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Dear Reader, Monica, Phoebe, Chandler, Ross, Joey and Rachel

We are delighted to present an example of what we 
provide, by using a fictional company (Central Perk) 
to showcase insights based on genuine findings at 
real companies. 
Our reports provide statistically supported assurance, data and 
insights that allow you to make better sense of the impact 
sustainability has at your organisation. We provide both 
descriptive and inferential statistics to accurately generalise, 
predict and improve current and future performance at both an 
individual (employee) and collective (company) level. 
Sustainability is increasingly important for employees, investors 
and clients, and our insights should help you:
 identify and develop initiatives that meet these demands.
 focus on what matters most to you.
 maximise buy-in from your people.
 build trust and resilience in your reputation.
Our aim is to help you and your people take a more active and 
accountable role in shaping a more sustainable future, and 
importantly be rewarded for doing so.
We follow up our report with a one to one session to discuss the 
key findings and recommendations, and will also produce a 
shorter document suitable for sharing relevant findings with 
employees.
Kind regards

JOHN ISHERWOOD
john@obliquitygroup.com

SIMON KELLY
simon@obliquitygroup.com
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EXECUTIVE SUMMARY
STATISTICALLY VERIFIED RECOMMENDATIONS & 
ASSURANCE

01

02

03

04

WE WILL PROVIDE A SIMPLIFIED 
OVERVIEW OF ALL YOUR 
RESULTS, PULLING OUT THE 3-4 
KEY TRENDS AND FINDINGS 
FOR YOU.
To provide an idea of how this will 
look we have provided an 
executive summary of some 
recent sustainability studies and 
reports to illustrate just how 
important sustainably is (and will 
continue to be) to businesses.

TOP REASON FOR CEO DEPARTURES AMONG LARGEST 
COMPANIES IS NOW ETHICAL CONDUCT & BOARDS MUST 
KNOW MORE
FINANCIAL TIMES (JUNE 2019. BASED ON PWC STUDY) & HARVARD BUSINESS REVIEW
(2019)

Thirty-nine percent of the 89 CEOs who departed in 2018 left for reasons 
related to unethical behavior.

Directors should be prepared to better understand the implications of 
growing transparency and the opportunities and risks that follow.

CONSUMERS ARE INCREASINGLY BOYCOTTING 
UNSUSTAINABLE ORGANISATIONS
EDELMAN TRUST BAROMETER (2018) & ETHICAL CONSUMER (2017) 

Over the previous 12 months, 64% of global consumers have chosen, 
switched, avoided or boycotted a brand based on its stand on societal 
issues.

In the UK, 58% of the UK population have chosen not to buy a particular 
product or shop at a particular outlet because of concerns about its 
ethical reputation - The most popular types of personal boycott 
operated by shoppers were against businesses with poor animal welfare 
standards (31%), a negative environmental impact (24%) and unethical 
business practices (21%)

THERE IS A RISING DEMAND FOR TRANSPARENCY 
FUTERRA (2018) & EDELMAN TRUST BAROMETER (2018) 

90% of consumers said that they are more interested in transparency 
about sustainability than they were 5 years ago. 

37% of consumers say they would switch brands if another brand shared 
more detailed product information.

60% of consumers want brands to make it easier for them to see what 
their values and positions on important issues are.

EMPLOYEES ARE LOW HANGING (BUT OVERLOOKED) FRUIT
MCKINSEY (2017) & THE ECONOMIST (2018) 

Employees are the direct way to achieve Return on Investment through 
sustainability (as opposed to long term growth or risk management 
strategies). 

79% of employees agree “It is important to me that I work for a 
company which operates with a social purpose”

Only one-third report that employees across the organization 
understand how sustainability efforts align with the overall strategy.

            
         

https://www.strategy-business.com/article/Succeeding-the-long-serving-legend-in-the-corner-office?gko=90171
https://hbr.org/2019/05/what-boards-need-to-know-about-sustainability-ratings
https://www.edelman.com/sites/g/files/aatuss191/files/2018-10/2018_Edelman_Earned_Brand_Global_Report.pdf
https://www.ethicalconsumer.org/sites/default/files/inline-files/ec%20markets%20report%202017.pdf
https://www.wearefuterra.com/2018/10/the-honest-product-are-you-ready-for-the-new-frontier-of-sustainable-business/
https://www.edelman.com/sites/g/files/aatuss191/files/2018-10/2018_Edelman_Earned_Brand_Global_Report.pdf
https://www.mckinsey.com/business-functions/sustainability/our-insights/sustainabilitys-deepening-imprint
https://economicpurpose.economist.com/wp-content/uploads/2018/07/Economic-Purpose-The-Economist-Group.pdf


PART 1

MEASURING CORPORATE
PERFORMANCE

If we were going to have a business we were going 
to have one that was consistent with our values.
Jerry Greenfield, Co-founder of Ben and Jerry's Ice Cream
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BREAKING DOWN PERFORMANCE

SUSTAINABILITY AUDIT
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KEY FINDINGS
 There is a positive trend line between materiality and performance (this is 

good news).

 Internal employee issues are dominant in terms of performance & 
importance. Health & Safety is critical.

 Waste/recycling is the dominant environmental issue. This is a good place 
to focus effort as it has more immediate payback potential and enables 
more of the business to get involved.

 Providing education around sustainability internally and externally is a 
need identified by your workforce.

 Personal development, flexible working and work life balance are HR 
considerations that could be optimised.

KEY RECOMMENDATIONS
The issues that should provide most return on 
investment (where the gap between 
materiality (M) and performance (P) is 
greatest) are:

 Educating employees about sustainability
(M – 64% v P - 44%).

 Fairness/equality of pay (M – 72% v P – 55%).

 Work-life balance (M – 66% v P – 54%).

 Waste reduction/recycling (M – 61% v P –
50%).

1 Health & safety of employees
2 Personal development of employees
3 Fairness/Equality of pay
4 Work-life balance
5 Flexible working arrangements
6 Waste reduction or recycling initiatives
7 Educating C. Perk's employees about 

sustainability
8 Paying staff and contractors the living wage
9 Diversity at work (e.g. age, race, sexuality or 

gender diversity)
10 Educating our customers or clients
11 Ethical, or fair, treatment of supply chain and 

suppliers

12 Reducing Green House Gas Emissions
13 Reducing the social and environmental 

impact of our products/services
14 Community involvement – charitable 

donations or sponsorship
15 Maternity or paternity leave
16 Promoting global Human Rights in the

supply chain
17 Job security (such as zero hour contracts)
18 Minimising use of pesticides and insecticides 

in agriculture
19 Fair sharing of profits
20 Preventing bio-diversity loss
21 Volunteering days off

Note: We would agree all these issues with the company beforehand
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GROUPING ISSUES
Grouping issues to four key criteria 
(environment, governance, society & worker) 
revealed that for all groups performance was 
ahead of importance i.e. there was no specific 
issue that immediately require significant 
attention. 

As demonstrated below, worker and 
governance issues were found to be most 
important, suggesting that quickest return for 
effort lies with internal focus.

CORPORATE VALUES
The graph below illustrates your corporate values are already well 
embedded in every day practices, with an average score of 79%. Equally 
impressive is the balance you achieved, with all 5 values being well 
embedded within the workforce.

Similarly, your employees claim a high level of awareness of your values; with 
an average awareness level of 69%, and with one third of your workforce 
being ‘fully aware’ of your values.

For context, a 2017 McKinsey study found that only one-third of employees 
globally understand how sustainability efforts align with strategy, and Gallup 
(2016) found only 23% of employee strongly agree they can apply their 
organisation’s values to their work every day. Both well below your scores.

ALIGNMENT WITH EVERYDAY
WORKING PRACTICES

LARGEST GAPS BETWEEN LEADERSHIP AND EMPLOYEES
In-group bias refers to a tendency for people to give preferential treatment 
to others they perceive in the same group. This can create a false-consensus 
effect, whereby we tend to assume the beliefs we share in a small group 
extend to a wider base. For example, it can be that senior leadership teams, 
or those in sustainability teams, might expect a result that differs from how 
general employees view the same issue. As such we tested to see if and 
where the biggest disparities were in performance and materiality between 
those is the senior leadership team and those who were not. 

Environment

Governance

Society

Worker

75%

81%

80%

78%

79%

0% 20% 40% 60% 80% 100%

1

2

3

4

5 0 (no
awareness)
1 (limited
awareness)
2

3

4

5 (fully aware)
Average score: 69%

AWARENESS LEVELS
OF YOUR VALUES

EDUCATING EMPLOYEES ABOUT SUSTAINABILITY – 64%
This was not selected by anyone in Senior Leadership as a 
material issue but selected by 64% of the workforce, making it 
your 5th most important issue overall.

EQUALITY OF PAY AND WORK-LIFE BALANCE – 27%
In terms of performance, the only two issues where senior 
leaders judged performance significantly higher than the 
workforce were equality/fairness of pay and work-life 
balance. Both were scored as 80% by senior leadership but 
53% by employees. Critically, these are the 3rd and 4th most 
important issues to your workforce respectively. 

42%

44%

Materiality 
score

Performance 
score

MEASURING VALUES AND GAPS

Value

Value

Value

Value

Value
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COMPARISON WITH PEERS

TO GAIN UNDERSTANDING OF HOW YOUR 
PERFORMANCE COMPARES WITH PEERS, WE 
FRAMED CERTAIN QUESTIONS ON A SLIDING 
SCALE SUCH THAT EMPLOYEES COULD 
SCORE C. Perk AGAINST COMPETITOR’S 
AND PREVIOUS EMPLOYERS’ COMMITMENTS 
TO SUSTAINABILITY. A POSITIVE SCORE 
INDICATES THEY SEE YOU AS A LEADER 
(MORE SUSTAINABLE) AND A NEGATIVE 
SCORE INDICATES THEY SEE YOU AS A 
LAGGARD (LESS SUSTAINABLE), WITH ZERO 
BEING ‘ON PAR’ OR AVERAGE.
Encouragingly, employees judged you (on 
average) to have a more advanced ethos and 
stronger commitment to sustainability than their 
previous employers.
Furthermore, across the board they consider you to 
either be on par or slightly ahead of your 
competitors. You compare particularly favourably 
with Duff Brewery, Stark Industries and Nakatami
Trading Corp.
It is worth noting, however, that 20% of employees 
cited InGen as the brand that comes first to mind 
when they hear ‘sustainability’.

WHY THIS IS IMPORTANT?
These findings are particularly important for C.Perk
as 25% of your workforce stated that is extremely 
important (i.e. a 5) you are seen as a sustainability 
leader. 
Indeed, 89% of employees scored this as either a 
3,4 or 5, underlining the fact that sustainability is a 
critical differentiator and issue for your people. 

THINKING ABOUT OTHER ORGANIZATIONS YOU HAVE WORKED AT,
HOW ETHICAL AND RESPONSIBLE DO YOU CONSIDER C.PERK? 

HOW IMPORTANT IS IT THAT C.PERK IS SEEN AS A SUSTAINABILITY LEADER? 

BEST PRACTICE
We define best practice as the average 

performance scores on key and 
standard issues of other companies 

surveyed by Obliquity. We have 
ordered them in terms of importance to 
your employees i.e. staff development 

through to volunteering. 

As you are at the beginning of your 
journey we found that – as you might 
expect – you are below best practice 

on a number of these issues.

To provide some context, however, the 
companies used in comparison tend to 

be CSR award-winning and have a 
strong and public sustainability 

commitment. 

5  (It's extremely important to me)

4

3

2

1 ( It would be a nice-to-have but not very important)

0 (It's of no importance at all)

1.5

-5 -4 -3 -2 -1 0 1 2 3 4 5

BENCHMARKING AGAINST BEST PRACTICE…
COMPARING ISSUES WITH OTHER OBLIQUITY COMPANIES

Your performance is 5% greater 
than best practice

Your performance is within 5% 
of best practice

Your performance is 5% lower 
than best practice

Waste
reduction

Flexible 
working

Staff 
development

Health and 
Safety

Fairness
of pay

Work life 
balance

Paternity & 
maternity leave

VolunteeringDiversity Educating 
customers

Supply chain 
treatment

Reducing GHG 
emissions

Key

-3 -2 -1 0 1 2 3

Taylors of Harrogate

Bewley's

Lofbergs

Nestle

Masteroast

UCC

Matthew Algie

Sustainability laggard Sustainability leaderAverage

Duff Brewery

Werhnam Hogg

Wayne Enterprises

InGen

Dunder Mifflin

Stark Industries

Nakatomi Trading Corp.
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BRAND IMPACTS
We found a strong overall alignment between employees and 
C. Perk. In particular around brand advocacy (reputation), we 
found that 76% of your people would recommend C. Perk as 
an ethical and responsible brand. 

For context, a 2015 study by Glassdoor found that fewer than 
half (49%) of employees would recommend their employer to
a friend:

COMMUNICATION, ALIGNMENT
AND ENGAGEMENT

COMMUNICATION
HUNGRY FOR MORE
Overall your workforce is keen to receive more regular 
communication around sustainability – only 9% claimed they 
were happy with existing levels of communication and 0% 
stated they were not interested in sustainability 
communication. 

Encouragingly, the highest number of respondents (18) 
selected that they would like a lot more communication:

HOW MUCH MORE COMMUNICATION WOULD YOUR 
PEOPLE LIKE ON SUSTAINABILITY:

HOW TO EFFECTIVELY COMMUNCATE 
• In terms of cost/benefit, we’d suggest frequently adding 

sustainability topics to the agenda of manager meetings, 
and letting information disseminate informally through them 
to your teams.

• If you pursue formal training we suggest making it optional 
and focusing on something that employees are interested in 
e.g. the Sustainable Development Goals (page 14), waste 
and recycling or origin countries.

• Informal voluntary groups are worth considering to establish 
casual ways to easily engage in and discuss high-profile 
issues. 

We would also test awareness of existing initiatives if these are 
already in place.

N/A (Not interested in such communication)

1 (Happy with current communication)

2
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BRAND ALIGNMENT (UNITY)
To what extent do employees agree 
that C. Perk’s practices represent the 
values that matter to them personally.

65%

BRAND ENGAGEMENT (ACTION)
How likely are employees to volunteer 
their personal time to get involved in 
corporate initiatives beyond their day-
day duties.

68%

BRAND ADVOCACY (REPUTATION)
How likely are employees to 
recommend C. Perk to friends and 
family as a responsible and ethical 
brand.

76%

0 5 10

Modern Slavery Act

Anti-bribery policy

Social Value Act

ISO 14001

ACME 'Foundation'

ACME 'Zero Carbon' initiative

ACME 1 day Volunteering…

EFFECTIVENESS REVIEWS – MEASURING 
AWARENESS OF YOUR INITATIVES
We sought to measure awareness across all your various 
initiatives, to understand where awareness and communcation
has been effective:

Central Perk Volunteering

The ‘Red Ross’ Fund

Smelly Cat Shelter Aid



I want to work for a company that contributes to 
and is part of the community. I want something not 
just to invest in. I want something to believe in.
Anita Roddick, Founder of The Bodyshop

PART 2

WHAT’S SPECIFIC TO CENTRAL PERK
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HOW MUCH SUSTAINABILITY
MATTERS TO YOUR CUSTOMERS

OVERALL FINDINGS 
• 87% of employees stated they have engaged in 

meaningful conversations with customers over the 
previous 12 months, suggesting this is an issue that 
matters to them.

• This figure is up by 24% over the past 2 years, showing 
this is an increasing trend and thus is is important for 
your employees to know what they are talking about. 
Incidentally, this cut off was around the time of Blue 
Planet 2, and might show impacts of the 
‘Attenborough Effect’.

• This tends to be mainly employee led, as opposed to 
customer-led, interactions. 

KEY RECOMMENDATION:
Sustainability conversations between your employees and 
customers is on the rise – and according your employees 
their interest in your environmental and social impact has 
increased by 24% over 2 years.
It is critical that when staff engage in such conversations 
they are aware of what you do and don’t do, so they are 
giving a genuine and true reflection of your commitments.
In some stores your communication has been sound, but in 
others e.g. Store 5, awareness of what you are doing is very 
low, which presents a slight risk as to what employees are 
telling customers about your initiatives and commitments. 
Perhaps campaigns can be better placed at these stores, 
with more focus given to these branches/stores. 

CENTRAL PERK 1

This Year

93% 58%

v.

Key Findings: There has been a strong 
increase in this store, with a more or less 
balanced ration between 
employee/customer instigations.
Plastic recycling is particularly important to 
this store. 

Employee
Two Years 

Ago

CENTRAL PERK 3

This Year

92% 67%

v.

Key Findings: There has been a high number 
of customer-led interactions in this store.
Perhaps as a result of the demographics of 
the areas. With a solid showing for the 
Green part in the recent Local and General 
Elections. 

Two Years 
Ago

CENTRAL PERK 4

This Year

91% 62%

v.

Key Findings: Likewise there has been a solid 
increase in the number of sustainability 
conversations at this branch, with social 
issues being more prevalent for this branch 
than environmental or worker ones.
:

Two Years 
Ago

CENTRAL PERK 2

This Year

82% 38%

v.

Key Findings: This branch has witnessed the 
biggest increase in conversations, with most 
being employee-led. 
This store also has the highest employee 
awareness of your initiatives and 
campaigns, which suggests it is working well 
here. Two Years 

Ago

CENTRAL PERK 5

This Year

83% 57%

v.

Key Findings: This branch has had a 
relatively low rise in incidents of sustainability 
conversation.
Incidentally, their awareness is also the 
lowest, which suggests communication 
campaigns have not been as effective 
here. Two Years 

Ago

Customer

Customer

Customer

Customer

Customer
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MENTAL WELLBEING

0%
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exactly where

to look

No support is
available
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AWARENESS OF POLICIES:

Of employees would be 
comfortable discussing their 
mental wellbeing with their 
manager

72%

Are confident that they would 
receive adjustments to their role 
based on mental wellbeing if 
required

85%

Mental wellbeing was discussed during my induction
We have designated mental wellbeing champions/ambassadors
Senior Management puts staff mental wellbeing high on the agenda
We have a corproate wellbeing strategy
We run training or workshops on mental health and wellbeing
My manager checks in on my wellbeing during 1:1s
We hold events and campaigns around mental wellbeing
Conversations around mental wellbeing are encouraged
Days off form mental stress are allowed
We have a confidential support hotline that we can call

GAP ANALYSIS OF POLICIES:

KEY FINDINGS FROM THE DOCTORS:
Data and insights are based on Thriving at Work; the 
Stevenson/Farmer review of mental health and employers. All 
findings will be discussed in detail via a dedicated feedback 
session with two NHS clinical psychologists.

AREAS OF POTENTIAL RISK – GENDER 
COMPARISON
Work-life balance was found to be an issue across the 
workforce, and men were found to feel in less control that 
their female colleagues. 

Would like more information and 
training on mental wellbeing in 
the workplace (at Central Perk)91%

In partnership with:

Development

Control

Development Control
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WHAT TO FOCUS ON: 
• Supporting ‘local education’ and ‘the community’ were the 

two clear preferences for employees. Indeed there was a 
strong focus on youth in both the choice of clubs to support 
and local education (where, for example, programmes for 
offenders was unpopular). 

• Your people would also prefer to partner with a recognised 
charity rather than go it alone, which means C. Perk could 
leverage the existing policies and events of a chosen 
charity partner.

WHICH LOCAL COMMUNITY SHOULD YOU TARGET:

WHERE TO FOCUS:
Overwhelmingly your people consider The Shires local –
specifically around Wonderland. Your people were less open to 
considering larger urban areas – Mordor, Narnia and Never 
Never Land – as ‘local’. 

WHAT DO YOUR PEOPLE CONSIDER TO BE 'LOCAL’?

Supporting local clubs

Supporting local education
Getting more involved with the community

VOLUNTEERING AND COMMUNITY

WHICH LOCAL CLUBS SHOULD WE FOCUS ON:

WHICH LOCAL EDUCATION SCHEMES SHOULD WE 
FOCUS ON:

Other suggestion: Graduate Scheme

WHICH AREA(S) OF THE COMMUNITY SHOULD WE 
FOCUS ON? 

Sponsoring a local sports league
Sponsoring a Sports clubs
Sponsoring Youth Clubs / organisations

0% 20% 40% 60% 80% 100%

Coffee training courses for colleges

Programmes for offenders

School leaver programme

A local apprenticeship scheme

Talks / to local schools / colleges…

Sponsoring a local school

Wonderland

Mordor

Within 10 miles 
of roastery

Never Never
Land

Within The 
Shires

Volunteer 
programme for 

local social cause

22%

Volunteer at/Support 
local events coffee 

stand

28%

Partner & fundraise 
with a designated 

local charity

65%

Other suggestion(s): 
Get involved with 
specialty coffee 

competitions.

Volunteer 
programme for local 
environmental cause

32%

Support local events 
by providing coffee 

supplies

30%

KEY RECOMMENDATIONS:
Based on our findings we would suggest you partner with a 
local education charity – such as – Peter Pan’s Education 
Trust or Alice’s Wonderful Educational Foundation – and use 
their existing events and networks to engage both your 
employees and the local community. In particular we would 
suggest trying to set up a programme that targets local 
schools and offers training and apprenticeships in coffee.

Narnia
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The SDGs are 17 goals 
created in 2015 by 
the United Nations 
Member States, with 
a 2018 KPMG study 
finding that 60% of 
large UK companies 
are currently 
reporting on the SDGs 
(so it is likely to be 
important for buyers 
C. Perk deals with).

SUSTAINABLE DEVELOPMENT
GOALS

KEY FINDINGS:
The SDG findings confirmed the general audit findings on materiality 
and performance, Again education came out as a very important 
topic. Specifically employees believe this is the primary route which 
C. Perk can support the SDGs, which ties in with their judgments 
around local education, apprenticeships and training on page 8.

Similarly Good health and Wellbeing and Decent Work and 
Economic Growth were the next most important issues – which aligns 
with the findings around work life balance and flexible working. 

It’s interesting to note that C. Perk’s 4 major issues generally align 
with the 6 most globally prioritised SDGs. In order these are: Climate 
Action, Decent Work and Economic Growth, Good Health and 
Wellbeing, Responsible Consumption and Production, Gender 
Equality and Quality Education.

Knowing this puts you ahead of most organisations (including CSR 
leaders) and gives you a strong competitive advantage.

Of employees said they 
wanted to learn more about 

the SDGs, which aligns to their 
high importance they placed 

on educating employees 
about sustainability (page 9).

This trend was particularly 
strong with millennials who 

were more open to learning 
more about SDGs, with 91% of 
those 35 or under wanting to 
know more about the SDGs.

74%

https://www.consultancy.uk/news/16521/just-40-of-global-companies-reporting-on-un-sustainable-development-goals


I'm really trying to run this company like 
it is going to be here a hundred years 
from now. That's what's important.
Yvon Chouinard, Founder of Patagonia

PART 3

MEASURING YOUR EMPLOYEES
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EMPLOYEES ARE A KEY MODERATING FACTOR IN DETERMINING 
HOW SUCCESSFUL YOUR INITIATIVES CAN BE, AS PURPOSE DRIVEN 
ORGANISATIONS REQUIRE PURPOSE DRIVEN EMPLOYEES TO 
CARRY-OUT THEIR AIMS.

OUTSIDE OF WORK, WHICH OF THE FOLLOWING THREE 
ISSUES MATTERS TO YOU MOST PERSONALLY?

THE IMPORTANCE OF SUSTAINABILITY TO YOUR SECTOR.
Out findings also mirrored what we have found at other organisations (see C. 
Perk Average and Market Average below) that when it comes to acting 
upon sustainability, you are in the right sector. People place a higher 
concern on the sustainability credentials of companies in your sector than 
others, with choice of employment close behind in second. This means that 
should you communicate your sustainability at consumers (buyers) or 
prospective employees; there is a clear market for this to be successful. 

HOW IMPORTANT SUSTAINABILITY IS WHEN DECIDING ON (A) NEW:
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L&Y
Average

Male Female 16-24 25-34 35-44 45-59 Market
Ave.Car Clothes Job Food & Beverage

MEASURING VALUE JUDGEMENTS
MEASURING VALUES AND ACTIONS

MEASURING EMPLOYEE VALUES: 
CONCERN FOR CLIMATE CHANGE
Pie charts comparing climate change concern 
between your workforce and the national 
average. How concerned are you about ‘climate 
change’?:

Not very

Don't know

Somewhat

Not at all

Very

GB AVERAGE (YOUGOV) C. Perk’s EMPLOYEES
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How companies engage with their local community
How companies treat the environment
How companies treat their global suppliers

Of employees agree they 
should do more personally 
and professionally to create 
a more sustainable future.

75%

Of employees would choose 
one employer over another 
because they provide a 
regular voice in sustainability 
(with all else being equal)

42%

Of employees valued being 
given a chance to provide 
an opinion on sustainability57%

EMPLOYEE ACTIVISM - BOYCOTTS
What percentage of the workforce have
boycotted an organisation's products or
services due to concerns about their
environmental or community behaviours
over the past 12 months?

To put this into context, a 2018 Ethical
Consumer report found that 50% of
people in the UK said they had boycotted
for ethical reasons over the last 12 months. Don't know

Have not boycotted an organisation

Have boycotted an organisation
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COMMUNICATION AND SOCIAL MEDIA
HOW MUCH, WHERE AND WHAT

CENTRAL PERK 1 TYPES OF SOCIAL MEDIA 

Male Female PNTS

CENTRAL PERK 2

CENTRAL PERK 5

*PNTS – PREFER NOT TO SAY

CENTRAL PERK 4

CENTRAL PERK 3

Male Female PNTS

Male Female PNTS

KEY FINDINGS
Sed ut perspiciatis unde omnis iste
natus error sit voluptatem
accusantium doloremque
laudantium, totam rem aperiam, 
eaque ipsa quae ab illo inventore
veritatis et quasi architecto
beatae vitae dicta sunt 
explicabo. Nemo enim ipsam
voluptatem quia voluptas sit 
aspernatur aut odit aut fugit, sed
quia consequuntur magni dolores
eos qui ratione voluptatem sequi
nesciunt. Neque porro quisquam
est, qui dolorem ipsum quia dolor
sit amet, consectetur, adipisci
velit, sed quia non numquam eius
modi tempora incidunt ut labore.
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HOW AGE AND LENGTH OF EMPLOYMENT COMPARE ON YOUR 6 
MOST IMPORTANT ISSUES: 

WHAT THESE VALUES MEAN
THE IMPORTANCE OF BEING EARNEST 

POSSIBLE ISSUES WITH STAFF 
TURNOVER
The 31 people who rated your position as a 
sustainability leader as being important to them 
judged you to be performing worse than their 
colleagues less or unconcerned with C. Perk 
being a sustainability leader (55% compared to 
60%). They also judged your performance 
compared to peers to be 19% lower.

They are 27% more likely to factor sustainability 
performance into their employment decisions (in 
fact it’s the most important decision to them –
page 16). Their lower judgments of sustainability 
performance combined with the heightened 
value placed upon its importance resulted in 
lower levels of satisfaction (by 5%).

In short, this combination could reduce their levels 
of satisfaction and make them more likely to be 
lured by employment elsewhere. Giving them a 
regular voice in sustainability (in addition to 
improving performance) is a way of appealing to 
this group. 50.43% considered it as an employee 
bonus compared to just 30% of their less 
concerned colleagues.

…CHARACTERISTICS 
OF THOSE WHO

WANT YOU TO BE A 
SUSTAINABILITY LEADER

0% 50% 100%

Average score

Personal
development of

employees

Health & safety of
employees

Fairness/equality
of pay

Work-life balance

Educating L&Y's
employees about

sustainability

Flexible working
arrangements

45-59 35-44 25-34 16-24

0% 50% 100%

Average score

Personal
development of

employees

Health & safety of
employees

Fairness/equality of
pay

Work-life balance

Educating L&Y's
employees about

sustainability

Flexible working
arrangements

6+ years 4-6 years 1-3 years <1 year

5% less 
satisfied

Judge 
sustainability 

to be 19% 
more material 

to C. Perk.

Judge 
performance 

to be 5% 
worse

27% more likely 
to consider 

sustainability 
when choosing 

employment20% more likely 
to consider 

sustainability
as a bonus

12% more 
interested in 

receiving more 
sustainably 

communication

Half of
your

workforce

SUSTAINABILITY MEANS BUSINESS
Critically, the results show a clear correlation 
between employee satisfaction and sustainability 
– indicated by the finding that those who 
consider you a sustainability leader are 11% more 
satisfied than colleagues who consider you a 
sustainability laggard.

Overall, satisfied employees (i.e. scoring a 4 or 5) 
judge your sustainability performance to be 28% 
higher than their less satisfied colleagues. 

Breaking this down further, employees who deem 
you to be a sustainability leader are 22% more 
aligned to your brand values, 11% more engaged 
with your brand (i.e. willing to volunteer time 
beyond their day-day role) and 15% more likely to 
advocate your brand (i.e. recommend C. Perk to 
a friend or family). 

Put simply, sustainability has a clear value to 
Central Perk.

To test these results for bias we analysed whether 
these findings were influenced by the fact that 
those who judge you as a ‘laggard’ are doing so 
simply because they have a higher expectation 
on all businesses to be more sustainable. 
However, we found the opposite to be the case, 
in fact those who consider you a sustainability 
laggard consider sustainability to be 9% less 
material to your business. 
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GENDER BREAKDOWN
The prevailing thought is that women are more sustainable than men (in 
2017 Scientific American even found that ‘Men Resist Green Behaviour as 
Unmanly’). At C. Perk, however, the results suggest that males judge 
sustainability as a more important issue for your business than females 
(52.2% v 47.5% ). We also found that males consider you to be performing 
11% better on an average sustainability issue than their female colleagues.

GENDER PAY GAP

LEVELS OF EMPLOYEE ENGAGEMENT
0

10

20

30

40

50

60

70

80

90

100

Importance Performance

SOME UNUSUAL FINDINGS –
GENDER & GENERATIONS

Average 
performance of a 
sustainably issue

Average 
importance of a 
sustainably issue

82%

69%

THE GENERATION GAME – DON’T BELIEVE THE HYPE
Prevailing wisdom – backed up by high profile pieces from Nielsen, Forbes, 
Sustainable Brands et al – is that we stand on the precipice of wide scale 
disruption of business practices, brought on by the value driven and ethically 
demanding millennial generation.

The data for C. Perk suggests otherwise. We found that, in general, millennials
(classified as 34 and under) were more focused on issues that directly 
affected them e.g. fairness of pay, personal development and work-life 
balance (check), whereas generation X (aged 35 and older) gave a higher 
priority to environmental and social issues.

IT DRAWS THEM IN
Sociologically our findings echoed Maslow’s hierarchy of needs; i.e. people 
at the start of their career are looking for safety and belonging, whereas 
those more advanced can be more engaged in issues linked to esteem. 

For example C. Perk’s millennials valued the importance of social and 
environmental scores 7% and 19% lower than their older colleagues. Whereas 
they viewed the importance of worker issues at 60%, 4% higher than their 
colleagues. 

C. Perk’s Generation X also felt more 8% more satisfied and 11% more 
personally aligned to your brand.

The older generation also viewed having a voice in sustainability as more 
valuable than their younger colleagues – with 56% agreeing it would 
influence their employment decisions, with all other things equal.

IMPORTANCE OF SUSTAINABILITY
TO C. Perk AS SEEN BY:

Environment
Governance
Society

Worker
43%

Millennials

Generation 
X 



PART 4

THE ‘NERDY BIT’: MODELS, 
DEMOGRAPHICS, THEORY, 
BIAS TESTING AND STATISTICAL 
SIGNIFICANCE

Conscious capitalism is about more than simply making 
money – although it’s about that too. It’s about creating a 
successful business that also connects supporters to something 
that matters to them and that has great impact in the world.
Blake Mycoskie, Founder of TOMS Shoes.
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STATISTICAL SIGNIFICANCE
AND THEORY

EXPLAINING THE TERMS
These aren’t for every-day use, but they help to 
back up the reliability of our findings.

CORRELATION OR R-VALUE
‘r-values’ explain the correlation between 
different issues/variables. It measures the 
variance to quantify how aligned issues are 
with each other i.e. an r-value of 1 would 
mean there is a complete correlation between 
issues. An r-value of 0 shows there is no 
correlation i.e. the issues are entirely 
independent of each other. 

It doesn’t necessarily mean causality but the 
stronger the correlation the more reliably one 
issue correlates to another.

GUIDELINES FOR INTERPRETING 
PEARSON’S R-VALUE

PROBABILITY OR P-VALUES 
This measures the significance (or randomness) 
of the trend found. If r-values indicate how 
aligned/correlated two (or more) issues are,
p-values calculates the probability that these 
findings are random or ‘statistically’ significant. 
If the value is less than 0.05 i.e. the chances of 
the correlation or findings being random are 
less than 1 in 20, this is considered statistically 
significant. 

It effectively gives you more confidence in
the findings.

STATISTICAL SIGNIFICANCE OF SUSTAINABILTY 
PERFORMANCE
The table below shows the correlation (r value) between sustainability 
performance and key organisational behaviours, as well as the statistical 
significance of these correlations (p value). 

* Relevance significant to 95%
** Relevance significant to 99%
*** ‘Sustainability performance’ is based on peer comparison (are you a leader or laggard) 
i.e. how do you compare to other companies your employees have worked at.

WHAT THIS SHOWS – SUSTAINABILITY HAS A SIGNIFICANT IMPACT 
ON YOUR BUSINESS PERFORMANCE
There is a statistically significant positive relationship between sustainability 
performance and employee engagement, advocacy, alignment and 
satisfaction. Improving your performance in sustainability will enhance 
employee engagement, advocacy, engagement and satisfaction at C. 
Perk.

MULTIPLE REGRESSION ANALYSIS
We ran a multiple regression test to understand whether sustainability was 
positively correlated to engagement, advocacy and alignment combined.

We found an R Value of 0.58, indicating a large positive correlation exists 
and a significant probability (p<0.05) – this correlation is not random. 

Quite simply we can predict that the more sustainable an individual believes 
you to be, the more likely they are to take on more work, align with your 
values and recommend your brand to others. 

LINEAR REGRESSION 
OF SUSTAINABILITY 
PERFORMANCE*** V:

OBSERVATIONS 
(N)

CORRELATION 
(R)

STRENGTH OF 
CORRELATION

SIGNIFICANCE 
(P)

SIGNIFICANT 
CORRELATION

Employee satisfaction 47 0.36 Medium p=0.014 *Yes

Brand alignment 50 0.53 Large 0.0001 **Yes 

Brand Engagement 50 0.29 Small 0.041 *Yes

Brand Advocacy 50 0.51 Large 0.00018 **Yes

STRENGTH OF 
ASSOCIATION

POSITIVE 
COEFFICIENT (R)

NEGATIVE 
COEFFICIENT (R)

Small 0.1 to 0.3 -0.1 to -0.3

Medium 0.3 to 0.5 -0.3 to -0.5

Large 0.5 to 1.0 -0.5 to -1.0

SUMMARY OF OUR FINDINGS
• We found individual positive correlations (and a large combined 

correlation) between sustainability performance and employee 
satisfaction, engagement, advocacy and alignment: i.e. if you 
improve sustainability your employee welfare (and business) should 
benefit in turn.

• We found a very near significant positive correlation between 
importance (materiality) of issue and its performance. The more 
important it is, the better you are addressing it, although there is room 
for improvement.

• With the exception of some gender worker conditions, there is no 
significant finding analysing demographics on each issue. This means 
your initiatives can be generalised at a company level, not 
withstanding the gender differences on the next page.
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THE THEORIES BEHIND THE 
NUMBERS
Two theories, in particular, highlight why and 
how sustainability has become an increasingly 
important factor for linking sustainability to 
better business performance through 
employees:

SOCIAL EXCHANGE THEORY
This happens at an organisational level and 
suggests there is a direct correlation between 
how employees and their organisation
behave. 

Based on the concept of ‘deontic’ justice, 
when an organisation goes above and 
beyond its mandatory financial and legal 
duties, its employees will do a reciprocal 
exchange i.e. greater sustainability is linked to 
greater engagement, productivity and 
innovation within a company.

SOCIAL IDENTITY THEORY
This occurs at an individual level when our 
values, ethos and morals are matched by the 
organisations we are identified with. i.e. 
people will form part of their judgement of an 
individual based on the brands they are 
associated with – for example you might judge 
someone who drives a Prius differently than 
one who drives a sports car. 

Quite simply, our self-image is boosted by 
being identified with an organisation
recognised for social engagement and 
responsibility. This results in greater levels of 
loyalty, advocacy and satisfaction. We 
sometimes refer to this as the ‘smugness 
factor’.

CALCULATING ROI OF SUSTAINABILITY
We built a model based on your key factors i.e. variables that were found to 
statistically affect employee engagement to a significant degree. 

WHAT WE FOUND

19%. This is what sustainability is worth to your business. i.e. if you were to 
double your performance in sustainability you would expect a 19% increase 
in employee engagement and we are 90% confident of this correlation. 

Overall we found that 75% of variances in levels of employee engagement 
can be attributed to changes in CSR performance (sustainability), alignment 
of values and the ability for employees to be recognised for any ideas they 
may have. 

This model predicts that – from a non-financial perspective - these are the 
best levers Central Perk has for increasing levels of employee engagement 
and getting more ‘bang for your buck’ i.e. recognise their ideas, better 
improve CSR performance and create a greater alignment between 
personal and corporate values. 

**Finding greater than 
99% significant (p<0.01)

*Finding greater than 
90% significant (p<0.1)

MEASURING IMPACT
WHAT IS SUSTAINABILITY WORTH TO YOU
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ENSURING RELIABILITY
ELIMINATING BIAS

FOR ANY PERFORMANCE MANAGEMENT METHODOLOGY TO BE EFFECTIVE, YOU NEED 
CONFIDENCE ABOUT THE ACCURACY OF THE MEASUREMENTS.
As employee perceptions are subjective, we test for the existence of a number of potential cognitive biases. We found that both 
loss aversion and diminishing sensitivity were present in the results. This doesn’t necessarily compromise the reliability of our insights, 
but underscores how subjective sustainability is and how important it is to understand how people form judgements of a company, 
and how this influences their actions. 

01

Employees who care more about CSR might expect more of 
you or have a higher internal reference point against which 
they judge your performance.

We compared the mean sustainability performance scores for 
employees ‘who place an above average importance on 
sustainably performance’ of their company against their ‘less 
concerned’ colleagues. 

Example – An employee who believes fossil fuels should never 
be burned might judge your performance on GHG emissions 
reduction harsher than your actual performance, which may 
be well above the sector and market average.

02REFERENCE
FRAMING

LOSS
AVERSION

WHAT WE FOUND
We ran an independent two-tailed t-test that found no 
evidence of this bias [df (53), t-value (-2.51), p-value (0.015)].
In fact, the analysis showed significant difference the other 
way. i.e. the more employees cared, the higher they judge 
your performance to be.

Individuals assess values in terms of losses or gains against their 
beliefs and or experience and are more sensitive towards loses 
than gains.

We compared the mean sustainability scores of employees 
who had worked at more sustainable companies (loss) against 
those who had not (gains).

WHAT WE FOUND
An independent two-tailed t-test found significant evidence 
of loss aversion: i.e. employees who had worked for more 
sustainable employers judged your performance to be 
significantly lower than other colleagues. (df (47), t-value (-
4.58), p-value (0.000034)).

Example – You may have a flexible working policy that is well 
above average e.g. 3 days a week. However, if an 
employee is used to a company that gave 5 days, they 
might frame this as a personal loss rather than a gain against 
the industry average.
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03 04DIMINISHING
SENSITIVITY

SELF-SERVING 
(UTILITY) BIAS

An individual's value judgement decreases with time and is 
steepest towards the reference point i.e. employees who have 
been there longer might be less contented with a constant 
level of performance.

We compared the mean sustainability scores for employees 
who have been with you for less than/more than 4 years.

Example – A new employee might be stimulated by what 
they see as innovative and progressive sustainability 
performance. This opinion might begin to diminish over time 
unless there is constant improvement. This gets tougher with 
time.

WHAT WE FOUND
An independent two-tailed t-test found relatively significant 
evidence of diminishing sensitivity: i.e. employees who have 
been with you for a while are less satisfied by performance, as 
compared to newer employees who see this as significantly 
better (df (46), t-value (2.32), p-value (0.025)).

We tested to see if individuals responded in their own narrow 
self interest or on behalf of Central Perk.

We compared the distribution of more ‘individual’ issues (e.g. 
equality of pay or personal development) to learn if they were 
weighted heavily, and if so were they scored lower than other 
issues.

Example – ‘Greed is good’ is an extreme mantra of self 
maximising utility behaviour. Employees could view this as a 
chance to maximise their own interest and aim to influence 
any subsequent changes or efforts for their own benefit.

WHAT WE FOUND
A chi-square test of goodness-of-fit was performed to 
determine whether ‘selfless’ and ‘selfish’ issues were equally 
preferred.
Preferences were equally distributed in the population, X2 (2, 
N = 21, p=0.48) i.e. no bias was found.

MEASURING DISHONESTY
Even the most smart, caring and honourable citizens are capable of being led astray, and giving less than honest answers. In short 
they have been found to ‘stretch the truth’ when incentivized (see chapters 11 and 12 of Predictably Irrational for more). To
minimise this we do not provide any financial incentives for taking our tests and we also run split tests where respondents are either 
given a code of conduct or not – to measure for any signs of embellishment. This was found not to be the case here. i.e. there is no 
reason for assuming these responses are dishonest. . 
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DEMOGRAPHIC BREAKDOWN

AGE BREAKDOWN

HAVE YOU VALUED BEING GIVEN A CHANCE TO 
PROVIDE YOUR OPINION ON C. Perk’S SUSTAINABILITY?

GENDER BREAKDOWN

YOUR RESPONSE RATE – 90%
WHY DOES IT MATTER?
xx out of xx employees volunteered to 
complete the survey, on average taking 22 
minutes to do so. 

The response rate matters because of ‘non 
response bias’ i.e. the higher the number of 
employees that complete the survey the more 
reliable the findings and the more confident 
you can be that recommendations apply to 
the entire workforce. 

This means you can be statistically confident 
that these findings provide a reliable overview 
of your working practices. To put your response 
rate in perspective, HSBC’s global employee 
wellbeing survey had a 28% return rate.

This also suggests that they care about 
sustainability, as voluntary surveys generally 
tend to attract those who care about the 
subject in question (known as voluntary 
response bias). For example a voluntary Harry 
Potter survey will appeal more readily to Harry 
Potter fans than general film fans.

Your response rate underscores the fact that 
your people care about sustainability.

Male Female PNTS

16-24 25-34

35-44 45-59

60+ PNTS

Less than a year 1-3 years
4-6 years 6+ years
PNTS

Yes No N/A PNTS

PART OF THE SENIOR TEAM

SOMETHING THEY VALUE
57% of your employees valued being given a 
chance to contribute to your sustainability 
agenda (only 16% didn’t value the exercise). 
Positively, Deloitte (2017) found that employees 
are 8 times more likely to be passionately 
engaged if their feedback is incorporated into 
their company’s decision making.

*PNTS – PREFER NOT TO SAY

TIME AT C. Perk.:

Yes No N/A PNTS



ABOUT
OBLIQUITY

WE DEVELOPED OUR METHODOLOGY THROUGH
RESEARCH AT THE UNIVERSITY OF CAMBRIDGE’S 
INSTITUTE OF SUSTAINABILITY LEADERSHIP AND HAVE 
WORKED WITH COMPANIES EMPLOYING 35,000 
EMPLOYEES ACROSS THE UK, US AND SWITZERLAND.
Our mission is to create a more sustainable future by 
promoting greater activism, wellbeing and accountability
in both employers and their employees. We separate the 
walkers from the talkers through reliable performance data 
and actionable insights that inform, involve and inspire 
employees in sustainability and mental well-being at work.

We keep you in control by providing:

 Data backed insights - Security in existing efforts through 
proactive and confidential assurance to highlight any 
ineffective or media-worthy issues.

 Engagement - Employee-driven recommendations to
help you collectively set and meet more ambitious and 
engaging sustainability targets.

 Credibility - Unity between employees and employer. 
Activating your most trusted ambassadors to better 
communicate on your behalf.

THE IMPORTANCE OF BEING EARNEST
With 82% of European Investors factoring ESG (Environment, 
Social and Governance) into their investment decisions 
(BNP Paribas, 2017), 64% of consumers choosing, switching, 
avoiding or boycotting a brand based on its stand on 
societal issues (Edlemann, 2018), and 95% of employees 
willing to take a 5-25% salary cut to work for a socially 
responsible company (Rutgers University, 2017), sustainability 
increasingly matters to every stakeholder. We help you 
meet this growing demand, track return on investment and 
build trust with employees, consumers and investors.

Ultimately, what is considered ethical and 
responsible is a human concept. So who better 
than your people to actively measure and 
communicate these activities?
If you’re interested in hearing more about our approach or 
share our ambitions then we’d love to hear from you:

info@obliquitygroup.com | www.obliquitygroup.com

100% adaptable to
your business

1 WEEK

02

01

Analyse data

2-4 WEEKS

Report, feedback
and accreditation

1 WEEK

03

50+ Tailored KPIs
per report

15x More performance
data than CSR reports
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