Research Findings

Nearly a Third of Employed Americans Have Not Received Any Formal
Workplace Training from Their Current Employer

Those Most Likely to Say They Don’t Receive Any Formal Workplace
Training include Women, The Less Affluent, and Part-Time Workers

New York, NY, February 20, 2018 — When it comes to formal workplace training, employed Americans (including adults working both
full-time and part-time) are just as likely to have been offered strictly online training (17%) as they are to have been offered classroom-
based training (15%), while another three in ten (30%) say that they have received a mix of both online and classroom training from
their current employer. However, nearly a third of employed adults surveyed say they don't receive any formal workplace training
(31%) — and this is especially true for women (36% vs. 25% of men), the less affluent (36% of those earning less than $50,000 annually
vs. 27% earning more), those who do not have children living at home (34% vs. 24% of those with kids), and those currently employed
part-time (47% vs. 25% of those working full-time).

e The proportion of employed adults who report they don’t receive any formal workplace training is up one-percentage point
compared to last year (31% vs. 30% in 2016). In 2016, women, those earning less than $50,000 annually, and part-time
employees also stood out as being more likely to have never received formal training from their current employer.

e Online training is especially common among adults working in professional sales (41% vs. 22% retail sales associates and 8%
manufacturing employees). Those most likely to have received strictly classroom training include manufacturing employees
(29%), call center employees*! (38%), and financial advisors* (29%) — especially in comparison to those working in
professional sales (10%) and retail (11%) who say the same.

According to the recent online survey conducted by Ipsos on behalf of Axonify, employed adults are most likely to emphasize the
importance of training that is easy to complete/understand (93%), personalized and relevant (91%), and engaging and fun (90%) when
thinking of formal workplace training. Nearly as many say it is important to them that they can access the training information
anytime/anywhere they need it to do their job (89%), while another 88% say the same thing about having the opportunity to apply
their training on the job in real life.

e For professional sales employees, being offered training that is engaging and fun (97%) is especially important. A sizeable
proportion of manufacturing employees (93%) and retail sales associates (92%) also feel the same way about training that is
engaging and fun, though not quite to the same extent.

e Logistics* (73%) and bank* (62%) employees are among those least likely to stress the importance of having the ability to
access information anytime and anywhere needed to do their job — especially compared to those working in professional
sales (96%) or financial advising* (97%).

e  Fewer adults working in logistics* also rate having the opportunity to apply their training on the job in real life as being
important to them (73%) versus at least eight in ten from all other professions who say the same thing.

1 please note that throughout the factum, asterisks (*) indicate professional audiences with small base sizes (less than n=50). Findings for these
groups are directional in nature due to the small base sizes.
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Research Findings — continued -

Being paid to complete the training (as part of regular wages) (86%), having the liberty to pick the training times that work best for
their schedule (85%), and receiving regular, frequent training (80%) are also rated as being important by more than eight in ten when
thinking about formal workplace training. For just over two thirds, the duration of the training session (3-5 minute vs. 20-minutes or
more, 67%) and the option to participate in training on any device, anywhere (67%) are important factors when thinking about formal
workplace training, while training that offers rewards or points of some kind (59%) is seen as being important by six in ten.

e Compared to 2016, a significantly greater proportion of employed Americans are emphasizing the importance of being
offered training that is easy to understand (93% vs. 90% in 2016), personalized and relevant (91% vs. 85%), and/or engaging
and fun (90% vs. 85%), while and the importance placed on receiving regular, frequent training (80% vs. 73%) is also up
considerably compared to those who said the same thing last year.

e Though few differences exist across demographics, younger adults (ages 18-34) are especially likely to rate the duration of
the training sessions (74% vs. 58% of adults ages 55+), training that offers rewards or points of some kind (69% vs. 46%),
and having the option to participate in training on any device, anywhere, including their phone (75% vs. 56%) as being
important to them.

e  Professional sales employees are among the most likely to rate these items as being important, including greater
proportions who rate picking the training times (93%), receiving regular/frequent training (88%), the duration of the session
(82%), the option to participate on any device, anywhere (82%), and being offered rewards/points when training (78%) as
being very/somewhat important to them. Call center employees* mirror this pattern when it comes to having the choice to
pick training times (93%), receiving frequent, regular training (86%), and the option to participate on any device/anywhere
(83%), with sizeable proportions reporting that these are important to them when it comes to formal workplace training.
Being paid to complete training also stands out as being particularly important for call center employees (98%).

e Those working in manufacturing are also among the most likely to stress the importance of regular, frequent training (87%).
However, adults in this profession tend to be much less likely to see short vs. long training session (63%), the option to
participate in training on any device, anywhere (62%), and being offered rewards or points of some kind (57%) as being
important when it comes to formal workplace training.

When respondents think about their formal workplace training (or lack thereof) as it relates to their level of engagement at work, 46%
report feeling extremely engaged - stating that they know what their role is, it’s overall importance and believe their contributions are
highly valued by the company. Those working in professional sales are among the most likely to say training makes them feel extremely
engaged (55%) — especially compared to those working in retail sales (31%) and manufacturing (33%). Similar proportions (46%) state
that such workplace trainings make them feel somewhat engaged towards their job — e.g., for the most part they enjoy work but feel
that there is more than the company can do to make them feel better connected and valued. In comparison, only 8% associate their
workplace training with feelings of disengagement, saying they don't feel connected to the company's business objectives, don't
understand how their role is valued and probably won't stick around — and this jumps to 16% among call center employees*.

Effectiveness of Workplace Training

Looking at trainees more specifically, most (57%) see their training as being extremely/very effective in helping them succeed at work,
though just over two in five (43%) say the opposite, stating that the workplace training that they have received is somewhat/not
very/not at all effective in helping them be successful on the job. Those most likely rate their workplace training as being effective
include professional sales (65%) and manufacturing employees (71%), while among retail sales associates, effectiveness ratings drop
to 35%.
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The majority of those who feel that their workplace training is extremely/very effective in helping them to succeed at work feel this
way because they believe the information they learn can be applied in the workplace (59%) and allows them to develop professionally
(50%). Two in five believe their formal workplace training is effective in helping them succeed because the information is presented
in a digestible, retainable way (43%), while roughly a third say the same thing of being paid to complete the training (36%) and receiving
training sessions that are short/manageable (34%), happen often/regularly (32%), and are fun and engaging (32%).

On the other hand, those who think workplace training is not effective are most likely to blame this on training that is boring/not fun
or engaging (34%), lack of regular/frequent trainings (29%), and/or being provided with too much information at once (27%). One in
five employed adults who say workplace training is not effective in bringing them success on the job admit they forget most of the
information within a short period of time (21%), while at least one in ten say they are trained on the wrong content (12%), don’t have
the time to participate in the training (9%), and/or are not being compensated for the training (9%), negatively impacting the
effectiveness of the training. Fewer just don’t care to be trained (4%), while 13% bring up some other reason for saying their workplace
training is somewhat/not very/not at all effective.

About the Study

These are the findings from an Ipsos poll conducted November 20" — December 4%, 2017, on behalf of Axonify. For the survey, a
sample of 1,089 adults over the age of 18 from the continental U.S., Alaska and Hawaii was interviewed online, in English. In order to
qualify for the survey, respondents had to be currently employed full-time or part-time. The sample includes 811 adults working full-
time and 278 adults working part-time. The precision of Ipsos online polls is measured using a credibility interval. In this case, the poll
has a credibility interval of + 3.4 percentage points for all respondents surveyed.

The sample for this study was randomly drawn from Ipsos’s online panel (see link below for more info on “Access Panels and
Recruitment”), partner online panel sources, and “river” sampling (see link below for more info on the lpsos “Ampario Overview”
sample method) and does not rely on a population frame in the traditional sense. Ipsos uses fixed sample targets, unique to each
study, in drawing sample. After a sample has been obtained from the Ipsos panel, Ipsos calibrates respondent characteristics to be
representative of the U.S. Population using standard procedures such as raking-ratio adjustments. The source of these population
targets is U.S. Census 2016 American Community Survey data. The sample drawn for this study reflects fixed sample targets on
demographics. Post-hoc weights were made to the population characteristics on gender, age, region, race/ethnicity and income.

Statistical margins of error are not applicable to online polls. All sample surveys and polls may be subject to other sources of error,
including, but not limited to coverage error and measurement error. Where figures do not sum to 100, this is due to the effects of
rounding. The precision of Ipsos online polls is measured using a credibility interval. In this case, the poll has a credibility interval of £
3.5 percentage points for all respondents (see link below for more info on Ipsos online polling “Credibility Intervals”). Ipsos calculates
a design effect (DEFF) for each study based on the variation of the weights, following the formula of Kish (1965). This study had a
credibility interval adjusted for design effect of the following (n=1,089, DEFF=1.5, adjusted Confidence Interval=4.9).

For more information about conducting research intended for public release or Ipsos’ online polling methodology, please visit our
Public Opinion Polling and Communication page where you can download our brochure, see our public release protocol, or contact
us.

For more information on this news release, please contact:

Negar Ballard
Senior Account Manager, U.S.
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Ipsos Public Affairs
+1 312 292-8366
negar.ballard@ipsos.com

Marie-Pierre Lemay

Senior Account Manager, U.S.
Ipsos Public Affairs

+1 613 793-1622
marie.lemay@ipsos.com

About Ipsos Public Affairs

Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up of seasoned professionals. We conduct
strategic research initiatives for a diverse number of American and international organizations, based not only on public opinion
research, but elite stakeholder, corporate, and media opinion research.

Ipsos has media partnerships with the most prestigious news organizations around the world. In Canada, the U.S., UK, and
internationally, Ipsos Public Affairs is the media polling supplier to Reuters News, the world's leading source of intelligent information
for businesses and professionals. Ipsos Public Affairs is a member of the Ipsos Group, a leading global survey-based market research
company. We provide boutique-style customer service and work closely with our clients, while also undertaking global research.

About Ipsos

Ipsos is an independent market research company controlled and managed by research professionals. Founded in France in 1975,
Ipsos has grown into a worldwide research group with a strong presence in all key markets. Ipsos ranks fourth in the global research
industry.

With offices in 88 countries, Ipsos delivers insightful expertise across five research specializations: brand, advertising and media;
customer loyalty; marketing; public affairs research; and survey management.

Ipsos researchers assess market potential and interpret market trends. They develop and build brands. They help clients build long-
term relationships with their customers. They test advertising and study audience responses to various media and they measure public

opinion around the globe.

Ipsos has been listed on the Paris Stock Exchange since 1999 and generated global revenues of €1,782.7 million in 2016.

GAME CHANGERS
« Game Changers » is the Ipsos signature.

At Ipsos we are passionately curious about people, markets, brands and society.
We make our changing world easier and faster to navigate and inspire clients to make smarter decisions.
We deliver with security, speed, simplicity and substance. We are Game Changers.
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