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Corporate Culture

A. Brainstorming

D Best Places to Work

Glassdoor; the famous online employment website, has announced the ranking of “Best Places to

Work 2016 based on employee feedback. Can you guess the ranks of the following companies?

Best Places to Work 2016

Rank Company Employee Feedback

“The people that work here are some of the best I’ve met in my
professional career. The culture is good. The founders are great people and I
1 believe they have the best intentions for the company, the employees, and
our community. There is a lot of opportunity to learn from different teams

and possibly switch roles as departments grow and new team form.”

“The culture is really amazing and in my opinion even better than the
B media portrays it. The benefits are wonderful, but the professional experience
is even better! You are free and expected to guide your own career in a way that

makes an impact on your goals. This place is incredibly mission-focused and

product-driven. I feel the energy everyday working here.”




continued

Rank

Employee Feedback

“Everyone at Google is sharp and inspired to build great things.
Everyone works together to achieve big and have fun while doing it. The
benefits are unbelievable (food, massage, gyms, discounts, etc.) but the best

part is being surrounded by such amazing talent. It’s truly inspiring.”

19

A

Adobe

“Awesome employer and place to work. Outstanding company
benefits— gorgeous facility with open, collaborative spaces, excellent café,
game rooms, and a friendly team environment. Extremely progressive
company that values employees—I truly feel needed and wanted with

freedom to make decisions and have support at all levels.”

“Wouldn’t trade it with working for ANY other company. Benefits, team
is amazing, management is wonderful, constantly learning on a daily basis.
You work with people who are as passionate about what they do as you
are—who are determined and destined for great things. Work-life balance is
great—yes when you need to complete an assignment you are expected to as
you should! But if you’re always on top of your game and know how to
manage your time it’s incredible! Vacation, stocks, health benefits ... are

wonderful!”

“#Lovewhereyouwork. Fast-paced, fun place to work. The people that
work here are amazing! Our environment thrives on employees’ teaching
and learning from each other. I have the right to make the decisions needed
to help make an impact on the company. I’ve worked in the tech recruiting
industry for 8+ years and Twitter is by far my favorite place I’ve worked so

far!”

39

Chevron

=

human energy

“Great company. Competitive pay and benefits. Strong safety culture.
Lots of intelligent people to work with and a lot of very experienced

co-workers make this a great place to learn as well.”

“Southwest has heart! Opportunities for growth, change, location
movement, department movement. The company provides job stability,
generous benefits, and performance-based salary. The company supports
the communities it services with air travel and not only promotes charitable

giving and volunteer service, but makes it easy to do so as an employee.”
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continued

“Incredible hands-on experience where you learn new skills every
single day; a ton of interpersonal communication; great work-life balance;

competitive pay; friendly and exciting team; busy days where you don’t have

to waste your time in the office all the time—you actually get to help;

transparency helps you gain a better perspective on how Red Bull operates.”

Now check with the complete ranking list of the top 50 best companies to work for. Do you get

the guesses right?

Group Work

Work in groups and discuss the following questions.

1. What factors do employees think are important to make a company worth working for
according to the above ranking?

2. What factors do you think are important when hunting for a job? Why?

3. Is there any company you would like to work for in your country? How would you describe its

corporate culture? Use words and expressions from the above employee feedback to help you.

B. Business Knowledge

IPHIS OIS Pre-reading Questions

1. What is a great corporate culture?
2. Is a great perks package equal to a great corporate culture?

3. Why do companies need a great corporate culture?
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What Makes a Great Culture—And Why Do People Care?

By David Sturt and Todd Nordstrom

How many people do you know who seem to have an amazing job and workplace ... but
are still miserable every day? Their office is brand new—beautiful, tall-ceilinged, spick-and-
span. They’ve got coffee and juices and gym memberships at their fingertips (at no cost, of
course), and an on-site masseuse or childcare specialist. They may even have unlimited
vacation time or work-from-home days. Yet, something is off. Even though the office is full of
top-of-the-line perks, something is missing—a spark that could inspire them to truly love what
they do.

That missing spark, as you probably know, comes down to culture. Organizations with
great cultures provide certain benefits that these workplaces can’t deliver. These are the things
that build the kind of workplaces that inspire loyalty, happiness, health, and greatness. And
they’re not usually things that break the bank, either. Keep reading to discover the top traits,
we’ve found, that make a great culture—along with examples from businesses that embody
each one. Has your organization embraced them yet?

An Inspirational Vision

There’s nothing like an inspirational vision to drive an organization to greatness. Take
Greystone Bakery, a Yonkers, New York-based business whose vision is to give back to the
community by empowering employees from all walks of life. That vision is powerful, and it’s
not just talk for Greystone. In their quest to improve the Yonkers community, they’ve chosen to
hire ex-convicts, the homeless, and troubled students—anyone who has a drive to succeed and
believes in the vision, but may have struggled to find stable jobs in the past. And it’s worked.
Greystone has grown a great culture and an incredibly successful business. In the three decades
since the bakery opened its doors, it has grown from a small, local operation to a provider of
baked goods for both Whole Foods and Ben and Jerry’s ice cream. And it all started from a vision
of empowering people with skills and work experience to set them up for success.

Positive Feedback Loops

Here’s a story we can all relate to. A few months into a new job, you take a company
survey that asks about your productivity, employee engagement, and job satisfaction. You
answer honestly, take your time to read every question, and respond in constructive and
thoughtful ways. But although the company says they take all feedback into consideration, no
one follows up to say thank you or to discuss your solutions to various workplace problems.

None of your responses seem to matter, because no changes are made. So the next time you get

4
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asked to take a company survey, you disregard it entirely, because you think, “What’s the
point?” Don’t be the employer or leader who takes your people’s feedback for granted. Take a
leaf from Google, who asks for employee feedback, and then analyzes it on a team and company
level. The positive feedback loop keeps trust and engagement high—and helps employees feel
connected to the goings on in the organization. That’s a hallmark of a great culture.

The Opportunity to Be the Best You

This might sound obvious, but we’ve bumped into this problem numerous times inside
companies who think the concept of building a culture means turning employees into
cookie-cutter thinkers. The opposite is actually true. The best cultures want each individual to
bring their best and unique self to work—the way Southwest Airlines Flight Attendants sing
over the intercom, or how Wegmans Food Markets allows un-heard-of scheduling flexibility,
which is uncommon in the retail world. You might also be thinking, “Flexitime is a perk.” And,
that is true. However, Wegmans offers the flexibility so employees can feel like time with their
family, time to pursue an outside passion, or further their education isn’t a burden on the
company. The best cultures support and cheer for the individual, and that typically means the
individual supports and cheers for the company.

Genuine Appreciation

This one can sometimes trip people up. “Perks are a sign my organization cares for me,
right?” they ask. And sometimes, that is spot-on. When perks are coupled with a culture of
employee appreciation, they can definitely make individuals feel cared for and valued at their
organizations. The problem arises when perks are used as a substitute for personalized,
meaningful recognition. Yes, it’s nice to have some sweet perks on the side, but nothing beats a
genuine thank you. When great work is done, people deserve to be applauded. Publicly at a
meeting, or in a short, sweet note. Out to lunch with the team, or with a token of gratitude. It
doesn’t matter how you do it, but it’s crucial that you do. Appreciating great work makes all the
difference for your culture and your people. SAS, which ranks third on the Fortune 100 Best
Places to Work list, lives this mantra. They have appreciation ingrained in their culture, and
ensure that no employee, at any level, ever feels left out. So educate and empower
everyone—peers, leaders, and even the C-suite—to thank one another when it’s deserved,
whether or not you’ve got a great perks package to boot.

Perks, cool work spaces, and free lunch are awesome. But, what really makes great
cultures are the intangible things—the attitudes, the relationships, and understanding of a
shared vision. Apply these simple insights instead of (or in addition to) a gorgeous perks
package, and your employees will thank you for it. In fact, they’ll support you beyond your

imagination.
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Words: (911)
Adapted from http://www.forbes.com/sites/davidsturt/2016/09/22/what-makes-a-great-culture-
and-why-do-people-care/#568ecd8b4b97

After-reading Questions

1. What is the key to inspiring employees’ true love for their jobs?

2. How did Greystone Bakery fulfill their vision to give back to the community?

3. Why are positive feedback loops important in a company?

4. What can companies do to support the individual development of their employees?

5. What is the main reason for SAS to rank third on the Fortune 100 Best Places to Work list?

Task Three

/" Section A Blank Filling
What can companies do to make their employees fall in love with their jobs? Fill in the blanks
in the following passage with the appropriate words from the box.

productivity loyalty perks satisfaction engagement

A top-of-the-line _ 1  package, such as beautiful offices and free gym memberships, is
always desirable yet never enough. It is the great culture that truly inspires
employee’s _ 2 to their companies. An inspirational vision helps increase
employees’ _ 3 to get more involved in their daily routines as they know where the
company is heading for, while genuine appreciation can greatly improve their job _ 4  as
they will see the point in their jobs. It is also significant for companies to offer chances for
employees to pursue an outside passion or further their education. The knowledge and skills

acquired may in turn produce a positive effect on their __ 5 at work.

/. Section B Vocabulary
Complete the crossword with the appropriate expressions from the text.
Across:
3. a group or company that provides specified goods or services (8)

4. do not go to office for work (14)



