successfactors.com

WEBSITE: www.successfactors.com

20 MILLION+
users

35
languages

3,600+
customers

177
countries

60
industries




