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Human Magic at Work

EVP Shifts and

Changing Employee
Expectations




Global Employee Engagement dropped to 21% in 2024.
Gallup 2024
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Employees in 2025 want more than just a paycheck.
They seek purpose, growth, balance, and authentic
connection from their employers.
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U.S. Workers Are More Worried Than
Hopeful About Future Al Use in the
Workplace

About a third of workers say Al use will lead to fewer job

opportunities for them in the long run; chatbots seen as more
helpful for speeding up work than improving its quality

The Business Journals

Workers fear more companies will mandate office returns in
2025 - Bizwomen

Arenewed push by the Trump administration, JPMorgan Chase and Amazon.com have
put return-to-office mandates back in the spotlight.

am amMewYork

More New Yorkers going into debt due to rising food costs,
poll finds

ARTIFICIAL INTELLIGENCE

Rising food costs are eating a hole in New Yorkers' budgets and driving them into debt,
a new poll released Tuesday found.

19 hours ago by PaolaPeralta

(G Middle Market Growth
Return-to-Office Mandates Spark Tough Questions for £t
Employers and Job Seekers ‘;J ¢

StevenDouglas’ and ACG Chicago's Steven Zarch says companies should consider
employees' lifestyles before curbing work-from-home policies.

2 days ago

A third of employees want Al banned
from the wurkplace

2} HR Dive

This week in 5 numbers: Generation Z wants job stability, but
their managers are stressed

Here's a roundup of numbers from the last week of HR news — including how many
leaders have considered quitting over the burden of managing Gen...

Nov 7, 2024

Forbes

Nearly 100 Companies Announce Layoffs In March,
According To Reports

Retailers like Joann Fabrics and Walgreens are among nearly 100 companies planning
layoffs in March, according to U.S. government reports.
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2 days ago



De-humanized
Disconnected
Disengaged




The more tech we build,
the more digital we become,
the more human we must be.



Data tells you what.
Humans tell you why.
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The Human Magic way human

Old Thinking Human-Centered Thinking
Focused mainly on rational factors Explore both rational and emotional drivers
Transactional ("what do you give, what do you get") More human-centric — head and heart

) ) . ) Dynamic - understand evolving needs, emotions, and aspirations across
Static — one-time capture of impressions

the entire talent journey

Gather generic positives/negatives Capture authentic stories, emotions, tensions, aspirations

) ) ) ) ) Deep exploration of inclusive experiences, psychological safety.
Light touch oninclusion and diversity Include detractors through advocates

Limited segmentation (function/level only) More robust segments (advocacy, neurodiversity, learning style)

EVP built around the engaged and high performers EVP co-created with team members, honoring all voices and experiences




Most EVP and employee
experience Is designed around the

vocal engaged what about the
silent majority of the disengaged?



When Mimecast engaged Human Magic,
the company was undergoing a seismic
transformation.

The shift from public to private ownership,
the arrival of a new CEQ, and a realignment
in business strategy set the stage for

sweeping cultural and operational change.

Layer in over 60% of employees joining

post-COVID in a hybrid model and several
business acquisitions, and the need for a
unified employer identity became urgent.




We started
by listening.

Through deep research—Glint
reports, leadership workshops,
focus groups, interviews—we
explored the lived experiences
of Mimecasters across roles,
geographies, and tenures.

H} Existing
- \research
Gllnt company documents

wide reports ' audited
G Regional # \
focus

Q groups \ 4
11 Many voices
Interviews . heard from varying
with . L roles, tenures &
leadership demographics

,' Leadership 19"'
O

= workshops Hours of deep
discussion
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This wasn’t just a campaign. It was
a movement. Built on the radical
idea that employees know their
business best, “We're Agents of
Change” aimed to empower, inspire,
and activate.

Critical to the program was embedding
the rebranded company values into
behaviors. We needed every Mimecaster
to live the change through aligned
actions, reinforcing what it means to be
an agent of change.

mimecast - h.a?;%a



Highlighted by CEO
in company comms

upvotes

on employee-
generated content

paniCipants

in the first two missions

(0% of workforce)
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Highly engaged teams magic
Fewer negative outcomes More positive outcomes More organizational success
Absenteeism
18% Customer Profitability
loyalty/engagement 23%

18%

Turnover in high-turnover
organizations Wellbeing

21 % Productivity (sales) (thriving employees)

\% 18% 70%

Organizational citizenship
(participation)

22%



UNLOCKING THE MAGIC

Connection creates belonging. Belonging sparks advocacy.



Employee posts receive 8X more
engagementhan companies



”C
B

Brand messages reach up to
561% more peoplevhen

shared by employees



02% of us trust contenfrom

friends and colleagues over
corporate comms



CONNECTION CRISIS




STOP

BROADCASTING
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START







#PeopleL ikePayl



Experience by design

People will forget what you said.
People will forget what you did.

PMTP-%PL@ witl nevenRr

Maya Angelou






Talent Experience

CX

Recruit

Attraction
Assessment
Pass / Fail
Nurture

OX

Onboard

Offer
Nurture/Educate
Start

Advocacy

EX

Retain

Culture
Stories
Referrals
Mobility

Alumni

Off board

Notice period
Alumni
Boomerang
Contract



FIND MOMENTS OF MAGIC.

Unexpected surprises at unexpected times.
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