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Employee (dis)Engagement Survey? 
Written by Kevin Morihira 

 

Engagement surveys have seemingly become the favourite barometer for companies to (attempt) to 

measure the satisfaction and/or interest levels of employees. But do they work? My answer to that is 

sometimes*. The asterisk indicates a caveat that only if they surveys are done correctly which means the 

organization’s leaders adopting the right mind set, understanding and commitment before starting the 

process.  

I’m not saying that Employee Engagement Surveys are useless and futile, quite the opposite actually, if 

approached correctly they can be hugely valuable and can help drive results (including increases to top 

& bottom line revenue) in a very short period of time. A proper engagement survey can do for an 

organization and its leadership what an appearance on Dragon’s Den, or a campaign on Kickstarter can 

do for an entrepreneur – it can be the turning point or launch pad to something bigger & better. 

Both in organizations that I have been employed with, as well as others that I have consulted with I have 

seen numerous attempts at engagement surveys – some more successful (and engaging) than others 

and from the good and the bad I’ve identified a few common themes. So before you jump in head first 

here are a few simple “Do’s” and “Don’ts” when it comes to administering your next engagement 

survey. 

Don’t: 

• Try to boil the ocean: A common (and very easy) mistake to make is trying to collect too much 

information. The biggest difficulty this creates is data, too much data. Too much data to be 

collected and too much data to be analyzed. While some of you may love crunching numbers 

and ensuing analytics but the effect of too much data is the time commitment. For the 

participants the surveys become too arduous, too long, too frustrating. And for the 

administrators the data takes too long to digest, analyze and respond to. 

 

The unanticipated, but negative impact of so much data is that it takes too long to get anything 

done. Due to the massive amounts of data and information collected, organizations set 

themselves up to fail by overwhelming themselves and not knowing where to start once the 

data has been collected. Frustration ensues because the organization sees the delays as nothing 

of impact is getting done. Break it into bite sized pieces and start chewing.   

 

• Ask questions you have no intent on dealing with: This can be fatal and can ultimately be the 

demise of any engagement program. We’ve all encountered the someone who asks “Do you 

have a minute?” to which you respond “Not really I’m a little busy right now” and they reply 

with “Ok, well this won’t take long” and carry on with their questions. Much like that person is 

being ignorant, rude and inconsiderate so are you if you ask questions that you have no intent 

on addressing. Doing so will can increase frustration and disengagement. Just be genuine and 

ask questions you are truly interested in and ready and willing to do something about.  
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Do: 

• Be committed: While intent and commitment might seem obvious to some of you, I believe that 

some organizations simply go through the motions of conducting engagement surveys because 

they believe the actual process of administering the survey is “good enough”. Obviously this 

thinking could not be more inaccurate. If you are going to conduct a survey, be committed and 

prepared to do something with the data. Use the information you collect to improve your 

organization. And make no mistake, interpreting the data will take time, effort and resources 

but if you’re not committed to the outcome you’ve failed to prepare and that means you’ve 

prepared to fail.  

 

• Act quick: As the saying goes “Actions speak louder than words”. Related to “Try to boil the 

ocean” and “Be committed” above, be ready to post some quick wins as soon as possible. Don’t 

wait for 6 months after the survey to do something. I spent time with an organization who 

conducted the annual engagement survey in June and began releasing news of initiatives in 

January. By the time January rolled around the issues had changed, the people had changed and 

most of the time the initiatives that had spent so much time incubating were no longer relevant.  

 

Once you’ve collected your data and closed the survey you must immediately triage the 

information and rank it into phases from “Easy & Immediate” to “Complex & Long-term”. 

Assemble committees and project plans for the “Complex & Long-term” items but for the “Easy 

& Immediate” items… get those crossed off your list as fast as possible. Delivering results to 

your organization will not only show them you are committed to change, but also buy you some 

time to get the larger more complex items organized.  

 

• Communicate: It might seem like a bit of a no-brainer given the above two points but 

communicate, communicate, communicate. Don’t under-estimate the importance of 

communication as part of an engagement survey. Engagement is not just about the information 

collected, it starts with the percentage of the organization that actually complete the survey and 

that can driven and supported by communication. Then following collection, it’s all about 

communicating preliminary findings, next steps, longer term projects etc. Regardless of 

generation, “feeling in on things” is one of the Top 3 elements that drives engagement. So let 

your people “in” and share with them any and all information. 

 

So there you have it, five simple things to keep in mind if you are thinking about conducting an 

engagement survey. But my last piece of advice; don’t mistake an engagement survey as a silver bullet in 

the sense that a survey will suddenly (or miraculously) increase your employee engagement and 

commitment levels. Engagement surveys are not recipes; they are merely a list of ingredients that when 

combined with other ingredients and techniques can create something that tastes pretty good.   

 


