Women More Likely to Feel Undervalued at Work
Men More Likely to Feel that They Will Get a Raise, Promotion

-~ randstad

Ipsos Public Affairs

Public Release Date: September 17, 2013

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. Inthe 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, and the Hispanic polling partner of Telemundo
Communications Group, a division of NBC Universal providing Spanish-language
content to U.S. Hispanics and audiences around the world.

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.

To learn more, visit: www.ipsos-na.com
For copies of other news releases, please visit: http://www.ipsos-na.com/news-polls/.

© 2013, Ipsos Public Affairs Page 1


http://www.ipsos-na.com/
http://www.ipsos-na.com/news-polls/

M Ipsos Public Affairs

Women More Likely to Feel Undervalued at Work
Men More Likely to Feel that They Will Get a Raise, Promotion

New York, NY — While about two-thirds (65%) of men feel that their salary is adequate for their
position/level of responsibility, fewer than six in ten (57%) of women do so, according to a poll
of over 3,000 full-time employees conducted by Ipsos Public Affairs on behalf of Randstad.

In addition to being more likely to feel underpaid, women are also less likely to say that their
employer offers promotions or bonuses to high-performing employees as a means of promoting
employee engagement (22% of women vs. 27% of men). On the other hand, women are more
likely to say that their employer provides regular performance reviews (47% vs. 42%),
encourages employees to share their ideas and opinions (45% vs. 41%) and invests in its
employees’ careers through training, professional development or continuing education (40% vs.
33%).

Men were also more likely to say that, looking ahead to the end of the year, they would get a raise
(54% vs. 49% of women); that their company/organization will expand its workforce (49% vs.
44%, respectively); and that morale is high at their company/organization (59% vs. 54%). Men
also seemed to be more optimistic in terms of their futures within their organization, with close to
one-third (31%) expecting to be promoted by the end of the year, compared to just one in four
(24%) women.

However, while men are more likely than women to say that they expect to grow their careers
with their current employer (64% vs. 59%, respectively), they are also more likely to say that they
expect to have to switch employers to do so (54% vs. 49% or women).

Workplace Relationships, Flexibility and Corporate Social Responsibility Important to Women

While over four in five adults (86%) overall consider their relationships with their colleagues to
have a big impact on how happy they are with their jobs, women are particularly likely to feel
that way (88% vs. 84% of men). Similarly, women are also more likely to feel this way about
their relationships with their direct supervisors (86% vs. 81%).

In addition to their workplace relationships, women are also more likely to value flexibility.
Women are also both more likely to say that their company or organization is flexible or
accommodating in terms of hours or working arrangements as a way to help keep employees
engaged (43% vs. 39% of men), and to also say that this is one of the most effective ways of
promoting employee engagement (34% vs. 22%, respectively). This attribute is important to
women in terms of prospective employers: nearly nine in ten (87%) women say that if they were
considering taking a position with a new company, it would be important that the employer offers
its employees flexible/telecommuting work arrangements in terms of scheduling, etc., compared
to slightly fewer men (83%) who are of this opinion.

o Similarly, in addition to being more likely to say that their employer offers a reduced
schedule or flex hours during the summer months (16% vs. 13% of men), women whose
employers offer this are also more likely to say that they always take advantage of
summer flex time (86% vs. 79% of men), and to say that they feel more relaxed/ happier
during the summer months than at other times because of it (86% vs. 76%).

© 2013, Ipsos Public Affairs Page 2



M Ipsos Public Affairs

When considering a position with a new company, not only are women more likely to find
flexibility to be important, but also the company’s reputation in their community (92% vs. 83% of
men), as well as its Corporate Social Responsibility (CSR) efforts such as giving back to the
community or making an effort to be more environmentally friendly (73% vs. 64%).

These are some of the findings of an Ipsos poll conducted March 25 — April 15, 2013. For the survey,
a national sample of 3,282 adults aged 18 and older who are currently employed full time from Ipsos’
U.S. online panel were interviewed online. Weighting was employed to balance demographics and to
ensure that the sample's composition reflects that of the U.S. population of working adults according
to U.S. Census Bureau data and to provide results intended to approximate the sample universe. A
survey with an unweighted probability sample of 3,282 adults and a 100% response rate would have
an estimated margin of error of +/- x 1.7 percentage points, 19 times out of 20 of what the results
would have been had the entire population of employed adults aged 18 and older in the United States
been polled. All sample surveys and polls may be subject to other sources of error, including, but not
limited to coverage error, and measurement error.
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About Ipsos
Ipsos is a leading global survey-based market research company, owned and managed by research
professionals that helps interpret, simulate, and anticipate the needs and responses of consumers,
customers, and citizens around the world. Member companies assess market potential and interpret market
trends to develop and test emergent or existing products or services, and build brands. They also test
advertising and study audience responses to various media, and measure public opinion around the globe.
They help clients create long-term relationships with their customers, stakeholders or other constituencies.
Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public
affairs research, as well as forecasting, modeling, and consulting and offers a full line of custom,
syndicated, omnibus, panel, and online research products and services, guided by industry experts and
bolstered by advanced analytics and methodologies. The company was founded in 1975 and has been
publicly traded since 1999. In 2011, Ipsos generated global revenues of € 1.363 billion ($1.897 billion
U.S.). Visit www.ipsos.com to learn more about Ipsos offerings and capabilities.
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