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Introduction 
Employee engagement is what makes people care for the work they do (Leiter, 2010, p. 31). The engagement of the employees does not only affect the productivity by driving it higher (Demerouti and Sanz Vergel, 2014, p. 78) but also affects the quality by making the people care for providing better-made products and services (ten Brummelhuis and co, 2012, p. 114). The employees’ engagement finally brings to the company new ideas and new approaches thought by the staff itself that can radically change the company for the better (Rana and Chopra, 2019, p. 149). 
In the theory, there is an interesting hint that thanks to the employees’ engagement companies can achieve a shared responsibility between the management and the workforce for the progress of the business (Bakker, 2014, p. 228). Otherwise, the workforce is often just focused on the tasks to do, but not on the big picture of how it can contribute by its potential for the business to progress (Subramanian and Rajee, 2011, p. 38). But – if motivated to feel engaged in the workplace – people can make much more with their zeal, effort, and ideas (Schaufeli and Salanova, 2010, p. 67).
Theorists suggest that the best manner to keep the staff motivated is by simply designing a successful portfolio of financial and non-financial benefits to offer to the workers But, for making the workers feel part of a community and work for it, there is also another aspect to consider: making them love what they do and feel useful there (Xu and Thomas, 2011, p. 402).

The following report deals with the work engagement of employees at a particular company, it is Aldi UK (Aldi.co.uk, 2022). The company is amongst the biggest retailers in the United Kingdom and Europe, as well. It employs more than 36 000 people across the country and runs 930 stores.  
Body 
The company „Aldi” has a very well-developed system of financial and non-financial stimuli for employees to boost their engagement at work. This system is developed by the German headquarters of the brand and includes the same types of stimuli in all the countries where the retailer operates. The financial stimuli are the ones usually applied in the retail sector: bonuses for three months and pay for an extraordinary performance. 

The bonuses for three months are available to anyone who has attended all the shifts assigned for the month, no matter if they requested or not some accidental changes in their schedule. The leading factor for the bonus is that the employee has served all the hours regarding their full or part-time contract, so basically it means the number of shifts assigned for the trimester. The ones who are available for the bonuses are informed by their supervisor that they will take one and the ones who are not eligible for a three-month bonus are informed on the grounds for the refusal.
The financial rewards for extraordinary performance are an additional payment over the bonuses that are based on the performance itself of the employee. It can be additional pay for people who have worked extra or who have done something outstanding at work: e.g. they have dealt successfully in a dangerous situation, they have helped to overcome a hard conflict with a customer, etc. So, this is pay that is available exactly as a reward for something that a particular employee has done and it is up to their supervisor to raise the attention of the store or the department manager that the person deserves to get financial praise for their huge effort.

The non-financial rewards are also quite important as motivators to drive the employees’ engagement at work up. The first of them is the direct feedback that employees are given daily regarding their performance at work. The policies of the company are very strict on it: supervisors are held responsible for the performance of their teams to a very high degree and they should prove – in case of a problem – that they have done everything possible to avoid the error by speaking with the employee who has committed it before, that they have warned them, etc. So, although it is a bit stressful for the supervisors of the UK stores to keep constantly an eye on the employees, as the UK work culture is usually in favor of delegating more responsibilities to the employees themselves, they are bound by the overall German policies of the brand. This German-style management policy briefly put in the best interest of the supervisors in all countries to always give feedback to the employees regularly or immediately if they have noticed a potential problem, because later they may face huge consequences for the error of someone else. 
Another important driver for employees’ engagement, is open communication within the company. In line with the regular feedback, open communication is part of the company’s policies on diminishing the risk of errors in the workplace. That is why managers speak openly to employees and employees are encouraged to do the same, guided all by the intention not to let errors and problems ruin the work routine or endanger someone in the store, the store itself, or the business. This strategy of open communication is taught in multiple pieces of training to staff in every country by German trainers who visit the stores and who often stun the staff with their attitude of openness and no formalities to follow. When employees are provided with regular feedback openly, they tend to be more motivated to work and they tend to fear less – as the German trainers emphasize on it – that even a minor error will be noticed on the spot and avoided by the immediate intervention of the supervisor. 
A third important aspect that drives employees’ engagement up is the overall horizontal hierarchy of the company. The departments and stores communicate intensively across countries and work as a well-done chain. In the UK the departments of the local headquarters also communicate very actively with the stores to learn fast about any potential problem and resolve it. Collaboration across all levels is the basic success factor for the company on daily basis. 
The fourth important factor for keeping employees engaged at work is the generous team-building practices. The staff of each store is allowed to have two team-building parties sponsored by the brand: one for the Christmas season and one for the summer holidays season. These events help the employees to feel like a community and to feel more motivated and orientated to achieve the goals set by the management. 

Pieces of training and development programs are the last non-financial factor that contributes to making the people feel engaged at work. Each employee benefits from a strict career management process that is quite transparent and does not leave any doubts about how and why promotions happen. The career path for each position is set by the German management of the company and is the same for any country. So, the same way and criteria apply for the promotions of the employees at the United Kingdon, in Germany or Hungary, for example. It may be a bit frustrating for the staff of stores working in the bigger countries where the brand operates, as usually there they basically should deal with more customers and higher turnover of products and money, but the good thing is that this system allows an equal career path for all and even employees can apply for open positions at stores in other cities or ask for relocation to other countries where the brand operates and just pursue there the rest of their career path.
Employees value proposition
Although the company currently has great practices in boosting the employees’ engagement, it can be done much further. The main path to walk in is in direction of making the employees contribute more to the business’s progress through their ideas. It is very easy to do the thing and worth trying, as the employees are the ones who face the daily problems of the business and know them best. 

In this sense of thought comes the Ideas Box. The Ideas Box is a small paper box that can be put in every store of „Aldi” and can be used by employees to put their ideas on how the business can improve. It can contain all sorts of ideas, as often people are very challenged by the opportunity to share their thoughts with their superiors and can invent even great things that – once put in use – may make a big difference even for a huge corporation. 
The Ideas box can be introduced as a way to collect the ideas that employees have in mind on how the store can become more successful, on what kind of products may be developed by „Aldi” and why etc. The only requirement for it is that the ideas are explained in a more detailed way, at least on two pages, where the author of the idea must explains also the arguments for it: why the idea is good, how it can be beneficial to the store or the business, etc. Of course, the author can put their name and position in the store as well, because – if an idea is good – the author must be rewarded.
The criterion on the length of the idea is two pages and it is set on purpose. Usually, no one will start to write a long text if they have nothing important in mind. So, that way the people will be at least encouraged to write and describe in a more detailed manner what they have in mind. In the second place, it will discourage the ones who have not thought themselves of their ideas to write something brief that is hard to understand and imagine how it can be done in practice. And finally, the requirement to put a name and position in the store on the paper is important in two senses: it will prevent the stealing of ideas of someone else and it will make the authors of the ideas give their best in writing and describing their invention because it will be further associated with their names.
The Ideas Box may be opened once a month by the manager of the store. They may be responsible to read and assess all the ideas and, if they find something that is worth it, they can send it to the relevant department for further assessment. 
If an idea is accepted, the most important thing to do is to reward the author, depending on their contribution and what parts of the ideas are put in use or it is fully put in use. If any idea concerns an invention to be potentially patented, the lucky employee who has thought over it must enjoy a higher financial reward than usual and potentially, some rights to be transferred to him as well, regarding the contract that they will make with „Aldi”. For those giving smaller ideas, but that are still accepted and put to use by the store or by the company itself, again a reward should be given: it may be a good idea on improving an operational process, or even in how to make the store to look more clean and tidy, etc, no matter of the area that it concerns. The most important thing is that authors of good ideas are always rewarded because their success stories will inspire others. 
Conclusion

In conclusion, it can be resumed that „Aldi” is doing much in making its staff engaged. The financial and non-financial rewards are combined in a great portfolio that brings to the company a highly motivated staff. 
At the same time, the companies like „Aldi” who have at hand tens of thousands of staff have a great resource to use and they can use it further by boosting the willingness of people to share ideas and possible solutions to the common problems. Making the voice of employees to be heard can hide unexpected benefits for the business that otherwise could remain unexploited. „Aldi” can potentially make 36 000 heads thinking for its success only in the UK: it is a number that outpasses every Research and Development department and a precious potential to use.
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