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THE DELOITTE EMPLOYER

OF THE YEAR

Doing the right thing
wins first place for Asda

Asda is the Deloitte Employer of the Year, and took home the Audit Partnership Corporate
Social Responsibility Initiative of the Year trophy. Rebecca Thomson explains its success

THE DELOITTE
EMPLOYER
OF THE YEAR

sda has worked hard

over the past year on

employment and the first

step it took in its award-
winning project was to listen hard
to what its staff thought.

The grocer ran an extensive lis-
tening survey for its employees,
with a series of groups and studies
designed to capture what they
thought of working at Asda and
what could be improved.

The result was a series of projects
that combined to make 2013 a year
in which Asda focused heavily on
employee engagement.

Much of Asda'’s focus has been
on youth unemployment. The gro-
cer is working hard to tackle the
issue, with an apprenticeship
scheme that has so far enrolled
thousands of members.

In addition, it has launched a
partnership with the Prince’s Trust
to help get 18 to 25-year-olds with
low employability appeal into
good-quality jobs. The scheme
helps youngsters get full-time
roles, and the project is now being
run regularly.

Asda also wanted to increase
the number of manager positions
being filled through internal pro-
motion to ensure that store staff
could see the potential for a long-
term career.

The retailer has introduced
degree schemes for managers that
enable them to keep working while
studying and has introduced spe-
cific training for staff that will help
them train for each stage of their
employment.

Asda’s approach has not just
been about training and career pro-
gression — it has also looked anew
at its rewards programmes,

It provides schemes that allow
employees to save through a
share plan and it uses a star pro-
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gramme to reward staff for particu-
larly good work.

A central online platform is used
to recognise staff members who win
strong customer feedback or a good
report from mystery shoppers. Staff
members who gain stars can swap
them for products.

The grocer is also running some
more unusual schemes. Not only
does it have a diversity steering
group, it has also started a ‘buddy-
ing’ scheme for new mothers com-
ing back to work.

The project is designed to pro-
vide support and mentoring for
mothers returning after maternity

“WHAT | ADMIRE
ABOUT ASDA IS THE
SHEER SCALE OF IT.
IT'S DIFFICULT TO DO
THESE THINGS ACROSS
THE WHOLE BUSINESS.
WHAT IT'S DONE IS
VERY IMPRESSIVE”

Oracle Retail Week Awards judge

Asda has been working hard to tackle the issue of youth unemployment

leave, and the number of mentor
relationships is growing fast.

The results of the combined pro-
jects have been impressive. Staff
turnover is significantly down, the
number of internal promotions has
increased, and customers are hap-
pier too — Asda’s mystery shopper
score has improved.

The judges were impressed by
the scale and consistency of Asda’s
approach — in a company with
180,000 employees reaching every-
one is difficult, making its achieve-
ments all the more impressive.

One judge said: “What I admire
about Asda is the sheer scale of it.
It’s difficult to do these things
across the whole business. Asda
has always worked with young
people and has always had great
diversity but, this time in particu-
lar, it's the broader perspective.
What it's done is very impressive.”

One said: “Asda has a truly
embedded approach and a very
broad perspective, and it is focus-
ing on youth unemployment,
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which has been key over the
past year.”

One judge said: “It is genuinely
listening to colleagues and under-
standing what they want to do in
terms of making it a better place to
work. It is going further in terms
of making a difference than any
other retailer.”

Another judge points out that
Asda’s ability to pick up on
employee feeling was impressive.
“The listening point is a good one.
1t’s easily said and very difficult
to do.”

Asda’s ability to commit to the
scheme also impressed judges. “Tt
went from a really nice strategy idea
into something that has actually
been delivered throughout the
organisation. The reinvention
aspect of the Asda project really
tipped the balance for me," one said.

It can be difficult to focus on
employee engagement but, as Asda
shows, the benefits of ensuring
colleagues are happy reach far
and wide,
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THE AUDIT
PARTNERSHIP
CORPORATE SOCIAL
RESPONSIBILITY
INITIATIVE OF

THE YEAR

sda also triumphed in the

social responsibility

category, winning for

a project that fights
food poverty.

It is working with food charity
FareShare and its suppliers to redis-
tribute surplus food to charities
and community projects. Between
them, the organisations involved
are delivering 35,000 cases of food
to more than 1,000 charities every
week, and other retailers are seek-
ing to replicate the model.

The judges were impressed. One
said: “Asda is defining what is
going to happen. The project is
highly imaginative. The proposi-
tion is fantastic. The commercial
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model makes sense, but the sheer
scale and complexity of what
they've taken on is really com-
mendable. The scale is huge and
the benefits are huge.”

Another observed: “In this eco-
nomic climate where people
are really hurting it's something
that's really valuable. We shouldn't
have so much waste anyway, but
the fact that they're using it wisely
isreally important,”

In the first year of the project,
around 3.6 million meals were
delivered by Asda to the FareShare
network. The initiative removed
around 1,500 tonnes of food
waste from Asda’s supply chain,
and food went to breakfast clubs
for children, drug rehabilitation
centres, women's refuges and
homeless shelters.

Another judge said: “There is
a whole element of waste in
our throwaway culture and the
fact that as a supermarket chain

they are trying to get something
good from waste is great.

“I think it will start to change
retailing. They're setting the foot-
print for others to follow. It feels
like they are not just doing it from
a marketing point of view, but from
a true social responsibility, not for
the brand but because there’s an
opportunity there to help.”

All of Asda’s fresh suppliers take
part in the project, and staff mem-
bers are active participants — some
volunteer at the charities receiving
the goods while others help to sort
and redistribute the food.

Asda is clearly proud of the initi-
ative and with good reason.
Not only does it reduce waste, it
makes the business overall more
responsible and more aware of
the problem.

Another judge said: “It feels like
an initiative that has a long way to
run and is going to involve retailers
other than themselves.” *
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Asda has supported breakfast clubs, drug rehab centres, women’s refuges and homeless shelters through its work with food charity FareShare
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