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Until recently, staff  at Clear-
Score, the credit checking 
fi rm that has grown from 
zero to 105 employees in 

just over two years, were so tightly 
crammed, desks were only 80cm 
wide to save space.

“We were packed,” admits found-
er, Justin Basini, who in February 
fi nally moved everyone to a larg-
er, 8,500sq-ft offi  ce in Vauxhall. 
Although not perfect at fi rst – he 
says “now it’s messier, more hig-
gledy-piggledy and generally nois-
ier” – this chief executive says he 
wouldn’t have it any other way.

“As a mission-driven business, 
our offi  ce is our congregation. We 
couldn’t create the energy and pas-
sion without it. We’ll continue to 
grow, but we’ll always have a central 
workplace; it just works,” he says.

While it may not seem it, in many 
ways this is a remarkable vote of con-
fi dence for organised workplaces. 
With UK plc languishing almost bot-
tom among G7 countries for produc-
tivity, offi  ces have suff ered their fair 
share of ire; everything from them 
breeding distraction, less uninter-
rupted time and more presenteeism. 

At the same time, studies point to 
greater happiness and productivity 
anywhere but the corporate head-
quarters. According to a YouGov poll 
last year, 30 per cent of offi  ce workers 
say they’re more productive working 
remotely. As such, some have chant-
ed the offi  ce as we know it is dead. 
So why is it that with Mr Basini and 
many other bosses, the workplace 
still commands such authority?

“The ‘workplace’ is still very rel-
evant,” argues Olly Olsen, co-chief 
executive at The Offi  ce Group, owner 
of than 1.2 million sq ft of offi  ce space 
in London. “Its purpose though, is 
changing. Where cost and location 
were king, now bosses are asking 
whether workplaces fi t their brand, 
whether they refl ect the people who 
are going to be there and whether 
they work for the community. The 
workplace is reinventing itself as a 
place where people enjoy working.

“Google’s plans for its upcoming 
London HQ really showcase this. I 
can’t remember a time when a work-
place was written about purely as an 
exciting place to be.”

The fl ipside, however, is that this 
expanded purpose does make it 
even harder for workplaces to prove 
a return on investment (ROI), just 
when many claim the workplace 
needs to be scrutinised more by the 
C-suite. If fi rms are to accept a pro-
ductivity dip by having all their peo-

ple in one place, they need to know 
that their workplace really does cre-
ate the tight culture and innovation, 
or attracts the best talent, that more 
than makes up for this. 

“This is the conversation that still 
needs to happen,” says Dr Mark 
Batey, senior lecturer in organisa-
tional psychology at Alliance Man-
chester Business School. “Can or-
ganisations have a common purpose 
without a workplace? The answer is 
probably no, but my feeling is while 
the workplace still has a role, work-
places are trying to do too much. 
People don’t need to travel to a work-
place just to do the procedural stuff , 
on their own. 

“Workplaces should really be used 
for just one thing – collaboration 
and meetings. Employers setting 
aside 40 to 60 per cent of their work-
space for ‘quiet’ areas aren’t using 
their space effi  ciently. This is the 
sort of conversation boardrooms 
need to start.”

It’s a view not all agree with. “The 
workplace isn’t dead, it’s critically 
important, and we believe work-
places should be designed to ac-
commodate all types of work,” says 
Josh Krichefski, chief executive 
at media agency Mediacom. The 
agency actually launched fl exible 
working for all last year, eff ectively 
rubber-stamping the fact that the 

offi  ce doesn’t need to be employees’ 
fi rst destination. 

But while some might argue this 
means Mr Krichefski is hedging his 
bets, he says not: “What modern 
workplaces need to off er is a choice 
about whether staff  want to be at the 
offi  ce or somewhere else. But when 
they are here we must ensure it’s a 
place they want to be.”

In May, the British Council for 
Offi  ces produced its Corporate Cul-
ture report which reiterated the 
then-fi ndings of the Leesman Index 
that 53 per cent of staff  did not yet 
think the workplace they’re in makes 
them productive. Reasons include 
noise, lack of variety of workspaces, 
such as breakout rooms, quiet areas 
and communal zones. However, if 
these were addressed, it said work-
places could boost productivity by 
up to 3.5 per cent. 

So can they? Well, what might 
change the conversation is new re-
search that is beginning to question 
just how draining offi  ces are and just 
how sustained the productivity of 
remote or homeworking is. 

“Our research actually fi nds peo-
ple are no more or less productive 
at home than in the workplace over 
time, because once homeworking is 
normalized, the novelty wears off ,” 
argues Dr Esther Canonico, fellow 
at the London School of Economics’ 
Department of Management. 

“We also fi nd homeworking cre-
ates social exclusion and lack of 
promotion. Those who work at 
home or remotely aren’t given the 
opportunities offi  ce workers get, 
simply because they’re not there 
and are less visible.”

While employers do believe there 
is more to workplaces than just 
productivity, the good news is pro-
ductivity is rising up the agenda. 
“Our research shows 75 per cent of 
businesses consider the productivi-
ty implications of their offi  ce,” says 
Joff  Sharpe, head of operations at 
British Land. The same study found 
69 per cent of businesses agreed 
improving the design of their offi  ce 
boosted productivity. 

Planning how much overall space 
they’ll need though will become a 
growing ROI headache for employ-
ers who still want a destination 
workspace, but also want to promote 
fl exible working. 

And it’s still the case that other 
issues, such as having up-to-date 
technology, need tackling too. IDC 
recently found 34 per cent of staff  
were not satisfi ed with their at-work 
technology. If this does drive people 
away from traditional workplaces, 
they’ll be sure to miss the workplace 
culture and vibe. 

Getting the best 
from workspaces
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Business leaders must put a value on how workplaces foster morale 
and a shared vision, and provide the spaces needed to achieve their aims 
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probably no, but my feeling is while 
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places are trying to do too much. 
People don’t need to travel to a work-
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their space effi  ciently. This is the 
sort of conversation boardrooms 
need to start.”

It’s a view not all agree with. “The 
workplace isn’t dead, it’s critically 
important, and we believe work-
places should be designed to ac-
commodate all types of work,” says 
Josh Krichefski, chief executive 
at media agency Mediacom. The 
agency actually launched fl exible 
working for all last year, eff ectively 
rubber-stamping the fact that the 

offi  ce doesn’t need to be employees’ 
fi rst destination. 

But while some might argue this 
means Mr Krichefski is hedging his 
bets, he says not: “What modern 
workplaces need to off er is a choice 
about whether staff  want to be at the 
offi  ce or somewhere else. But when 
they are here we must ensure it’s a 
place they want to be.”

In May, the British Council for 
Offi  ces produced its Corporate Cul-
ture report which reiterated the 
then-fi ndings of the Leesman Index 
that 53 per cent of staff  did not yet 
think the workplace they’re in makes 
them productive. Reasons include 
noise, lack of variety of workspaces, 
such as breakout rooms, quiet areas 
and communal zones. However, if 
these were addressed, it said work-
places could boost productivity by 
up to 3.5 per cent. 

So can they? Well, what might 
change the conversation is new re-
search that is beginning to question 
just how draining offi  ces are and just 
how sustained the productivity of 
remote or homeworking is. 

“Our research actually fi nds peo-
ple are no more or less productive 
at home than in the workplace over 
time, because once homeworking is 
normalized, the novelty wears off ,” 
argues Dr Esther Canonico, fellow 
at the London School of Economics’ 
Department of Management. 

“We also fi nd homeworking cre-
ates social exclusion and lack of 
promotion. Those who work at 
home or remotely aren’t given the 
opportunities offi  ce workers get, 
simply because they’re not there 
and are less visible.”

While employers do believe there 
is more to workplaces than just 
productivity, the good news is pro-
ductivity is rising up the agenda. 
“Our research shows 75 per cent of 
businesses consider the productivi-
ty implications of their offi  ce,” says 
Joff  Sharpe, head of operations at 
British Land. The same study found 
69 per cent of businesses agreed 
improving the design of their offi  ce 
boosted productivity. 

Planning how much overall space 
they’ll need though will become a 
growing ROI headache for employ-
ers who still want a destination 
workspace, but also want to promote 
fl exible working. 

And it’s still the case that other 
issues, such as having up-to-date 
technology, need tackling too. IDC 
recently found 34 per cent of staff  
were not satisfi ed with their at-work 
technology. If this does drive people 
away from traditional workplaces, 
they’ll be sure to miss the workplace 
culture and vibe. 

Getting the best 
from workspaces

G
o

o
g

lePETER CRUSH

Business leaders must put a value on how workplaces foster morale 
and a shared vision, and provide the spaces needed to achieve their aims 

OVERVIEW

56.7%
of employees in 

the UK and Ireland 
agree that their 

workplace enables 
them to work 
productively

30%
of offi  ce workers 
say they’re more 

productive working 
remotely

Leesman Index/YouGov/British Land

69%
of businesses 

agreed improving 
the design of their 

offi  ce boosted 
productivity

Google’s planned London headquarters near King’s Cross, designed by Heatherwick 
Studio and Bjarke Ingels Group

PUBLISHED IN ASSOCIATION WITH

mailto:meet@theclubhouselondon.com
https://www.raconteur.net/future-workplace-2017


FUTURE WORKPLACE RACONTEUR.NET04 06 / 07 / 2017 RACONTEUR.NET FUTURE WORKPLACE 0506 / 07 / 2017

What impact does a more open-plan 
working environment have on authority 
and leadership, and how does a social-
democratic model of community suit a 
capitalist set-up like a big corporate? 

O ver the past 20 years, 
many big corporates 
have adopted some of 
the ideas of the startup 

scene including a more egalitari-
an workspace design and working 
styles where management is treated 
the same as employees. This is a de-
parture from the hierarchical design 
lay-out of the past where senior lead-
ers were sequestered in luxurious, 
closed offices.

The origins of the open-plan en-
vironment synonymous with start-
ups have much earlier origins in the 
1950s when the Germans pioneered 
the idea of a Bürolandschaft (office 
landscape) which was a movement 
in open-plan office spacing. 

However, the roots of a social-dem-
ocratic approach to a working envi-
ronment also came from Scandina-
via with strong staff representation 
and employees having a greater 
voice in the design of the workplace, 
says Philip Tidd, head of consulting 
for Europe at Gensler. 

“Scandinavian countries were ear-
ly pioneers of open-plan environ-
ments in the 90s, and the UK took 
that baton and led the way into new 
ways of working to make open-plan 
more mainstream,” he says. 

There is no doubt that many large 
corporates have adopted open-plan 
workspaces in a bid to improve team 
work and collaboration, says Jeremy 
Myerson, director of WORKTECH 
Academy.  “The reality is that unless 
the open plan is well thought out 
with a high degree of segmentation 
of different tasks and a high degree 
of choice for the individual that is 
not the case. A simple, low-choice, 
open-plan environment with an 
ocean of desks is not good for com-
munication or team-working.”   

The reason that many big corpo-
rates rushed to emulate the work-
space design of startup firms was the 
attraction of co-working spaces, says 
Mr Myerson. “This was a new type 
of office organisation characterised 
by having a high degree of servic-
es and was much more like a club 
or restaurant where you would get 
subdued lighting, and it was curated 
with nice furniture. Big corporates 
want to encourage innovation and 
also want to interact with startups. 
Corporates are looking at incuba-
tor spaces as they need their people  
to innovate.” 

Many corporates are trying to ape 
what is happening in smaller, start-
up technology companies, accord-
ing to Mr Tidd. “Certainly, there are 
aspects of trying to mimic some of 
the more open managerial and lead-
ership styles, but the bigger push for 
that openness in design is driven by 
real-estate savings.”

He cites Microsoft and GSK as ex-
amples of large corporates which 
have opened up their working envi-
ronments and adopted a flatter hier-
archy. “These two organisations have 
gone through that process of opening 
up their working environment for the 
last part of the decade. Their concept 
has evolved over time. They have 
gone through change in the last three 
to five years of adapting their own 
open-plan environment which has a 
rich variety of settings,” says Mr Tidd. 

“GSK did a lot of work on break-
ing down silos that traditionally 
had space allocated according to 
hierarchy. A decade ago, Micro-
soft used to advertise ‘come to us 
and get your own office’. They’ve 
gone on a significant journey of 
change to make their own space a 
lot more youthful and attractive 
to a younger demographic. There 
is a lot more variety of settings 
and more project-based teams as  
well as experimental space for 
building products.”

It’s only the large organisations 
with a high degree of segmentation 
which have moved from a hierar-
chical model to a community-based 
one, argues Mr Myerson. “These 
spaces have a high degree of seg-
mentation and there is community 
of purpose,” he says.

Mr Myerson believes there are 
three distinct phases of organisa-
tional design: command and con-
trol hierarchy; the rise of the egal-
itarian work community; and the 
networked organisation that is both 
physical and digital. 

Indeed, Gensler’s 2016 UK Work-
place Survey revealed that those 
predominantly in management or 
leadership positions with choice and 
autonomy of where to work are not 
only more productive, but innovative 
as well. However, those employees 
without choice and autonomy and 
those fixed at assigned workstation in 
“impoverished” open-plan workplac-
es appear to be suffering the most. 

But what impact does the open-plan 
workspace have on the leadership and 
authority of management? Adopting 
an open-plan environment removes 
the obvious demarcation lines that 
exist in a hierarchical organisation, 
says Mark Swain, director of partner-
ships at Henley Business School. 

“Respect for someone more senior 
is obvious when you’ve got a physi-
cal structure of space that demon-
strates that,” he says. “I think that 
open-plan offices blur those rules 
of rank. If you’re going into a cor-
porate that removes the physical 
structures of rank such as closed 
offices and makes the directors eat 

in the same dining room then it re-
duces that status of leadership in a 
flattened structure. 

“It also stops people from aspir-
ing to leadership roles as there is 
no elevated status for leaders or 
managers. If you’re rank and file 
in an open-plan office and you see 
the amount of stress that man-
agers are under without the visi-
ble signs of the accoutrements of 
power, then why would you aspire  
to that?”

But a bias towards people in man-
agerial positions still exists in an 
open-plan environment, says Mr 
Tidd. “There is still an invisible hi-
erarchy where managers have the 
choice of where they work.”

One aspect of leadership that is en-
hanced by an open-plan working en-
vironment is visibility of the senior 
leaders, argues John Williams, digi-
tal strategy director for the Institute 
of Leadership and Management. 
“The key to that visibility is having 
the chief executive or CEO on the 
same floor as employees. Employ-
ees then feel that the CEO is more 
approachable, and they can share 
their thoughts and collaborate more 
effectively with leadership.”

What is essentially a social-dem-
ocratic model of community design 
can work for a big corporate busi-
ness, but it’s about having a subtle 
open-plan environment that reflects 
a wide variety of settings rather 
than a crude open-plan design, says 
Mr Tidd.

“Big corporates are recognising 
that opening up their environment 
to a more collaborative and mod-
ern environment is more attractive 
to the next generation of talent,” 
he says. “Most organisations that 
we work with are very concerned 
about their talent constraints.  
A young workforce wants to work 
in a welcoming and dynamic  
work environment.” 

Many tooth-and-claw capitalist 
businesses struggle to shift to the 
more open, democratic and trust-
ing culture that a social-democratic 
model of community demands, Mr 
Myerson concludes. “They are much 
happier with command and control, 
supervision and surveillance than 
empowering people, which takes 
time and effort, and requires new 
spaces, collaborative technologies 
and ways of behaving. But they will 
have to face the challenge sooner 
rather than later.” 

KAREN HIGGINBOTTOM

“The last phase is causing ruc-
tions in leadership style as you’ve 
got networks of co-employees, em-
ployees and freelancers, and an in-
creasingly fluid group of collabora-
tors,” he says. “Most companies are 
in transition from hierarchical to 

community to networked organisa-
tions. What is frightening for com-
panies is the speed of networked 
organisations requiring new design 
and new responses to human re-
sources and technology. The idea of 
rank and hierarchy is changing in 
networked organisations. It’s much 
more about the blurring of lines in 
an organisation.” 

An open-plan working environ-
ment reflects an egalitarian struc-
ture to an extent, says Mr Tidd. “It’s 
about encouraging people to come 
out of their cubicles and closed 
offices, and to get more collabora-
tive and transparent,” he says. “It’s 
definitely had a positive impact on 
the perception of staff that man-
agement is more accountable and 
encourages a sense of opening up of 
an organisation.

“But what has definitely happened 
in the UK, and our own research 
points to this, is that there are ‘haves 
and have nots’ in the UK working 
environment and it favours those in 
managerial positions.” 

Gensler 2016
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COMMERCIAL FEATURE

Businesses are increasingly real-
ising that to attract and retain 
the brightest and best talent 
they need to provide environ-

ments which support and inspire their 
employees. They are also focused on 
enabling workplace collaboration, of-
fering flexibility and increasing produc-
tivity, while containing costs.

Over the course of the last decade, 
more and more companies globally 
have moved away from the conven-
tional office lease approach, and the 
capital expenditure it entails, in favour 
of more sophisticated fully serviced 
workspaces in desirable locations.   

This has meant that flexible working 
has been on the rise with many new 
entrepreneurs, small companies and 
established businesses having access 
to reasonably priced office options.

“The idea of getting out and going 
to an office is very much ingrained in 
people,” explains Mel Schembri, sales 
and operations director at Halkin. 
“People still want to come into work, 
even if they have the option of working 
from home or from anywhere. People 
want to connect on a human level.

“As an office provider we have to 
recognise that and enable it. At the 
heart of our business we are always 
asking ‘How can we help your busi-
ness to be as productive and effi-
cient as possible?’ The answer often 
lies with how happy staff are.” 

As businesses increasingly recog-
nise the value of providing their em-
ployees with a workspace that fos-
ters more of a work-life balance, the 
serviced office industry has respond-
ed with increased creativity.   

“Whereas ten years ago there 
were really only a handful of major 
business centre providers in London 
with a narrow product range, the 
client is now spoilt for choice,” Ms 
Schembri says. “There are now a lot 

Cutting-edge 
business centres set 
employers apart
Retaining and attracting the brightest people to your 
workforce is a priority for any employer, and the appeal of a 
workplace has become a crucial part of the equation

of independent and creative pro-
viders, and businesses can afford to 
be selective. This has led to a rein-
vention of the typical office space 
and reinvigorated the industry, 
which is a great thing.”

Affordability and scalability remain 
vitally important to companies, but 
so too are comfort features, such 
as ergonomics, lighting, break-out 
spaces, cafés, shower facilities, bi-
cycle racks, health and wellness pro-
grammes, and integration with apps 
and online services. 

“Simply put, people want to be 
based in buildings that they feel 
really good about going to work in,” 
Ms Schembri says. The point is not 
lost on employers in London, who may 
soon find themselves having to fight 
harder than ever to retain their very 
best people in post-Brexit Britain. 

Ms Schembri explains that Halkin’s 
clients increasingly look to them for a 
personalised and tailor-made solu-
tion. They need their office spaces to 
be flexible, bright, spacious and well 
designed, while being adaptable to 
their needs and well equipped with 
the latest technology.  

Halkin itself currently has four such 
centres in London, including a luxu-

rious Georgian Mayfair town house 
and a vibrant, modern, Art Deco-style 
warehouse building in Southwark.  

For Halkin, a key notion is that no 
two businesses are alike. Today, 
Halkin’s aim is to put control back in 
the hands of the clients by providing a 
completely flexible solution using the 
latest technology and design, while 
retaining value for money.   

So much has changed about the 
ways in which professionals communi-
cate and provide services to one an-
other, but it is clear there remains, and 
there will perhaps always be, strong 
value in face-to-face interactions and 
creative, communal workspaces. 

For business centre providers such 
as Halkin, the focus is firmly on de-
livering design-led solutions that 
keep pace with the shifting demands 
of modern professional life and the 
needs of employers, for whom there 
is always a clear imperative to recruit 
and retain the very best people.

To find out more about how smart 
workspace creators Halkin can help 
your business to thrive please visit 
their new website at www.halkin.com
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What impact does a more open-plan 
working environment have on authority 
and leadership, and how does a social-
democratic model of community suit a 
capitalist set-up like a big corporate? 

O ver the past 20 years, 
many big corporates 
have adopted some of 
the ideas of the startup 

scene including a more egalitari-
an workspace design and working 
styles where management is treated 
the same as employees. This is a de-
parture from the hierarchical design 
lay-out of the past where senior lead-
ers were sequestered in luxurious, 
closed offices.

The origins of the open-plan en-
vironment synonymous with start-
ups have much earlier origins in the 
1950s when the Germans pioneered 
the idea of a Bürolandschaft (office 
landscape) which was a movement 
in open-plan office spacing. 

However, the roots of a social-dem-
ocratic approach to a working envi-
ronment also came from Scandina-
via with strong staff representation 
and employees having a greater 
voice in the design of the workplace, 
says Philip Tidd, head of consulting 
for Europe at Gensler. 

“Scandinavian countries were ear-
ly pioneers of open-plan environ-
ments in the 90s, and the UK took 
that baton and led the way into new 
ways of working to make open-plan 
more mainstream,” he says. 

There is no doubt that many large 
corporates have adopted open-plan 
workspaces in a bid to improve team 
work and collaboration, says Jeremy 
Myerson, director of WORKTECH 
Academy.  “The reality is that unless 
the open plan is well thought out 
with a high degree of segmentation 
of different tasks and a high degree 
of choice for the individual that is 
not the case. A simple, low-choice, 
open-plan environment with an 
ocean of desks is not good for com-
munication or team-working.”   

The reason that many big corpo-
rates rushed to emulate the work-
space design of startup firms was the 
attraction of co-working spaces, says 
Mr Myerson. “This was a new type 
of office organisation characterised 
by having a high degree of servic-
es and was much more like a club 
or restaurant where you would get 
subdued lighting, and it was curated 
with nice furniture. Big corporates 
want to encourage innovation and 
also want to interact with startups. 
Corporates are looking at incuba-
tor spaces as they need their people  
to innovate.” 

Many corporates are trying to ape 
what is happening in smaller, start-
up technology companies, accord-
ing to Mr Tidd. “Certainly, there are 
aspects of trying to mimic some of 
the more open managerial and lead-
ership styles, but the bigger push for 
that openness in design is driven by 
real-estate savings.”

He cites Microsoft and GSK as ex-
amples of large corporates which 
have opened up their working envi-
ronments and adopted a flatter hier-
archy. “These two organisations have 
gone through that process of opening 
up their working environment for the 
last part of the decade. Their concept 
has evolved over time. They have 
gone through change in the last three 
to five years of adapting their own 
open-plan environment which has a 
rich variety of settings,” says Mr Tidd. 

“GSK did a lot of work on break-
ing down silos that traditionally 
had space allocated according to 
hierarchy. A decade ago, Micro-
soft used to advertise ‘come to us 
and get your own office’. They’ve 
gone on a significant journey of 
change to make their own space a 
lot more youthful and attractive 
to a younger demographic. There 
is a lot more variety of settings 
and more project-based teams as  
well as experimental space for 
building products.”

It’s only the large organisations 
with a high degree of segmentation 
which have moved from a hierar-
chical model to a community-based 
one, argues Mr Myerson. “These 
spaces have a high degree of seg-
mentation and there is community 
of purpose,” he says.

Mr Myerson believes there are 
three distinct phases of organisa-
tional design: command and con-
trol hierarchy; the rise of the egal-
itarian work community; and the 
networked organisation that is both 
physical and digital. 

Indeed, Gensler’s 2016 UK Work-
place Survey revealed that those 
predominantly in management or 
leadership positions with choice and 
autonomy of where to work are not 
only more productive, but innovative 
as well. However, those employees 
without choice and autonomy and 
those fixed at assigned workstation in 
“impoverished” open-plan workplac-
es appear to be suffering the most. 

But what impact does the open-plan 
workspace have on the leadership and 
authority of management? Adopting 
an open-plan environment removes 
the obvious demarcation lines that 
exist in a hierarchical organisation, 
says Mark Swain, director of partner-
ships at Henley Business School. 

“Respect for someone more senior 
is obvious when you’ve got a physi-
cal structure of space that demon-
strates that,” he says. “I think that 
open-plan offices blur those rules 
of rank. If you’re going into a cor-
porate that removes the physical 
structures of rank such as closed 
offices and makes the directors eat 

in the same dining room then it re-
duces that status of leadership in a 
flattened structure. 

“It also stops people from aspir-
ing to leadership roles as there is 
no elevated status for leaders or 
managers. If you’re rank and file 
in an open-plan office and you see 
the amount of stress that man-
agers are under without the visi-
ble signs of the accoutrements of 
power, then why would you aspire  
to that?”

But a bias towards people in man-
agerial positions still exists in an 
open-plan environment, says Mr 
Tidd. “There is still an invisible hi-
erarchy where managers have the 
choice of where they work.”

One aspect of leadership that is en-
hanced by an open-plan working en-
vironment is visibility of the senior 
leaders, argues John Williams, digi-
tal strategy director for the Institute 
of Leadership and Management. 
“The key to that visibility is having 
the chief executive or CEO on the 
same floor as employees. Employ-
ees then feel that the CEO is more 
approachable, and they can share 
their thoughts and collaborate more 
effectively with leadership.”

What is essentially a social-dem-
ocratic model of community design 
can work for a big corporate busi-
ness, but it’s about having a subtle 
open-plan environment that reflects 
a wide variety of settings rather 
than a crude open-plan design, says 
Mr Tidd.

“Big corporates are recognising 
that opening up their environment 
to a more collaborative and mod-
ern environment is more attractive 
to the next generation of talent,” 
he says. “Most organisations that 
we work with are very concerned 
about their talent constraints.  
A young workforce wants to work 
in a welcoming and dynamic  
work environment.” 

Many tooth-and-claw capitalist 
businesses struggle to shift to the 
more open, democratic and trust-
ing culture that a social-democratic 
model of community demands, Mr 
Myerson concludes. “They are much 
happier with command and control, 
supervision and surveillance than 
empowering people, which takes 
time and effort, and requires new 
spaces, collaborative technologies 
and ways of behaving. But they will 
have to face the challenge sooner 
rather than later.” 

KAREN HIGGINBOTTOM

“The last phase is causing ruc-
tions in leadership style as you’ve 
got networks of co-employees, em-
ployees and freelancers, and an in-
creasingly fluid group of collabora-
tors,” he says. “Most companies are 
in transition from hierarchical to 

community to networked organisa-
tions. What is frightening for com-
panies is the speed of networked 
organisations requiring new design 
and new responses to human re-
sources and technology. The idea of 
rank and hierarchy is changing in 
networked organisations. It’s much 
more about the blurring of lines in 
an organisation.” 

An open-plan working environ-
ment reflects an egalitarian struc-
ture to an extent, says Mr Tidd. “It’s 
about encouraging people to come 
out of their cubicles and closed 
offices, and to get more collabora-
tive and transparent,” he says. “It’s 
definitely had a positive impact on 
the perception of staff that man-
agement is more accountable and 
encourages a sense of opening up of 
an organisation.

“But what has definitely happened 
in the UK, and our own research 
points to this, is that there are ‘haves 
and have nots’ in the UK working 
environment and it favours those in 
managerial positions.” 

Gensler 2016
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COMMERCIAL FEATURE

Businesses are increasingly real-
ising that to attract and retain 
the brightest and best talent 
they need to provide environ-

ments which support and inspire their 
employees. They are also focused on 
enabling workplace collaboration, of-
fering flexibility and increasing produc-
tivity, while containing costs.

Over the course of the last decade, 
more and more companies globally 
have moved away from the conven-
tional office lease approach, and the 
capital expenditure it entails, in favour 
of more sophisticated fully serviced 
workspaces in desirable locations.   

This has meant that flexible working 
has been on the rise with many new 
entrepreneurs, small companies and 
established businesses having access 
to reasonably priced office options.

“The idea of getting out and going 
to an office is very much ingrained in 
people,” explains Mel Schembri, sales 
and operations director at Halkin. 
“People still want to come into work, 
even if they have the option of working 
from home or from anywhere. People 
want to connect on a human level.

“As an office provider we have to 
recognise that and enable it. At the 
heart of our business we are always 
asking ‘How can we help your busi-
ness to be as productive and effi-
cient as possible?’ The answer often 
lies with how happy staff are.” 

As businesses increasingly recog-
nise the value of providing their em-
ployees with a workspace that fos-
ters more of a work-life balance, the 
serviced office industry has respond-
ed with increased creativity.   

“Whereas ten years ago there 
were really only a handful of major 
business centre providers in London 
with a narrow product range, the 
client is now spoilt for choice,” Ms 
Schembri says. “There are now a lot 

Cutting-edge 
business centres set 
employers apart
Retaining and attracting the brightest people to your 
workforce is a priority for any employer, and the appeal of a 
workplace has become a crucial part of the equation

of independent and creative pro-
viders, and businesses can afford to 
be selective. This has led to a rein-
vention of the typical office space 
and reinvigorated the industry, 
which is a great thing.”

Affordability and scalability remain 
vitally important to companies, but 
so too are comfort features, such 
as ergonomics, lighting, break-out 
spaces, cafés, shower facilities, bi-
cycle racks, health and wellness pro-
grammes, and integration with apps 
and online services. 

“Simply put, people want to be 
based in buildings that they feel 
really good about going to work in,” 
Ms Schembri says. The point is not 
lost on employers in London, who may 
soon find themselves having to fight 
harder than ever to retain their very 
best people in post-Brexit Britain. 

Ms Schembri explains that Halkin’s 
clients increasingly look to them for a 
personalised and tailor-made solu-
tion. They need their office spaces to 
be flexible, bright, spacious and well 
designed, while being adaptable to 
their needs and well equipped with 
the latest technology.  

Halkin itself currently has four such 
centres in London, including a luxu-

rious Georgian Mayfair town house 
and a vibrant, modern, Art Deco-style 
warehouse building in Southwark.  

For Halkin, a key notion is that no 
two businesses are alike. Today, 
Halkin’s aim is to put control back in 
the hands of the clients by providing a 
completely flexible solution using the 
latest technology and design, while 
retaining value for money.   

So much has changed about the 
ways in which professionals communi-
cate and provide services to one an-
other, but it is clear there remains, and 
there will perhaps always be, strong 
value in face-to-face interactions and 
creative, communal workspaces. 

For business centre providers such 
as Halkin, the focus is firmly on de-
livering design-led solutions that 
keep pace with the shifting demands 
of modern professional life and the 
needs of employers, for whom there 
is always a clear imperative to recruit 
and retain the very best people.

To find out more about how smart 
workspace creators Halkin can help 
your business to thrive please visit 
their new website at www.halkin.com
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that companies would like to em-
ploy. We regard these locations 
as being capable of generating 
strong growth.”

As rents and property prices con-
tinue to outstrip wages in London 
and research shows that a growing 
number of young people look for 
better quality of life as well as fi -
nancial rewards, this trend seems 
set to continue. 

HUCKLETREE

D espite fears about the ef-
fects of the Brexit vote and 
the uncertain political 
situation, property pric-

es across the UK have continued to 
rise. According to recent forecasts by 
the Centre for Economics and Busi-
ness Research, the average house in 
the UK will be worth £220,000 this 
year, up £9,000 on 2016. It’s not just 
residential property that has experi-
enced such as remarkable increase.

According to EY, London commer-
cial property rents rose by 70 per 
cent in fi ve years from 2010 to 2015. 
St James’s was the area that had the 
most expensive average commercial 
rent for 2015 at £91 per square foot, 
up from £43 in 2010, followed by 
Belgravia and Knightsbridge.

In addition to rents and prices, fol-
lowing the business rate revaluation 
in some parts of London, including 
the traditional business district 
of Aldgate and the newer, trendier 
enclaves such as Shoreditch, Vaux-
hall and Clerkenwell, the new rates 

SIMON BROOKE

Rising commercial and residential property prices in London and the South East mean 
more businesses are relocating and workers moving north, seeking a better quality of life

Now London is competing with the North

will be up to 63 per cent higher, ac-
cording to offi  ce brokerage service 
PrimeFind.  

Despite big expansion in the capi-
tal by the likes of Google, businesses 
are increasingly questioning wheth-
er they can operate commercially 
in such expensive areas. Already, 
according to a survey by commer-
cial property agent Stirling Ackroyd, 
the number of registered technology 
companies in the EC1V postcode, 
known as Tech City, fell by 227 or 10 
per cent over the six months to April 
last year.

Meanwhile, as residential prop-
erty continues to rise, especially in 
London and the South East, compa-
ny leaders are also looking at wheth-
er they can attract, retain and mo-
tivate talented staff  who might be 
forced to live in small apartments or 
undertake long commutes.

The Northern Powerhouse might 
have been powered down, but com-
panies based in London are looking 
at provincial cities for expansion. 
Figures from the Offi  ce for National 
Statistics (ONS) show that, for the fi rst 
time, the number of 30 to 39 year olds 
moving to London from Liverpool, 
Leeds, Manchester and Birmingham 
in the year ending June 2015 about 
equalled those moving in the other 
direction. Quality of life is the prime 
driver the ONS found.

Earlier this year luxury fashion 
retailer Burberry announced plans 
to relocate 300 jobs from its London 
offi  ces to West Yorkshire to reduce 
costs. The move to a new business 
services centre in Leeds is expected 
to save it £100 million. Leeds was 
recently placed 26th out of 100 cities 
around the world in the Sustainable 
Cities report published by leading 
infrastructure consultancy Arcadis, 
putting it above London.

“Cost of living and quality of life 
are major factors,” says Andrew 
Macland, head of UK at PGIM Real 
Estate, the fi nancier for No 1 Spin-
ningfi elds, which claims to be the 
highest specifi ed and largest new 
offi  ce building in Manchester. “A 
high-end central Manchester fl at 
costs less than £500 per square foot, 
against a Central London fl at cost-
ing around £1,000 per square foot. 
The city of Manchester is a vibrant 
place to live and companies are rec-
ognising that.”

Chris Mulcahy, offi  ce agency di-
rector at JLL Manchester, says: 
“Manchester became the original 
‘northshoring’ location when the 
Bank of New York, now BNY Mel-
lon, moved into the city in 2005. 
Since then the BBC and [law fi rm] 
Freshfi elds, more recently, have 
continued this trend of inward in-
vestment into the city. 

“The city’s development pipeline 
has outpaced the other major hubs 
– one million square feet of space 
was delivered in the last two years. 
Having ready-made space, which 
is of the same quality as schemes 
in the capital, that fi rms can move 

into within short timeframes is key 
to Manchester’s success in capital-
ising on northshoring.”

The Economist magazine recent-
ly went so far as to suggest that 
while the Palace of Westminster 
is being refurbished, Manches-
ter should become the nation’s 
capital. In May, HSBC completed 
the first stage of its new head-
quarters for retail operations in 
Birmingham. The bank will move 
1,000 staff there from London. 
Despite concerns about the relo-
cation, more than 2,000 London 
staff have expressed an interest 
in transferring.

The East Midlands has been an-
other hot spot for businesses mov-
ing from London, according to Tim 
Garratt, managing director at com-
mercial property agent Innes Eng-
land. He says: “Increasingly more 
businesses are looking outside Lon-
don for aff ordable premises in the 
East Midlands. The aff ordability 
of premises in the area, develop-
er land, the talent pool and cost of 
living are regularly cited by those 
who are interested in investing in 
the area.”

However, property experts are 
keen to point out that even in cap-
ital cities there are good deals to be 

had. Tony Smedley, head of con-
tinental European investment at 
Schroders, cites Kreuzberg in Ber-
lin, for example. 

“These locations are dynamic, 
interesting places to live and work, 
and have affordable and sustain-
able rents,” he says. “We believe 
they will have greater growth po-
tential in the future as they are 
more likely to attract the talent 

The city of 
Manchester is a 

vibrant place to live 
and companies are 

recognising that

For more than 30 years, 
San Francisco has been the 
centre of the technology 
industry of the United States 
and arguably of the world. 
But now the city that has 
gone from flower power to 
artificial intelligence has 
become a victim of its own 
success. Along with other 
economic powerhouse 
cities such as London, San 
Francisco has seen office 
and residential property 
prices rise so steeply that 
recruiting and retaining 
talent is increasingly difficult. 

The chief people officer 
of music video site Vevo 

recently described how she 
would approach talented 
young people who would 
express an interest in 
working for the company. 
“Then,” she says, “they run 
a cost-of-living calculator.”  
Frequently, as a result, 
they would decide to look 
elsewhere for work. 

The company is now 
expanding into offices 
in nearby cities such as 
Portland, where talent of 
equal quality is to be found, 
but property prices are 
considerably lower. Whereas 
a studio apartment in San 
Francisco can cost around 

$2,500 a month, according 
to rental site Zumper, in 
Portland they’re available for 
roughly half that price.

A documentary called San 
Francisco 2.0 generated 
considerable interest two 
years ago as it told the 
story of young people being 
priced out the city. Wade 
Foster, chief executive 
of Zapier, a startup that 
automates different web 
apps to work together, 
moved to San Francisco from 
Missouri five years ago.  

He recently wrote in a 
company blog: “Some of us 
fall in love with the area and 
are financially able to make 
this home. But for the rest of 
us, it can be a real challenge 
to turn the Bay Area into a 
lifelong home rather than a 
short stop somewhere in our 
twenties and thirties. The 
housing crunch and high 
cost of living simply price out 
many families and, despite 
loving the area, the realities 
are many of us need to look 
elsewhere to create the life 
we want for our families.” 
It’s a sentiment that will be 
shared by many others.
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No 1 Spinningfi elds, 
said to be the 
highest specifi ed 
and largest new 
offi  ce building 
in Manchester

Looking forward at what 
the future holds for the 
workplace is a com-
mon exercise. The 
opportunities and 
challenges present-
ed through tech-
nology, the rise of 
co-working space and 
employees demanding 
more fl exible working ar-
rangements fi ll up conference 
agendas, industry magazines and the 
odd national newspaper supplement. 

While this is important and worth-
while, for most organisations this 
can seem unreachable or, dare I say, 
unimportant as they continue to see 
the workplace merely as an overhead 
– something to manage at the lowest 
cost possible.

The impact and link between 
workplace design and productivity 
has been talked about among pro-
fessionals in the built environment 
for some time now, but how many 
organisations truly understand the 
impact the workplace has on their 
staff  and their performance? 

We only need to look at data within 
the Leesman Index, an independent 
benchmark of workplace eff ective-
ness, to see how well workplaces are 
currently supporting employees. 
The results, which featured in the 
Stoddart Review Workplace Advan-
tage report, published last Decem-
ber, shows that nearly one in two 
workers do not agree that their work 
environment enables them to work 
productively. Which challenges or-
ganisations to consider how much 
more productive their people could 
be if their workplace was enabling 
performance, not hindering it.

So what needs to change? Well, 
almost every professional tribe 
is clambering to make their voice 
heard in the boardroom, but this 
problem is not just about being at the 
table, it’s about the board question-
ing their current understanding of 
the impact their workplace is having 
on business performance.

The subject needs to be on the 
board’s agenda, that’s the fi rst step. 
Many organisations will be fully fo-
cused on securing the best possible 
talent as well as retaining what they al-
ready have, but if that isn’t aligned to a 
coherent workplace strategy they risk 
not maximising that return; seems 

like a bit of an own goal, 
with the largest fi nan-

cial cost to the busi-
ness operating at 
half power. 

And it is impor-
tant to remem-

ber that the term 
“workplace” is more 

than just the physical 
office, it’s about that 

holistic working experi-
ence. For many, however, it seems 
the workplace is still seen as the 
desks, chairs, decor or at best the 
physical representation of the cor-
porate identity. 

But it’s so much more than that and 
this again is linked to the professional 
tribes; only through facilities man-
agement, human resources and IT 
forming stronger alliances, and unit-
ing to create a platform for support-
ing work, can we see the pieces of the 
puzzle coming together and enabling 
employees to excel.

Yet, the conclusions from the 
Stoddart Review and data within 
Leesman Index, speak for them-
selves, with nearly half of employ-
ees not delivering to their potential 
after they walk through the door 
as a result of their working envi-
ronment. If we spend a little more 
time understanding the way our 
teams work and the environment 
they wish to work in, we might just 
unlock some of the latent potential 
hidden within the talent already on 
the payroll. 

So it’s critical that organisations 
have a clear view on what role their 
workplace plays in their overall strat-
egy. What are they looking to achieve? 
What talent do they need to do that? 
What workplace experience are they 
trying to create and how do they con-
nect the diff erent parts of the business 
to deliver it? 

If you understand how the work-
place supports employees and the 
way they work, link it to the over-
arching corporate strategy and 
align this across multiple areas of 
the business you stand to unlock 
the latent potential within your 
workforce. And with these build-
ing blocks in place you have a solid 
platform that will allow your organ-
isation to adapt as you go forward, 
whatever the future of the work-
place might bring. 

JAMES SUTTON
Executive director 

British Institute of Facilities Management
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that companies would like to em-
ploy. We regard these locations 
as being capable of generating 
strong growth.”

As rents and property prices con-
tinue to outstrip wages in London 
and research shows that a growing 
number of young people look for 
better quality of life as well as fi -
nancial rewards, this trend seems 
set to continue. 

HUCKLETREE

D espite fears about the ef-
fects of the Brexit vote and 
the uncertain political 
situation, property pric-

es across the UK have continued to 
rise. According to recent forecasts by 
the Centre for Economics and Busi-
ness Research, the average house in 
the UK will be worth £220,000 this 
year, up £9,000 on 2016. It’s not just 
residential property that has experi-
enced such as remarkable increase.

According to EY, London commer-
cial property rents rose by 70 per 
cent in fi ve years from 2010 to 2015. 
St James’s was the area that had the 
most expensive average commercial 
rent for 2015 at £91 per square foot, 
up from £43 in 2010, followed by 
Belgravia and Knightsbridge.

In addition to rents and prices, fol-
lowing the business rate revaluation 
in some parts of London, including 
the traditional business district 
of Aldgate and the newer, trendier 
enclaves such as Shoreditch, Vaux-
hall and Clerkenwell, the new rates 

SIMON BROOKE

Rising commercial and residential property prices in London and the South East mean 
more businesses are relocating and workers moving north, seeking a better quality of life

Now London is competing with the North

will be up to 63 per cent higher, ac-
cording to offi  ce brokerage service 
PrimeFind.  

Despite big expansion in the capi-
tal by the likes of Google, businesses 
are increasingly questioning wheth-
er they can operate commercially 
in such expensive areas. Already, 
according to a survey by commer-
cial property agent Stirling Ackroyd, 
the number of registered technology 
companies in the EC1V postcode, 
known as Tech City, fell by 227 or 10 
per cent over the six months to April 
last year.

Meanwhile, as residential prop-
erty continues to rise, especially in 
London and the South East, compa-
ny leaders are also looking at wheth-
er they can attract, retain and mo-
tivate talented staff  who might be 
forced to live in small apartments or 
undertake long commutes.

The Northern Powerhouse might 
have been powered down, but com-
panies based in London are looking 
at provincial cities for expansion. 
Figures from the Offi  ce for National 
Statistics (ONS) show that, for the fi rst 
time, the number of 30 to 39 year olds 
moving to London from Liverpool, 
Leeds, Manchester and Birmingham 
in the year ending June 2015 about 
equalled those moving in the other 
direction. Quality of life is the prime 
driver the ONS found.

Earlier this year luxury fashion 
retailer Burberry announced plans 
to relocate 300 jobs from its London 
offi  ces to West Yorkshire to reduce 
costs. The move to a new business 
services centre in Leeds is expected 
to save it £100 million. Leeds was 
recently placed 26th out of 100 cities 
around the world in the Sustainable 
Cities report published by leading 
infrastructure consultancy Arcadis, 
putting it above London.

“Cost of living and quality of life 
are major factors,” says Andrew 
Macland, head of UK at PGIM Real 
Estate, the fi nancier for No 1 Spin-
ningfi elds, which claims to be the 
highest specifi ed and largest new 
offi  ce building in Manchester. “A 
high-end central Manchester fl at 
costs less than £500 per square foot, 
against a Central London fl at cost-
ing around £1,000 per square foot. 
The city of Manchester is a vibrant 
place to live and companies are rec-
ognising that.”

Chris Mulcahy, offi  ce agency di-
rector at JLL Manchester, says: 
“Manchester became the original 
‘northshoring’ location when the 
Bank of New York, now BNY Mel-
lon, moved into the city in 2005. 
Since then the BBC and [law fi rm] 
Freshfi elds, more recently, have 
continued this trend of inward in-
vestment into the city. 

“The city’s development pipeline 
has outpaced the other major hubs 
– one million square feet of space 
was delivered in the last two years. 
Having ready-made space, which 
is of the same quality as schemes 
in the capital, that fi rms can move 

into within short timeframes is key 
to Manchester’s success in capital-
ising on northshoring.”

The Economist magazine recent-
ly went so far as to suggest that 
while the Palace of Westminster 
is being refurbished, Manches-
ter should become the nation’s 
capital. In May, HSBC completed 
the first stage of its new head-
quarters for retail operations in 
Birmingham. The bank will move 
1,000 staff there from London. 
Despite concerns about the relo-
cation, more than 2,000 London 
staff have expressed an interest 
in transferring.

The East Midlands has been an-
other hot spot for businesses mov-
ing from London, according to Tim 
Garratt, managing director at com-
mercial property agent Innes Eng-
land. He says: “Increasingly more 
businesses are looking outside Lon-
don for aff ordable premises in the 
East Midlands. The aff ordability 
of premises in the area, develop-
er land, the talent pool and cost of 
living are regularly cited by those 
who are interested in investing in 
the area.”

However, property experts are 
keen to point out that even in cap-
ital cities there are good deals to be 

had. Tony Smedley, head of con-
tinental European investment at 
Schroders, cites Kreuzberg in Ber-
lin, for example. 

“These locations are dynamic, 
interesting places to live and work, 
and have affordable and sustain-
able rents,” he says. “We believe 
they will have greater growth po-
tential in the future as they are 
more likely to attract the talent 

The city of 
Manchester is a 

vibrant place to live 
and companies are 

recognising that

For more than 30 years, 
San Francisco has been the 
centre of the technology 
industry of the United States 
and arguably of the world. 
But now the city that has 
gone from flower power to 
artificial intelligence has 
become a victim of its own 
success. Along with other 
economic powerhouse 
cities such as London, San 
Francisco has seen office 
and residential property 
prices rise so steeply that 
recruiting and retaining 
talent is increasingly difficult. 

The chief people officer 
of music video site Vevo 

recently described how she 
would approach talented 
young people who would 
express an interest in 
working for the company. 
“Then,” she says, “they run 
a cost-of-living calculator.”  
Frequently, as a result, 
they would decide to look 
elsewhere for work. 

The company is now 
expanding into offices 
in nearby cities such as 
Portland, where talent of 
equal quality is to be found, 
but property prices are 
considerably lower. Whereas 
a studio apartment in San 
Francisco can cost around 

$2,500 a month, according 
to rental site Zumper, in 
Portland they’re available for 
roughly half that price.

A documentary called San 
Francisco 2.0 generated 
considerable interest two 
years ago as it told the 
story of young people being 
priced out the city. Wade 
Foster, chief executive 
of Zapier, a startup that 
automates different web 
apps to work together, 
moved to San Francisco from 
Missouri five years ago.  

He recently wrote in a 
company blog: “Some of us 
fall in love with the area and 
are financially able to make 
this home. But for the rest of 
us, it can be a real challenge 
to turn the Bay Area into a 
lifelong home rather than a 
short stop somewhere in our 
twenties and thirties. The 
housing crunch and high 
cost of living simply price out 
many families and, despite 
loving the area, the realities 
are many of us need to look 
elsewhere to create the life 
we want for our families.” 
It’s a sentiment that will be 
shared by many others.
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No 1 Spinningfi elds, 
said to be the 
highest specifi ed 
and largest new 
offi  ce building 
in Manchester

Looking forward at what 
the future holds for the 
workplace is a com-
mon exercise. The 
opportunities and 
challenges present-
ed through tech-
nology, the rise of 
co-working space and 
employees demanding 
more fl exible working ar-
rangements fi ll up conference 
agendas, industry magazines and the 
odd national newspaper supplement. 

While this is important and worth-
while, for most organisations this 
can seem unreachable or, dare I say, 
unimportant as they continue to see 
the workplace merely as an overhead 
– something to manage at the lowest 
cost possible.

The impact and link between 
workplace design and productivity 
has been talked about among pro-
fessionals in the built environment 
for some time now, but how many 
organisations truly understand the 
impact the workplace has on their 
staff  and their performance? 

We only need to look at data within 
the Leesman Index, an independent 
benchmark of workplace eff ective-
ness, to see how well workplaces are 
currently supporting employees. 
The results, which featured in the 
Stoddart Review Workplace Advan-
tage report, published last Decem-
ber, shows that nearly one in two 
workers do not agree that their work 
environment enables them to work 
productively. Which challenges or-
ganisations to consider how much 
more productive their people could 
be if their workplace was enabling 
performance, not hindering it.

So what needs to change? Well, 
almost every professional tribe 
is clambering to make their voice 
heard in the boardroom, but this 
problem is not just about being at the 
table, it’s about the board question-
ing their current understanding of 
the impact their workplace is having 
on business performance.

The subject needs to be on the 
board’s agenda, that’s the fi rst step. 
Many organisations will be fully fo-
cused on securing the best possible 
talent as well as retaining what they al-
ready have, but if that isn’t aligned to a 
coherent workplace strategy they risk 
not maximising that return; seems 

like a bit of an own goal, 
with the largest fi nan-

cial cost to the busi-
ness operating at 
half power. 

And it is impor-
tant to remem-

ber that the term 
“workplace” is more 

than just the physical 
office, it’s about that 

holistic working experi-
ence. For many, however, it seems 
the workplace is still seen as the 
desks, chairs, decor or at best the 
physical representation of the cor-
porate identity. 

But it’s so much more than that and 
this again is linked to the professional 
tribes; only through facilities man-
agement, human resources and IT 
forming stronger alliances, and unit-
ing to create a platform for support-
ing work, can we see the pieces of the 
puzzle coming together and enabling 
employees to excel.

Yet, the conclusions from the 
Stoddart Review and data within 
Leesman Index, speak for them-
selves, with nearly half of employ-
ees not delivering to their potential 
after they walk through the door 
as a result of their working envi-
ronment. If we spend a little more 
time understanding the way our 
teams work and the environment 
they wish to work in, we might just 
unlock some of the latent potential 
hidden within the talent already on 
the payroll. 

So it’s critical that organisations 
have a clear view on what role their 
workplace plays in their overall strat-
egy. What are they looking to achieve? 
What talent do they need to do that? 
What workplace experience are they 
trying to create and how do they con-
nect the diff erent parts of the business 
to deliver it? 

If you understand how the work-
place supports employees and the 
way they work, link it to the over-
arching corporate strategy and 
align this across multiple areas of 
the business you stand to unlock 
the latent potential within your 
workforce. And with these build-
ing blocks in place you have a solid 
platform that will allow your organ-
isation to adapt as you go forward, 
whatever the future of the work-
place might bring. 

JAMES SUTTON
Executive director 

British Institute of Facilities Management
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cost.” Companies often make the 
investment in green spaces, sit-
stand desks or meditation rooms.

Micro wearables firm Humanyze, 
a Massachusetts Institute of Tech-
nology spinoff, is using its weara-
ble monitoring to show interaction 
quality. Humanyze people analyt-
ics teams equip staff badges with 
sensors that track interactions, lo-
cation and posture, and measure 
tone and speed of conversation. 

Ben Waber, chief executive, ex-
plains that instead of using “er-
ror-prone” surveys and interviews, 
companies can now “understand 
how employees actually communi-
cate, collaborate and work”. He adds 
that the data informs “everything 
from workplace design to team 
structure, to training programmes”. 
Companies ranging from oil field gi-
ants to Deloitte and Bank of America 
have used the technology.

It is hard to imagine a manager 
who would not consider such mon-
itoring to improve productivity. 
But the implications for employees 
are concerning as many feel digital 
monitoring means a lack of human-
ity from management; programmes 
must be led by staff.

“The most important thing to 
consider is involving employees in 
any process of instituting camer-
as and sensors,” says Todd Thibo-
deaux, president and chief execu-
tive of US IT industry association 
CompTIA. “Before the devices can 
do any good, employees have to 
trust they are being used for the 
right reasons.”

Representative employee teams 
should be involved from the outset, 
says Mr Thibodeaux, and the ben-
efits, such as a better workplace, 
must be demonstrable. “There is a 
‘big brother’ aspect to all forms of 
sensors and monitoring, and if em-
ployees feel they have not only a say 
but a vested interest, programmes 
will be a lot more successful,”  
he says. 

Trust has to be established from 
the top down. “It must be easy to 
see management being monitored 
themselves and for staff to choose 
participation,” adds Mr Shah.

Finally, laws must be written to 
protect staff. Dr Waber says mon-
itoring privacy needs to be part of 
regulation, “namely that all behav-
ioural data collection should be opt 
in, [and that] only non-individual 
and anonymous data should be pro-
vided to an employer, not recording 
communication content”.

There is enormous potential for 
monitoring to improve office de-
sign and the technology’s adoption 
is as good as inevitable. But trust, 
choice, safeguarding and team in-
volvement are essential if any such 
programme is to be beneficial. 

‘Big brother’ has to
get workers’ consent

WORKPLACE MONITORING

For workplace managers, there’s a new kid on the block – live 
monitoring of employee behaviour – but while this is aiding 

better office design, privacy implications are extensive

Businesses have long gener-
ated data with nearly every 
operation, but until recent-
ly employee behaviour was 

not automatically tracked. 
The opportunity to improve pro-

ductivity has changed practice. 
Using monitoring technology, com-
panies are discovering which parts 
of the office work well, what times 
staff are active and where people 
congregate. 

There are, of course, some sub-
stantial benefits. Workplaces may no 
longer have wasted space and better 
collaboration is possible, with data 
prompting the design of light, airy 
breakout environments. With the 
Health and Safety Executive noting 
that 45 per cent of sick days result 
from stress, there is also a huge po-
tential for healthier workplaces.

Smart technology suppliers are 
battling to sell the latest room-mon-
itoring cameras, heat identifiers 
and sensors linked to the internet 
of things. One company to do this 
is Enlightened, which attaches mi-
cro-sensors to PCs, lights and room 
fittings to detect motion. Meanwhile, 
furniture business Haworth claims 
sensors can inform room adjust-
ments throughout the day to suit dif-
ferent teams. 

Jamie Purser, category manager 
at Currys PC World Business, says: 
“Having full oversight of what’s hap-
pening across the organisation is 
hugely important. With more infor-
mation, businesses are better able to 
refine and amend working practices, 
ensuring staff have the right set-up 
to work as effectively as possible.”

Office creators, such as Ohio-
based BHDP Architecture, track 
device movement and use camera 
systems to play a part in design. 
But Brady Mick, design and change 
management strategist at the com-
pany, cautions strongly against 
applying technology alone, as it ig-
nores “what is human about people 
at work”, including people’s experi-
ence, character, quality of interac-
tion and time thinking. 

“Monitors are most often used 
to measure use of a seat in a work-
place,” he notes. “As this meas-
urement value is quantity and not 
quality, it does not discern human 
behaviour beyond the act of sitting.”

LEO KING

For many businesses, this knowl-
edge gap is prompting the adoption 
of wearable tracking. The prolif-
eration of consumer fit bands and 
smartwatches offers new opportu-
nities here, and research firm Trac-
tica estimates that by 2020 more 
than 75 million wearables will be 
used at work. 

Some companies are even adding 
competition to fitness tracking, 
according to Mr Purser, “with staff 

encouraged to stay active and com-
pete with other colleagues to com-
plete the most steps”.

As the devices become evermore 
intelligent, so does monitoring. 
“Future devices will help com-
panies to monitor stress through 
heart rate, respiration and sleep,” 
says Neil Shah, author of the 10 
Step Stress Solution. “We know that 
stress and lack of sleep can affect 
productivity greatly.”

Mr Shah, whose organisation, 
Stress Management Society, has 
worked with companies such as 
British Airways and Shell, explains: 
“If we can go into a business and 
demonstrate stress is costing, 
say, £2.1 million per year through 
staff turnover, productivity loss, 
absenteeism and accidents, it’s a 
no-brainer. We can show that in-
vesting £50,000 on wellbeing can 
take out 30 or 40 per cent of that 

It is hard to imagine 
a manager who 

would not consider 
such monitoring 

to improve 
productivity

TRANSFORMING WORKPLACES WITH DATA
HOW UK COMPANIES FORESEE USING DATA FROM TECHNOLOGIES SUCH AS WEARABLES TO SHAPE WORKPLACES

Workplace 2020, Google/Raconteur 2016 Tractica
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COMMERCIAL FEATURE

Office space productivity transformation
The ways in which people work are changing at pace. With more employees working flexibly or remotely, some 
office spaces are significantly underused, prompting a shift in the design of workplaces to improve productivity and 
empower collaboration 

There has long been a desire 
to achieve the most from 
space in the workplace. This 
demand is ever-heightening, 

with office space typically occupied 
for less than five of every 24 hours 
throughout the year and remote 
working further reducing usage.

For employers, this presents both 
challenges and opportunities. The 
efficiency drive has led to more 
desk-sharing – it is now not uncom-
mon to have 1.5 full-time equivalent 
employees at a workspace – but 
managers are also conscious that 
such an intense environment can 
damage productivity.

“Ultimately, rather than simply 
counting on efficiency alone, employ-
ers are looking for heightened pro-
ductivity, but this can be difficult to 
measure and understand,” explains 
Simon Bird, director at architecture 
firm LOM. 

“There are opportunities for busi-
nesses to create working environ-
ments that are healthier, welcoming, 
fun, collaborative and better suited 
to the diverse needs of people who 
often work better with flexibility and 
spontaneity.”

As a result, as well as assessing the 
cost per square foot of a property, 
how the value might be increased or 
maximised should also be assessed. 
Managers of office spaces increas-
ingly have a more nuanced under-
standing of productivity, with the 
change being reflected in the quality 
and variety of design of new offices, 
and in the strategic thinking that lies 
beneath these choices. 

Architects and interior design firms 
such as LOM are working in part-
nership with businesses to discuss 
how spaces might be best used in 
the short, medium and longer term. 
“People are beginning to think of 
their workplace as being not some-
thing that’s fixed, but something that 
needs to evolve,” says Mr Bird. “This is 
a very positive step. 

“From our perspective, it’s an ex-
citing moment. Space has tradition-
ally been considered by businesses 

purely as an expense, but they now 
see how it offers strategic and inher-
ent value, and how this can be helpful 
and positive for employees.”

Technology is likely to play an im-
portant role in helping inform employ-
ers of how they use their offices and 
how this might be improved through 
design. But experimentation and 
direct feedback from first-hand users 

are vitally important in helping to im-
prove overall productivity. LOM fo-
cuses on clients’ business drivers and 
carefully analyses their workplaces to 
establish strategies as the basis for its 
design work.

Giving people choice is very impor-
tant. Mr Bird notes: “Different people 
prefer different types of space to 
carry out tasks in a variety of ways 
and at different times. A key aim for 
employers is creating spaces that in-
dividuals genuinely like and that work 
for them. A happier workforce is a 
more productive workforce.”

These shifting approaches and the 
continuing decline in the average 
length of time that individual profes-
sionals spend at a desk, is leading 
to the creation of more varied and 
personalised spaces. These areas 
encourage more chance encoun-
ters between colleagues and be-
tween people who work for different 
companies, but may share the same 
co-working space. 

RocketSpace, a San Francis-
co-based tech startup incubator, 
worked with LOM to develop its first 
campus outside the United States in 
Angel, north London. It is a co-work-
ing facility for multiple companies 
who share a large central space 
designed for collaboration, both or-
ganised and accidental, at a wide 
range of scales. Loyalty firm dun-
nhumby has also worked with LOM 
to transform its space, with the inclu-
sion of a central stairwell and open 
spaces to encourage more frequent 
and spontaneous engagement be-
tween staff.

Flexibility of space is inevitably a 
key part of the equation for a grow-
ing variety of businesses. Efficiency 
no longer has to look like it has been 
forced on a space. When companies 
understand the importance of quali-
ty space in helping productivity, they 
can make what would have seemed 
counter-intuitive decisions, but which 
are now outstanding choices as com-
panies can improve staff output and 
efficiency through providing them 
with excellent, spacious workplaces.

Employers must carefully con-
sider staff feedback throughout 
the design journey. Mr Bird says: 

“The aim should not be to enforce 
change on a workforce without their 
consultation and their buy-in. By 
working with employees and mon-
itoring outputs when changes are 
made, businesses can use great 
space to enable productivity and 
wellbeing within their workforce.”

In a time of great change for the 
office, even if work spaces shrink 
overall, places for people to meet 
and interact remain vital. Outstand-
ing design and use of space provide 
game-changing productivity im-
provements, and allow businesses to 
excel against their competitors.

To achieve great quality of 
space to maximise your office 
productivity please visit 
www.lom-architecture.com

By working 
with employees and 
monitoring outputs 
when changes are 
made, businesses can 
use great space to 
enable productivity 
and wellbeing within 
their workforce
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Theatre 
presentation and 
event space with 
bleacher seating: 
RocketSpace

02  
Feature stair 
connecting social 
hubs throughout 
the dunnhumby 
building

03  
Surf zone 
collaboration 
space with variety 
of workstations: 
RocketSpace
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TRANSFORMING ROCKETSPACE FOR SUCCESSFUL NETWORKING

San Francisco-based tech startup 
incubator RocketSpace brought 
in LOM to create a new campus at 
Regents House in Angel, north London. 
The site opened in May.

An extensive fit-out and restoration 
project saw RocketSpace establish 
room for some 1,500 flexible working 
spaces at the site. The campus is the 
first outside the United States 
for the incubator and is intended 
to be an important step towards 
creating a worldwide network of 
co-working bases. 

Suites at RocketSpace’s London 
campus are designed for anywhere 
between four and thirty people, with 
flexibility and scope for expansion by 
successful startups as essential features. 

The development incorporates a 
central double-height basement 
space fashioned to function as a 
shared social area and networking 
hub, as well as an event space and 
teaching zone. Other features of the 
facility include media pods, a full-
height south-facing glass façade and 
a former bank vault that has been 
converted into a “villain’s lair” themed 
games room. 

Simon Marett, director at LOM, 
explains: “We have reinvented a 
redundant cash-holding centre 
bank vault and dated offices to 
create a state-of-the-art campus 
that will support RocketSpace’s 
members through each stage of 
their growth.” 

www.lom-architecture.com


FUTURE WORKPLACE RACONTEUR.NET08 06 / 07 / 2017 RACONTEUR.NET FUTURE WORKPLACE 0906 / 07 / 2017

cost.” Companies often make the 
investment in green spaces, sit-
stand desks or meditation rooms.

Micro wearables firm Humanyze, 
a Massachusetts Institute of Tech-
nology spinoff, is using its weara-
ble monitoring to show interaction 
quality. Humanyze people analyt-
ics teams equip staff badges with 
sensors that track interactions, lo-
cation and posture, and measure 
tone and speed of conversation. 

Ben Waber, chief executive, ex-
plains that instead of using “er-
ror-prone” surveys and interviews, 
companies can now “understand 
how employees actually communi-
cate, collaborate and work”. He adds 
that the data informs “everything 
from workplace design to team 
structure, to training programmes”. 
Companies ranging from oil field gi-
ants to Deloitte and Bank of America 
have used the technology.

It is hard to imagine a manager 
who would not consider such mon-
itoring to improve productivity. 
But the implications for employees 
are concerning as many feel digital 
monitoring means a lack of human-
ity from management; programmes 
must be led by staff.

“The most important thing to 
consider is involving employees in 
any process of instituting camer-
as and sensors,” says Todd Thibo-
deaux, president and chief execu-
tive of US IT industry association 
CompTIA. “Before the devices can 
do any good, employees have to 
trust they are being used for the 
right reasons.”

Representative employee teams 
should be involved from the outset, 
says Mr Thibodeaux, and the ben-
efits, such as a better workplace, 
must be demonstrable. “There is a 
‘big brother’ aspect to all forms of 
sensors and monitoring, and if em-
ployees feel they have not only a say 
but a vested interest, programmes 
will be a lot more successful,”  
he says. 

Trust has to be established from 
the top down. “It must be easy to 
see management being monitored 
themselves and for staff to choose 
participation,” adds Mr Shah.

Finally, laws must be written to 
protect staff. Dr Waber says mon-
itoring privacy needs to be part of 
regulation, “namely that all behav-
ioural data collection should be opt 
in, [and that] only non-individual 
and anonymous data should be pro-
vided to an employer, not recording 
communication content”.

There is enormous potential for 
monitoring to improve office de-
sign and the technology’s adoption 
is as good as inevitable. But trust, 
choice, safeguarding and team in-
volvement are essential if any such 
programme is to be beneficial. 

‘Big brother’ has to
get workers’ consent

WORKPLACE MONITORING

For workplace managers, there’s a new kid on the block – live 
monitoring of employee behaviour – but while this is aiding 

better office design, privacy implications are extensive

Businesses have long gener-
ated data with nearly every 
operation, but until recent-
ly employee behaviour was 

not automatically tracked. 
The opportunity to improve pro-

ductivity has changed practice. 
Using monitoring technology, com-
panies are discovering which parts 
of the office work well, what times 
staff are active and where people 
congregate. 

There are, of course, some sub-
stantial benefits. Workplaces may no 
longer have wasted space and better 
collaboration is possible, with data 
prompting the design of light, airy 
breakout environments. With the 
Health and Safety Executive noting 
that 45 per cent of sick days result 
from stress, there is also a huge po-
tential for healthier workplaces.

Smart technology suppliers are 
battling to sell the latest room-mon-
itoring cameras, heat identifiers 
and sensors linked to the internet 
of things. One company to do this 
is Enlightened, which attaches mi-
cro-sensors to PCs, lights and room 
fittings to detect motion. Meanwhile, 
furniture business Haworth claims 
sensors can inform room adjust-
ments throughout the day to suit dif-
ferent teams. 

Jamie Purser, category manager 
at Currys PC World Business, says: 
“Having full oversight of what’s hap-
pening across the organisation is 
hugely important. With more infor-
mation, businesses are better able to 
refine and amend working practices, 
ensuring staff have the right set-up 
to work as effectively as possible.”

Office creators, such as Ohio-
based BHDP Architecture, track 
device movement and use camera 
systems to play a part in design. 
But Brady Mick, design and change 
management strategist at the com-
pany, cautions strongly against 
applying technology alone, as it ig-
nores “what is human about people 
at work”, including people’s experi-
ence, character, quality of interac-
tion and time thinking. 

“Monitors are most often used 
to measure use of a seat in a work-
place,” he notes. “As this meas-
urement value is quantity and not 
quality, it does not discern human 
behaviour beyond the act of sitting.”

LEO KING

For many businesses, this knowl-
edge gap is prompting the adoption 
of wearable tracking. The prolif-
eration of consumer fit bands and 
smartwatches offers new opportu-
nities here, and research firm Trac-
tica estimates that by 2020 more 
than 75 million wearables will be 
used at work. 

Some companies are even adding 
competition to fitness tracking, 
according to Mr Purser, “with staff 

encouraged to stay active and com-
pete with other colleagues to com-
plete the most steps”.

As the devices become evermore 
intelligent, so does monitoring. 
“Future devices will help com-
panies to monitor stress through 
heart rate, respiration and sleep,” 
says Neil Shah, author of the 10 
Step Stress Solution. “We know that 
stress and lack of sleep can affect 
productivity greatly.”

Mr Shah, whose organisation, 
Stress Management Society, has 
worked with companies such as 
British Airways and Shell, explains: 
“If we can go into a business and 
demonstrate stress is costing, 
say, £2.1 million per year through 
staff turnover, productivity loss, 
absenteeism and accidents, it’s a 
no-brainer. We can show that in-
vesting £50,000 on wellbeing can 
take out 30 or 40 per cent of that 

It is hard to imagine 
a manager who 

would not consider 
such monitoring 

to improve 
productivity

TRANSFORMING WORKPLACES WITH DATA
HOW UK COMPANIES FORESEE USING DATA FROM TECHNOLOGIES SUCH AS WEARABLES TO SHAPE WORKPLACES

Workplace 2020, Google/Raconteur 2016 Tractica
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COMMERCIAL FEATURE

Office space productivity transformation
The ways in which people work are changing at pace. With more employees working flexibly or remotely, some 
office spaces are significantly underused, prompting a shift in the design of workplaces to improve productivity and 
empower collaboration 

There has long been a desire 
to achieve the most from 
space in the workplace. This 
demand is ever-heightening, 

with office space typically occupied 
for less than five of every 24 hours 
throughout the year and remote 
working further reducing usage.

For employers, this presents both 
challenges and opportunities. The 
efficiency drive has led to more 
desk-sharing – it is now not uncom-
mon to have 1.5 full-time equivalent 
employees at a workspace – but 
managers are also conscious that 
such an intense environment can 
damage productivity.

“Ultimately, rather than simply 
counting on efficiency alone, employ-
ers are looking for heightened pro-
ductivity, but this can be difficult to 
measure and understand,” explains 
Simon Bird, director at architecture 
firm LOM. 

“There are opportunities for busi-
nesses to create working environ-
ments that are healthier, welcoming, 
fun, collaborative and better suited 
to the diverse needs of people who 
often work better with flexibility and 
spontaneity.”

As a result, as well as assessing the 
cost per square foot of a property, 
how the value might be increased or 
maximised should also be assessed. 
Managers of office spaces increas-
ingly have a more nuanced under-
standing of productivity, with the 
change being reflected in the quality 
and variety of design of new offices, 
and in the strategic thinking that lies 
beneath these choices. 

Architects and interior design firms 
such as LOM are working in part-
nership with businesses to discuss 
how spaces might be best used in 
the short, medium and longer term. 
“People are beginning to think of 
their workplace as being not some-
thing that’s fixed, but something that 
needs to evolve,” says Mr Bird. “This is 
a very positive step. 

“From our perspective, it’s an ex-
citing moment. Space has tradition-
ally been considered by businesses 

purely as an expense, but they now 
see how it offers strategic and inher-
ent value, and how this can be helpful 
and positive for employees.”

Technology is likely to play an im-
portant role in helping inform employ-
ers of how they use their offices and 
how this might be improved through 
design. But experimentation and 
direct feedback from first-hand users 

are vitally important in helping to im-
prove overall productivity. LOM fo-
cuses on clients’ business drivers and 
carefully analyses their workplaces to 
establish strategies as the basis for its 
design work.

Giving people choice is very impor-
tant. Mr Bird notes: “Different people 
prefer different types of space to 
carry out tasks in a variety of ways 
and at different times. A key aim for 
employers is creating spaces that in-
dividuals genuinely like and that work 
for them. A happier workforce is a 
more productive workforce.”

These shifting approaches and the 
continuing decline in the average 
length of time that individual profes-
sionals spend at a desk, is leading 
to the creation of more varied and 
personalised spaces. These areas 
encourage more chance encoun-
ters between colleagues and be-
tween people who work for different 
companies, but may share the same 
co-working space. 

RocketSpace, a San Francis-
co-based tech startup incubator, 
worked with LOM to develop its first 
campus outside the United States in 
Angel, north London. It is a co-work-
ing facility for multiple companies 
who share a large central space 
designed for collaboration, both or-
ganised and accidental, at a wide 
range of scales. Loyalty firm dun-
nhumby has also worked with LOM 
to transform its space, with the inclu-
sion of a central stairwell and open 
spaces to encourage more frequent 
and spontaneous engagement be-
tween staff.

Flexibility of space is inevitably a 
key part of the equation for a grow-
ing variety of businesses. Efficiency 
no longer has to look like it has been 
forced on a space. When companies 
understand the importance of quali-
ty space in helping productivity, they 
can make what would have seemed 
counter-intuitive decisions, but which 
are now outstanding choices as com-
panies can improve staff output and 
efficiency through providing them 
with excellent, spacious workplaces.

Employers must carefully con-
sider staff feedback throughout 
the design journey. Mr Bird says: 

“The aim should not be to enforce 
change on a workforce without their 
consultation and their buy-in. By 
working with employees and mon-
itoring outputs when changes are 
made, businesses can use great 
space to enable productivity and 
wellbeing within their workforce.”

In a time of great change for the 
office, even if work spaces shrink 
overall, places for people to meet 
and interact remain vital. Outstand-
ing design and use of space provide 
game-changing productivity im-
provements, and allow businesses to 
excel against their competitors.

To achieve great quality of 
space to maximise your office 
productivity please visit 
www.lom-architecture.com

By working 
with employees and 
monitoring outputs 
when changes are 
made, businesses can 
use great space to 
enable productivity 
and wellbeing within 
their workforce
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TRANSFORMING ROCKETSPACE FOR SUCCESSFUL NETWORKING

San Francisco-based tech startup 
incubator RocketSpace brought 
in LOM to create a new campus at 
Regents House in Angel, north London. 
The site opened in May.

An extensive fit-out and restoration 
project saw RocketSpace establish 
room for some 1,500 flexible working 
spaces at the site. The campus is the 
first outside the United States 
for the incubator and is intended 
to be an important step towards 
creating a worldwide network of 
co-working bases. 

Suites at RocketSpace’s London 
campus are designed for anywhere 
between four and thirty people, with 
flexibility and scope for expansion by 
successful startups as essential features. 

The development incorporates a 
central double-height basement 
space fashioned to function as a 
shared social area and networking 
hub, as well as an event space and 
teaching zone. Other features of the 
facility include media pods, a full-
height south-facing glass façade and 
a former bank vault that has been 
converted into a “villain’s lair” themed 
games room. 

Simon Marett, director at LOM, 
explains: “We have reinvented a 
redundant cash-holding centre 
bank vault and dated offices to 
create a state-of-the-art campus 
that will support RocketSpace’s 
members through each stage of 
their growth.” 

www.lom-architecture.com
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WHAT WORKERS WANT

Percentage of employees satisfi ed with the feature

25-34 35-44 45-54 55+

Percentage of employees who classed the feature as important

The design of 
my workplace is 
important to me

It contributes 
to a sense of 
community 
at work

It creates an 
enjoyable 
environment to 
work in

It enables 
me to work 
productively

It’s a place I’m 
proud to bring 
visitors to

Ping-pong tables and break-out areas are all well and good, but workplace productivity can only 
improve by identifying what is important to employees in the work environment

Leesman Index 2017

Leesman Index 2017 YouGov/Savills/British Council for Offi  ces 2016
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While 
the demand 

for remote working 
has increased over 

recent years, the 
physical office space is 
still important to most 
generations; serviced 
offices are generally 

out of favour with 
older workers
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impact it may have on 
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retention, particularly 

with younger 
workforces
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D escending into Medellin, 
Colombia’s second-largest 
city, from nearby Rione-
gro, home to the Medellin’s 

international airport, visitors can 
spy the iconic Bancolombia building 
glinting in the middle of the city. The 
headquarters of the country’s biggest 
bank, this monument to the new Co-
lombia has a reputation for being a 
good place to work, filled with all the 
latest mod cons.

“If you go to Bancolombia, it’s 
probably one of the most beauti-
ful sites we have in the world,” says 
Sylvia Metayer, chief executive of 
worldwide corporate services at 
food services and facilities manage-
ment giant Sodexo. “Bancolombia is 
very committed to giving a thriving 

OLIVER GRIFFIN
workplace to its employees. It’s cer-
tainly very similar to what you may 
have in a banking site in London or 
in China.”

Colombia may still be a developing 
country by some standards, but that 
hasn’t stopped businesses from striv-
ing to give their employees great plac-
es to work, something that goes for 
other companies in developing coun-
tries all over the globe. Ms Metayer 
says she has seen some “mind-blow-
ing” campuses in China and insists 
that, actually, workplace quality is 
largely due to company culture.

“Where the workplace is doesn’t 
necessarily drive a different type of 
environment,” she says. “When you 
do see local drivers, especially when 
you’re talking about the specifics of 
[employee] experience, you’re seeing 
trends that have different applicabil-
ity across the globe. 

“What I see more than anything is 
a real consistency of outcome. The 
input is not the same, whether you’re 
working in Medellin, Paris, Beijing or 
Johannesburg, but what [employees] 
want to get out of their workplace is 
pretty consistent.”

According to a report released by 
Sodexo this year, companies are 
focusing on redefining workplaces 
to optimise their employee expe-
riences. This includes using the 
workplace as a catalyst for overall 
wellness. Putting the employee ex-
perience first, the company says, 
is becoming an ever-bigger trend. 

New-build offices in developing 
countries such as Mexico often 
outshine their counterparts in  
Silicon Valley

Globally, including in developing 
countries, 79 per cent of executives 
rate so-called design thinking – a 
school of thought focused on opti-
mising and simplifying the employ-
ee experience – as an important fac-
tor of building a workplace. 

Of course, unifying workplace ide-
als is no small feat, especially when 
world-spanning companies have 
headquarters located far away from 
offices, call centres or factories in 
other parts of the planet. For big-four 
accountancy firm Deloitte, which 
comprises of a global network of dif-
ferent member firms, a strict code of 
conduct is followed to ensure that 
Deloitte employees have the same 
opportunities the world over. 

“Everything we do is guided by our 
shared values,” explains Michele Par-
melee, Deloitte’s global managing prin-
cipal for talent. “All our member firms 
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Companies boasting holistic 
workspaces and employee 
experiences might be all 
the rage in rich, developed 
countries, but what about  
the rest of the world?
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commit to and are guided by these val-
ues, and as such these values provide 
a baseline of operation throughout all 
our workplace environments.”

For Ms Parmelee and Deloitte, the 
core tenets of helping all employees 
reach their potential lies in com-
mitment to each other and taking 
strength from cultural diversity. By 
having a unified and expected set of 
standards, Deloitte ensures that all 
employees have the chance to learn 
and develop their skills.

Ms Parmelee says: “We support our 
practitioners to develop the same 
portfolio of world-class skills and ex-
pertise no matter where they are lo-
cated across the globe… We regularly 
monitor the talent practices in each 
of our member firms to help ensure 
that Deloitte people are receiving a 
consistent talent experience.”

However, Deloitte avoids white-
washing the employee experience by 
encouraging member firms to adapt 
to the needs and wants of their lo-
cal workforce. “We encourage each 
member firm to customise its offer-
ing to reflect the things most valued 
by employees in their local market 
and culture,” she says. 

Of course, it’s not all good news. 
With swathes of the global garment 
industry’s workforce based in devel-
oping countries, factories in coun-
tries such as Cambodia or Bangla-
desh often leave much to be desired 
with regards to providing the type of 
workplace experience as described 
by Deloitte and Sodexo. While some 
big brands, such as Nike, flex their 
muscles to force factories to adopt 
better standards, not all are doing so. 

“If you look at the global garment 
and footwear industry, and at the 
places where those products are 
often made, it’s an industry that is 
well documented as having some 
pretty poor working conditions,” 
says Dan Rees, director of Better 
Work, an initiative of the Interna-
tional Labour Organization.

Mr Rees explains that, since fac-
tory disasters in Dhaka and Savar, 
both in Bangladesh, resulting in the 
combined deaths of more than 1,200 
people, garment producers and fac-
tories have started to wake up to the 
dangers present in industrial work-
places. “[The accidents] led to a much 
sharper focus on building safety and 
building control, which previously 
most companies didn’t think they 
had to get into,” says Mr Rees.

Globally, workplace quality re-
mains very much a mixed bag, but 
large companies at least are keen to 
address disparities between work-
ing environments in developed and 
developing countries. While Ms 
Metayer can vouch that new-build of-
fices in developing countries such as 
Mexico often outshine their counter-
parts in Silicon Valley, it’s clear that 
not all companies are thinking along 
the same lines. That said she also 
explains challenges arise more via 
workplace environment than busi-
ness geography. 

“I think the challenges come not so 
much by geographical location; they 
come from the different environ-
ments in which the employees work,” 
she concludes. “The environment 
in which the work is done is more of 
a differentiator than the country in 
which you find yourself.”  

COMMERCIAL FEATURE

The idea that work needs to 
take place in a fixed location 
is literally an anathema to 
many professionals now. The 

great catalyst, of course, has been 
technology. Our always-on, con-
nected world enables staff to work 
from anywhere and the appetite to 
do so is considerable. 

The demand not to be tied to a 
fixed desk, in a fixed geography 
is now uppermost in the wants of 
many potential employees. Our own 
research finds that when presented 
with two similar roles, a staggering 
91 per cent of job seekers would pick 
the company that allows flexible 
working over the one that doesn’t. 
Overall, more than half of employ-
ees say any job they take has to 
offer some form of flexible working.

It is important not to confuse flexi-
ble working with working from home. 
With house prices continuing to rise 
faster than earnings, many staff will 
not physically have, or be inclined 

Get flexible to find 
and retain top talent
Within less than a generation, the entire concept of the 
workplace has fundamentally changed, says Richard Morris, 
UK chief executive at Regus

to designate, any spare space they 
have for work purposes. Nor are 
they likely to have the level of relia-
ble technology they need to do their 
jobs properly.

Rather, professionals are looking 
to workspaces that are specifically 
geared towards productivity and 
efficiency. The UK boasts a network 
of stunning sites enabling workers to 
find a working destination nearer to 
home, to avoid the draining com-
mute, and to plug in and begin 
working at a time and location that 
suits them.

Such an approach will undoubt-
edly require a change of mindset for 
many employers. They will be chal-
lenged to measure on results rather 
than presenteeism, and to formu-
late new reporting and meeting 
structures. But their efforts will be 
appreciated in the form of rising en-
gagement from staff who feel their 
needs are listened to. Our research 
finds more than a third (35 per cent) 
of professionals believe that the 
provision of flexible working will im-
prove retention. 

The personnel benefits are broad-
er still for businesses that think flex-
ibly. Good companies rely on great 
people and the competition for 

employee talent is fiercer than ever. 
Those businesses operating from 
a fixed location must limit their re-
cruitment search to a commutable 
catchment or expect the applicant 
to relocate. By operating flexibly, 
the potential recruitment pool ex-
tends throughout the UK, even in-
ternationally if required, with the 
employee able to work remotely 
and connect digitally.  

What’s already apparent is that 
workplace flexibility is becoming a 
common feature of modern work. 
Rather than being seen as a novel-
ty or a perk, a flexible approach is 
viewed as a basic requirement by 
the latest generation of job seekers. 
Of course, businesses need to know 
that such an approach delivers bot-
tom-line results too. Working flexi-
bly is proven to increase employee 
engagement and productivity, and 
it’s a way of working that can help 
secure the best people.

In fact, we are quickly getting to 
the point where it is not simply the 
provision of flexible employment 
terms that sets businesses apart. 
As professionals get used to this 
approach, the type and quality of 
workspaces chosen will take on in-
creasing significance. 

For now, businesses thinking flex-
ibly are giving themselves the best 
possible chance of retaining and 
attracting top talent, and of provid-
ing the environment for these indi-
viduals to produce their best work. 
However results are measured, they 
should speak for themselves.

For more information please visit
www.regus.co.uk
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D escending into Medellin, 
Colombia’s second-largest 
city, from nearby Rione-
gro, home to the Medellin’s 

international airport, visitors can 
spy the iconic Bancolombia building 
glinting in the middle of the city. The 
headquarters of the country’s biggest 
bank, this monument to the new Co-
lombia has a reputation for being a 
good place to work, filled with all the 
latest mod cons.

“If you go to Bancolombia, it’s 
probably one of the most beauti-
ful sites we have in the world,” says 
Sylvia Metayer, chief executive of 
worldwide corporate services at 
food services and facilities manage-
ment giant Sodexo. “Bancolombia is 
very committed to giving a thriving 
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workplace to its employees. It’s cer-
tainly very similar to what you may 
have in a banking site in London or 
in China.”

Colombia may still be a developing 
country by some standards, but that 
hasn’t stopped businesses from striv-
ing to give their employees great plac-
es to work, something that goes for 
other companies in developing coun-
tries all over the globe. Ms Metayer 
says she has seen some “mind-blow-
ing” campuses in China and insists 
that, actually, workplace quality is 
largely due to company culture.

“Where the workplace is doesn’t 
necessarily drive a different type of 
environment,” she says. “When you 
do see local drivers, especially when 
you’re talking about the specifics of 
[employee] experience, you’re seeing 
trends that have different applicabil-
ity across the globe. 

“What I see more than anything is 
a real consistency of outcome. The 
input is not the same, whether you’re 
working in Medellin, Paris, Beijing or 
Johannesburg, but what [employees] 
want to get out of their workplace is 
pretty consistent.”

According to a report released by 
Sodexo this year, companies are 
focusing on redefining workplaces 
to optimise their employee expe-
riences. This includes using the 
workplace as a catalyst for overall 
wellness. Putting the employee ex-
perience first, the company says, 
is becoming an ever-bigger trend. 

New-build offices in developing 
countries such as Mexico often 
outshine their counterparts in  
Silicon Valley

Globally, including in developing 
countries, 79 per cent of executives 
rate so-called design thinking – a 
school of thought focused on opti-
mising and simplifying the employ-
ee experience – as an important fac-
tor of building a workplace. 

Of course, unifying workplace ide-
als is no small feat, especially when 
world-spanning companies have 
headquarters located far away from 
offices, call centres or factories in 
other parts of the planet. For big-four 
accountancy firm Deloitte, which 
comprises of a global network of dif-
ferent member firms, a strict code of 
conduct is followed to ensure that 
Deloitte employees have the same 
opportunities the world over. 

“Everything we do is guided by our 
shared values,” explains Michele Par-
melee, Deloitte’s global managing prin-
cipal for talent. “All our member firms 
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commit to and are guided by these val-
ues, and as such these values provide 
a baseline of operation throughout all 
our workplace environments.”

For Ms Parmelee and Deloitte, the 
core tenets of helping all employees 
reach their potential lies in com-
mitment to each other and taking 
strength from cultural diversity. By 
having a unified and expected set of 
standards, Deloitte ensures that all 
employees have the chance to learn 
and develop their skills.

Ms Parmelee says: “We support our 
practitioners to develop the same 
portfolio of world-class skills and ex-
pertise no matter where they are lo-
cated across the globe… We regularly 
monitor the talent practices in each 
of our member firms to help ensure 
that Deloitte people are receiving a 
consistent talent experience.”

However, Deloitte avoids white-
washing the employee experience by 
encouraging member firms to adapt 
to the needs and wants of their lo-
cal workforce. “We encourage each 
member firm to customise its offer-
ing to reflect the things most valued 
by employees in their local market 
and culture,” she says. 

Of course, it’s not all good news. 
With swathes of the global garment 
industry’s workforce based in devel-
oping countries, factories in coun-
tries such as Cambodia or Bangla-
desh often leave much to be desired 
with regards to providing the type of 
workplace experience as described 
by Deloitte and Sodexo. While some 
big brands, such as Nike, flex their 
muscles to force factories to adopt 
better standards, not all are doing so. 

“If you look at the global garment 
and footwear industry, and at the 
places where those products are 
often made, it’s an industry that is 
well documented as having some 
pretty poor working conditions,” 
says Dan Rees, director of Better 
Work, an initiative of the Interna-
tional Labour Organization.

Mr Rees explains that, since fac-
tory disasters in Dhaka and Savar, 
both in Bangladesh, resulting in the 
combined deaths of more than 1,200 
people, garment producers and fac-
tories have started to wake up to the 
dangers present in industrial work-
places. “[The accidents] led to a much 
sharper focus on building safety and 
building control, which previously 
most companies didn’t think they 
had to get into,” says Mr Rees.

Globally, workplace quality re-
mains very much a mixed bag, but 
large companies at least are keen to 
address disparities between work-
ing environments in developed and 
developing countries. While Ms 
Metayer can vouch that new-build of-
fices in developing countries such as 
Mexico often outshine their counter-
parts in Silicon Valley, it’s clear that 
not all companies are thinking along 
the same lines. That said she also 
explains challenges arise more via 
workplace environment than busi-
ness geography. 

“I think the challenges come not so 
much by geographical location; they 
come from the different environ-
ments in which the employees work,” 
she concludes. “The environment 
in which the work is done is more of 
a differentiator than the country in 
which you find yourself.”  
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The idea that work needs to 
take place in a fixed location 
is literally an anathema to 
many professionals now. The 

great catalyst, of course, has been 
technology. Our always-on, con-
nected world enables staff to work 
from anywhere and the appetite to 
do so is considerable. 

The demand not to be tied to a 
fixed desk, in a fixed geography 
is now uppermost in the wants of 
many potential employees. Our own 
research finds that when presented 
with two similar roles, a staggering 
91 per cent of job seekers would pick 
the company that allows flexible 
working over the one that doesn’t. 
Overall, more than half of employ-
ees say any job they take has to 
offer some form of flexible working.

It is important not to confuse flexi-
ble working with working from home. 
With house prices continuing to rise 
faster than earnings, many staff will 
not physically have, or be inclined 

Get flexible to find 
and retain top talent
Within less than a generation, the entire concept of the 
workplace has fundamentally changed, says Richard Morris, 
UK chief executive at Regus

to designate, any spare space they 
have for work purposes. Nor are 
they likely to have the level of relia-
ble technology they need to do their 
jobs properly.

Rather, professionals are looking 
to workspaces that are specifically 
geared towards productivity and 
efficiency. The UK boasts a network 
of stunning sites enabling workers to 
find a working destination nearer to 
home, to avoid the draining com-
mute, and to plug in and begin 
working at a time and location that 
suits them.

Such an approach will undoubt-
edly require a change of mindset for 
many employers. They will be chal-
lenged to measure on results rather 
than presenteeism, and to formu-
late new reporting and meeting 
structures. But their efforts will be 
appreciated in the form of rising en-
gagement from staff who feel their 
needs are listened to. Our research 
finds more than a third (35 per cent) 
of professionals believe that the 
provision of flexible working will im-
prove retention. 

The personnel benefits are broad-
er still for businesses that think flex-
ibly. Good companies rely on great 
people and the competition for 

employee talent is fiercer than ever. 
Those businesses operating from 
a fixed location must limit their re-
cruitment search to a commutable 
catchment or expect the applicant 
to relocate. By operating flexibly, 
the potential recruitment pool ex-
tends throughout the UK, even in-
ternationally if required, with the 
employee able to work remotely 
and connect digitally.  

What’s already apparent is that 
workplace flexibility is becoming a 
common feature of modern work. 
Rather than being seen as a novel-
ty or a perk, a flexible approach is 
viewed as a basic requirement by 
the latest generation of job seekers. 
Of course, businesses need to know 
that such an approach delivers bot-
tom-line results too. Working flexi-
bly is proven to increase employee 
engagement and productivity, and 
it’s a way of working that can help 
secure the best people.

In fact, we are quickly getting to 
the point where it is not simply the 
provision of flexible employment 
terms that sets businesses apart. 
As professionals get used to this 
approach, the type and quality of 
workspaces chosen will take on in-
creasing significance. 

For now, businesses thinking flex-
ibly are giving themselves the best 
possible chance of retaining and 
attracting top talent, and of provid-
ing the environment for these indi-
viduals to produce their best work. 
However results are measured, they 
should speak for themselves.

For more information please visit
www.regus.co.uk
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Planning for 
the unknown
in technology

LIFE-CYCLE PLANNING 

01

02

A multitude of 
industries are 
struggling to keep 
pace with the march 
of technology – and 
construction is no 
exception

Designers and architects 
crafting the workplaces 
of tomorrow are finding 
it increasingly tricky to 

plan for unknown and potential-
ly disruptive tech advances. So 
how do you future-proof a mod-
ern office, especially if the build 
spans a number of years by which 
time some of the technology may  
be outdated?

“This is a critical question,” says 
Ken Shuttleworth, founder of Lon-
don-headquartered Make Archi-
tects and, from July 11, president 
of the British Council for Offices. 
“Buildings on the drawing board 
now will have employees working 
in them that aren’t even born yet, 
so developers need to think smart-
er. In 2017 the infrastructure of a 
building is more important than 
the structure itself. We need to pro-
vide the means to easily upgrade 
and adapt the building to make it 
flexible for the future.”

So-called agile building demands 
“collaboration and engagement 
with all consultants from the out-
set to ensure that the flexibility is 
built into the fabric”, according to 
Mr Shuttleworth. He continues: 
“Much like sustainable techniques 

OLIVER PICKUP

that improve the environmental 
performance of a building, for op-
timal effectiveness the integration 
of technology can’t be bolted on at 
a later date. The project team must 
work with the tenant from the ear-
liest opportunity to understand 
what their needs are, so as to de-
sign solutions into the building.”

British Institute of Interior Design 
president Susie Rumbold says the 
use of building information model-
ling (BIM) and also both augment-
ed and virtual reality is becoming 
popular to lessen the impact of 
technological leaps. “BIM creates 
an accurate model of all building 
processes in one location, allowing 
the way the systems will interact to 
be predicted,” she says. “We now 
design for the whole life cycle of 
each building, from construction 
through operation, and to eventual 
demolition and disposal.”

Every project should have a “dig-
ital masterplan”, says Volker Bus-
cher, global digital services leader 
at Arup, and include key decision 
points on how digital design is ex-
ecuted on a specific build. “These 
should correspond to a digital 
agenda, which defines the aims 
of the property owner across their 
entire portfolio,” he says. “Both 
the digital masterplan and agenda 
need to feed into an opportunity 
matrix. This outlines specific ben-
efits, statements and outcomes, 
and informs a systems design 
guide that makes clear to all indi-
vidual design teams their part in 
delivering the digital aspirations 
of the portfolio owner.”

Connectivity is essential in 
the modern workplace and that 
needs to be a central factor. James 
Friedenthal, head of corporate de-
velopment at Workspace, which 
owns 68 London properties total-
ling 3.5 million square feet, notes 
“circuit sizes have grown from 
0.1 gigabits per second in 2006 to 
10gbps in 2017”. As such, for Mr 
Buscher, “developers need to think 
of buildings like massive online 
stores or ‘Amazons’.” 

03

“Instead of choosing fixed and 
inflexible systems inside, which 
don’t speak to each other, they 
need to move towards having a sin-
gle open-source technology plat-
form into which all the services 
plug,” he adds. “This will enable 
the building to speak to its opera-
tors and tenants, and new technol-
ogies or applications to be plugged 

in, making the building incredibly 
responsive to the changing de-
mands of occupants. 

“Having all information from all 
services accessible through one 
source will enable developers or 
building operators to analyse data 
from across portfolios in real time 
or build applications that enable 
tenants to interact with the servic-
es directly.”

Simon Rooks, general manager 
of integrated solutions at Tyco, 
a world leader in smart building 
technology, advises designers to 
install smart technology that can 
be easily upgraded and integrated 
with future iterations, as required. 
“For example, smart security cam-
eras should be capable of integra-
tion with fire detection or access 
control systems,” he says. “Not 
only will this open functionality 

For optimal 
effectiveness the 

integration of 
technology can’t be 

bolted on at a  
later date

and enable management teams 
to obtain a better overview of the 
technology in their office, but it 
will also make it easier to add or 
remove systems.

“It’s also key to use technology 
providers that can integrate with 
other non-proprietary systems. 
You shouldn’t need to get locked 
into buying from company A when 
change comes along; look for the 
company B that can integrate its 
systems seamlessly with new tech-
nology when you need it.”

Lee Penson, chief executive of 
Penson, the architectural firm be-
hind visionary workplaces for rap-
per Jay-Z, YouTube, Samsung and 
Google, says that because “technol-
ogy can make you fly” it is impera-
tive to commit to it. “It will unlock 
potential and give you freedom,” 
he says. “Being tied to your desk is 
so ten years ago; the modern work-
place is a no-clutter zone. So the in-
formation technology in the office 
now needs to be stripped back to 
free up space and movement. 

“Humans will always operate in 
the same ways and live by the same 
values, by and large, even as new 
tech comes and goes,” Mr Penson 
concludes. “If you create a space 
that is all about humans and life 
in general, then you’ve already fu-
ture-proofed your workplace, no 
matter how long the build takes.” 

01
Architects 
and designers 
are finding it 
increasingly 
difficult to plan 
for unknown, 
disruptive 
technology

02
Lee Penson, whose 
firm PENSON 
designed the 
interiors of South 
Korea’s Lotte 
World Tower 
(pictured), says 
technology in the 
modern workplace 
needs to be 
stripped back to 
free up space and 
movement
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Ken Shuttleworth, 
founder of Make 
Architects and 
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for Offices, says 
buildings need 
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future
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Productivity 
doesn’t have 
to be doomed
The complexities of modern workplaces 
are dragging down productivity, but it 
doesn’t mean switched-on fi rms can’t 
do anything about it, says Andrew Try, 
entrepreneur and managing director 
of ComXo

If you stop and think about it, it’s a 
strange point in time we seem to 
have reached. Right now corpo-
rate life is supposed to be excit-

ing, it’s supposed to be fast paced, 
ever-changing and even dynamic. 
And yet, you only need to look at 
some of the statistics around pro-
ductivity to realise that the reality is 
the very opposite. 

Whether it’s o�  cial stats that rank 
the UK one from last in the G7 for 
productivity (UK output is 19 per cent 
worse than the G7 average, with 
only Japan ranked lower), to data 
showing the amount of working time 
lost through interruptions, checking 
our mobile devices and other o�  ce 
distractions, the real picture of the 
UK’s workplaces is one of disruption, 
disengagement and stifl ing archaic 

processes. In fact, it’s not too much 
of a stretch to suggest modern work-
places are actually causing a form of 
productivity paralysis.

It’s a situation that has the best 
brains struggling to answer. In his 
new book, Time, Talent, Energy, Eric 
Garton, a partner at Bain & Com-
pany, talks about falling productiv-
ity in terms of organisational drag. 
Even the very best fi rms su� er from it, 
never managing to have less than a 
10 per cent drag. 

But, while he describes drag as 
something which may be inevitable, 
caused by organisational processes 
and procedures – something all or-
ganisations have to contend with to 
some extent – he also argues that 
the very worst examples don’t have 
to be inevitable, after all companies 

such as Google and Apple are 40 
per cent more productive than low-
er-quartile performing companies. 

REDUCE FRICTION
At ComXo, we share a similar analo-
gy about productivity. We talk about 
helping clients reduce the friction 
that stops companies from perform-
ing at their best; for it is friction, typi-
cally from using outdated processes, 
that we believe is the root cause of 
organisational drag. 

Friction is the 200-plus e-mails that 
the average executive receives each 
day, so a full day a week is spent – 
some would say wasted – simply 
reading and replying to these com-
munications. Friction is the interrup-
tions that people consistently strug-
gle with at work, be it from mundane 
administrative tasks to unwanted 
sales calls. 

Such friction takes place whether 
sta�  are in an o�  ce or whether they’re 
working remotely, struggling with 
technology or access to information, 
which is perhaps why agile working is 
yet to take o�  as predicted. 

Friction also occurs because 
people still work in silos, using hand-
ed-down processes that are never 
questioned. Time is wasted trying to 
work around these processes, rather 
than improving them.

We often discover friction at our 
clients’ workplaces where broken 
switchboard processes, such as 
wrongly directed calls or false in-
formation, are causing unnecessary 
distraction for sta� . This can have as 
great an impact as e-mail overload.

TECH IS NOT ENOUGH
Up until now employers and employ-
ees alike have been going down a 
road where we’ve hoped technology 
would be the solution. We’ve tried to 
get an app for everything, hoping it 
will solve our productivity issues, but 
we use them a few times then simply 
revert to our old ways. Technology 
alone hasn’t entirely worked and so 
we need a di� erent approach. 

We’ve reached a point where we 
should have the ability to work so 
much better, but ironically now we 

need to regain our control of tech-
nology, so that it works for us and not 
the other way around. 

REVIEW PROCESSES
So what’s the answer? Lots of organ-
isations will focus on their productiv-
ity problem through training or hiring 
specialist sta� , or implementing new 
technologies. Admirable as this is, 
these gains aren’t always obvious 
or sustainable without the right pro-
cesses in place.

At a recent IT conference in the 
City of London, a panel speaker re-
marked: “Productivity is very much 
about people, process and technol-
ogy, and how to get the three to work 
together as best as possible.” This is 
a philosophy we can only agree with.

From our own experience, this ap-
proach works well when applied to 
the corporate switchboard function. 
We map organisations’ processes, 
including how they handle external 
and internal call fl ows, and deliver 
in-sourced or outsourced solutions 
to make them more e�  cient, wheth-
er it’s fi rst fi elding calls to workers or 
taking admin instructions on behalf 
of sta�  so their time is freed up to 
focus on important tasks.

It’s not uncommon for our clients 
to report 30 per cent productiv-
ity improvements. Few improve-
ment programmes could offer such 
striking results. We achieve this 
by stripping out the worn and the 
cumbersome, and putting in new 
cogs that turn the wheels of busi-
ness more smoothly. 

TIME FOR CHANGE
It may sound simple, but we re-en-
gineer and simplify business pro-
cesses to empower employees to 
be more productive by focusing on 
their core tasks.

The truth of the matter is that most 
employees do want to perform to 
their best ability in the workplace. 
They do want to do a good job and 
they do want to feel they’re achiev-
ing. To help more sta�  achieve this, 
future workplaces will need to take 
the issue of productivity much more 
seriously. They must dismantle 

their own ine�  cient processes and 
accept the old ways of working were 
just that – old. 

FUTURE IS BRIGHT
The best part of all this is that pro-
ductivity can be rescued. By making 
processes much less complicated, 
the benefi ts of increased productivity 
won’t just be a greater, more reward-
ing output, it will also be seen in peo-
ple’s wellbeing too, in their physical 
and mental health, and their ability to 
have more thinking time, which leads 
to brighter and more exciting ideas. 

Let’s all agree, poor productivity 
doesn’t have to be the best we can 
hope for. We should all be striving for 
much more than that.

ComXo is the leading provider of 
outsourced switchboard services to 
professional service fi rms across the 
City of London and beyond. Skilled 
operators, assisted by world-class 
technology, provide bespoke switch-
board services, fi t for the profession-
al service fi rm of the 21st century. 
www.comxo.com

Productivity is very much about 
people, process and technology, and 
how to get the three to work together 
as best as possible
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Planning for 
the unknown
in technology

LIFE-CYCLE PLANNING 

01

02

A multitude of 
industries are 
struggling to keep 
pace with the march 
of technology – and 
construction is no 
exception

Designers and architects 
crafting the workplaces 
of tomorrow are finding 
it increasingly tricky to 

plan for unknown and potential-
ly disruptive tech advances. So 
how do you future-proof a mod-
ern office, especially if the build 
spans a number of years by which 
time some of the technology may  
be outdated?

“This is a critical question,” says 
Ken Shuttleworth, founder of Lon-
don-headquartered Make Archi-
tects and, from July 11, president 
of the British Council for Offices. 
“Buildings on the drawing board 
now will have employees working 
in them that aren’t even born yet, 
so developers need to think smart-
er. In 2017 the infrastructure of a 
building is more important than 
the structure itself. We need to pro-
vide the means to easily upgrade 
and adapt the building to make it 
flexible for the future.”

So-called agile building demands 
“collaboration and engagement 
with all consultants from the out-
set to ensure that the flexibility is 
built into the fabric”, according to 
Mr Shuttleworth. He continues: 
“Much like sustainable techniques 

OLIVER PICKUP

that improve the environmental 
performance of a building, for op-
timal effectiveness the integration 
of technology can’t be bolted on at 
a later date. The project team must 
work with the tenant from the ear-
liest opportunity to understand 
what their needs are, so as to de-
sign solutions into the building.”

British Institute of Interior Design 
president Susie Rumbold says the 
use of building information model-
ling (BIM) and also both augment-
ed and virtual reality is becoming 
popular to lessen the impact of 
technological leaps. “BIM creates 
an accurate model of all building 
processes in one location, allowing 
the way the systems will interact to 
be predicted,” she says. “We now 
design for the whole life cycle of 
each building, from construction 
through operation, and to eventual 
demolition and disposal.”

Every project should have a “dig-
ital masterplan”, says Volker Bus-
cher, global digital services leader 
at Arup, and include key decision 
points on how digital design is ex-
ecuted on a specific build. “These 
should correspond to a digital 
agenda, which defines the aims 
of the property owner across their 
entire portfolio,” he says. “Both 
the digital masterplan and agenda 
need to feed into an opportunity 
matrix. This outlines specific ben-
efits, statements and outcomes, 
and informs a systems design 
guide that makes clear to all indi-
vidual design teams their part in 
delivering the digital aspirations 
of the portfolio owner.”

Connectivity is essential in 
the modern workplace and that 
needs to be a central factor. James 
Friedenthal, head of corporate de-
velopment at Workspace, which 
owns 68 London properties total-
ling 3.5 million square feet, notes 
“circuit sizes have grown from 
0.1 gigabits per second in 2006 to 
10gbps in 2017”. As such, for Mr 
Buscher, “developers need to think 
of buildings like massive online 
stores or ‘Amazons’.” 

03

“Instead of choosing fixed and 
inflexible systems inside, which 
don’t speak to each other, they 
need to move towards having a sin-
gle open-source technology plat-
form into which all the services 
plug,” he adds. “This will enable 
the building to speak to its opera-
tors and tenants, and new technol-
ogies or applications to be plugged 

in, making the building incredibly 
responsive to the changing de-
mands of occupants. 

“Having all information from all 
services accessible through one 
source will enable developers or 
building operators to analyse data 
from across portfolios in real time 
or build applications that enable 
tenants to interact with the servic-
es directly.”

Simon Rooks, general manager 
of integrated solutions at Tyco, 
a world leader in smart building 
technology, advises designers to 
install smart technology that can 
be easily upgraded and integrated 
with future iterations, as required. 
“For example, smart security cam-
eras should be capable of integra-
tion with fire detection or access 
control systems,” he says. “Not 
only will this open functionality 

For optimal 
effectiveness the 

integration of 
technology can’t be 

bolted on at a  
later date

and enable management teams 
to obtain a better overview of the 
technology in their office, but it 
will also make it easier to add or 
remove systems.

“It’s also key to use technology 
providers that can integrate with 
other non-proprietary systems. 
You shouldn’t need to get locked 
into buying from company A when 
change comes along; look for the 
company B that can integrate its 
systems seamlessly with new tech-
nology when you need it.”

Lee Penson, chief executive of 
Penson, the architectural firm be-
hind visionary workplaces for rap-
per Jay-Z, YouTube, Samsung and 
Google, says that because “technol-
ogy can make you fly” it is impera-
tive to commit to it. “It will unlock 
potential and give you freedom,” 
he says. “Being tied to your desk is 
so ten years ago; the modern work-
place is a no-clutter zone. So the in-
formation technology in the office 
now needs to be stripped back to 
free up space and movement. 

“Humans will always operate in 
the same ways and live by the same 
values, by and large, even as new 
tech comes and goes,” Mr Penson 
concludes. “If you create a space 
that is all about humans and life 
in general, then you’ve already fu-
ture-proofed your workplace, no 
matter how long the build takes.” 

01
Architects 
and designers 
are finding it 
increasingly 
difficult to plan 
for unknown, 
disruptive 
technology

02
Lee Penson, whose 
firm PENSON 
designed the 
interiors of South 
Korea’s Lotte 
World Tower 
(pictured), says 
technology in the 
modern workplace 
needs to be 
stripped back to 
free up space and 
movement

03
Ken Shuttleworth, 
founder of Make 
Architects and 
president of the 
British Council 
for Offices, says 
buildings need 
to be easily 
upgradable and 
flexible for the 
future
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Productivity 
doesn’t have 
to be doomed
The complexities of modern workplaces 
are dragging down productivity, but it 
doesn’t mean switched-on fi rms can’t 
do anything about it, says Andrew Try, 
entrepreneur and managing director 
of ComXo

If you stop and think about it, it’s a 
strange point in time we seem to 
have reached. Right now corpo-
rate life is supposed to be excit-

ing, it’s supposed to be fast paced, 
ever-changing and even dynamic. 
And yet, you only need to look at 
some of the statistics around pro-
ductivity to realise that the reality is 
the very opposite. 

Whether it’s o�  cial stats that rank 
the UK one from last in the G7 for 
productivity (UK output is 19 per cent 
worse than the G7 average, with 
only Japan ranked lower), to data 
showing the amount of working time 
lost through interruptions, checking 
our mobile devices and other o�  ce 
distractions, the real picture of the 
UK’s workplaces is one of disruption, 
disengagement and stifl ing archaic 

processes. In fact, it’s not too much 
of a stretch to suggest modern work-
places are actually causing a form of 
productivity paralysis.

It’s a situation that has the best 
brains struggling to answer. In his 
new book, Time, Talent, Energy, Eric 
Garton, a partner at Bain & Com-
pany, talks about falling productiv-
ity in terms of organisational drag. 
Even the very best fi rms su� er from it, 
never managing to have less than a 
10 per cent drag. 

But, while he describes drag as 
something which may be inevitable, 
caused by organisational processes 
and procedures – something all or-
ganisations have to contend with to 
some extent – he also argues that 
the very worst examples don’t have 
to be inevitable, after all companies 

such as Google and Apple are 40 
per cent more productive than low-
er-quartile performing companies. 

REDUCE FRICTION
At ComXo, we share a similar analo-
gy about productivity. We talk about 
helping clients reduce the friction 
that stops companies from perform-
ing at their best; for it is friction, typi-
cally from using outdated processes, 
that we believe is the root cause of 
organisational drag. 

Friction is the 200-plus e-mails that 
the average executive receives each 
day, so a full day a week is spent – 
some would say wasted – simply 
reading and replying to these com-
munications. Friction is the interrup-
tions that people consistently strug-
gle with at work, be it from mundane 
administrative tasks to unwanted 
sales calls. 

Such friction takes place whether 
sta�  are in an o�  ce or whether they’re 
working remotely, struggling with 
technology or access to information, 
which is perhaps why agile working is 
yet to take o�  as predicted. 

Friction also occurs because 
people still work in silos, using hand-
ed-down processes that are never 
questioned. Time is wasted trying to 
work around these processes, rather 
than improving them.

We often discover friction at our 
clients’ workplaces where broken 
switchboard processes, such as 
wrongly directed calls or false in-
formation, are causing unnecessary 
distraction for sta� . This can have as 
great an impact as e-mail overload.

TECH IS NOT ENOUGH
Up until now employers and employ-
ees alike have been going down a 
road where we’ve hoped technology 
would be the solution. We’ve tried to 
get an app for everything, hoping it 
will solve our productivity issues, but 
we use them a few times then simply 
revert to our old ways. Technology 
alone hasn’t entirely worked and so 
we need a di� erent approach. 

We’ve reached a point where we 
should have the ability to work so 
much better, but ironically now we 

need to regain our control of tech-
nology, so that it works for us and not 
the other way around. 

REVIEW PROCESSES
So what’s the answer? Lots of organ-
isations will focus on their productiv-
ity problem through training or hiring 
specialist sta� , or implementing new 
technologies. Admirable as this is, 
these gains aren’t always obvious 
or sustainable without the right pro-
cesses in place.

At a recent IT conference in the 
City of London, a panel speaker re-
marked: “Productivity is very much 
about people, process and technol-
ogy, and how to get the three to work 
together as best as possible.” This is 
a philosophy we can only agree with.

From our own experience, this ap-
proach works well when applied to 
the corporate switchboard function. 
We map organisations’ processes, 
including how they handle external 
and internal call fl ows, and deliver 
in-sourced or outsourced solutions 
to make them more e�  cient, wheth-
er it’s fi rst fi elding calls to workers or 
taking admin instructions on behalf 
of sta�  so their time is freed up to 
focus on important tasks.

It’s not uncommon for our clients 
to report 30 per cent productiv-
ity improvements. Few improve-
ment programmes could offer such 
striking results. We achieve this 
by stripping out the worn and the 
cumbersome, and putting in new 
cogs that turn the wheels of busi-
ness more smoothly. 

TIME FOR CHANGE
It may sound simple, but we re-en-
gineer and simplify business pro-
cesses to empower employees to 
be more productive by focusing on 
their core tasks.

The truth of the matter is that most 
employees do want to perform to 
their best ability in the workplace. 
They do want to do a good job and 
they do want to feel they’re achiev-
ing. To help more sta�  achieve this, 
future workplaces will need to take 
the issue of productivity much more 
seriously. They must dismantle 

their own ine�  cient processes and 
accept the old ways of working were 
just that – old. 

FUTURE IS BRIGHT
The best part of all this is that pro-
ductivity can be rescued. By making 
processes much less complicated, 
the benefi ts of increased productivity 
won’t just be a greater, more reward-
ing output, it will also be seen in peo-
ple’s wellbeing too, in their physical 
and mental health, and their ability to 
have more thinking time, which leads 
to brighter and more exciting ideas. 

Let’s all agree, poor productivity 
doesn’t have to be the best we can 
hope for. We should all be striving for 
much more than that.

ComXo is the leading provider of 
outsourced switchboard services to 
professional service fi rms across the 
City of London and beyond. Skilled 
operators, assisted by world-class 
technology, provide bespoke switch-
board services, fi t for the profession-
al service fi rm of the 21st century. 
www.comxo.com

Productivity is very much about 
people, process and technology, and 
how to get the three to work together 
as best as possible
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Avoiding generational generalisations

R emember a few years back, 
when if your offi  ce didn’t 
have a helter-skelter in it 
(like PEER 1 Hosting’s) or a 

crazy golf course (LinkedIn’s) or even 
a Pullman train carriage for meet-
ings (as in big data company Splunk’s 
London offi  ce), you could kiss good-
bye to attracting the millennial gen-
eration? These were the cool cats for 
whom fusty old offi  ces were an inher-
itance they didn’t want. 

Well, maybe it’s time to think again. 
Millennials might well comprise a 
third of workers by 2020, but there 
has recently been an unmistakeable 
shift of opinion that suggests this 
pandering to a specifi c generation 
has had its day.

“A cool offi  ce is not the best offi  ce,” 
argues Patrik Arnesson, chief ex-
ecutive and co-founder of Gothen-
burg-based Forza Football, who de-
spite repeatedly being hailed as having 
one of the world’s best offi  ces wants to 
put the record straight. “Sure, we have 
a shuffl  e-board, a games room and ball 
pit, but we don’t succumb to genera-
tional generalisations. 

“What isn’t talked about are our 
quiet rooms where no one is permit-
ted to talk or the fact everyone has 
a fi xed rather than roaming space 
from which they work. Staff  range 
from 20 to 45, but hark from nine na-
tionalities. We arrange ourselves to 
get work done. It’s as simple as that.”

Mr Arnesson’s view chimes with the 
increasingly accepted view offi  ces are 
really just homes to people and that 
trying to organise them along gener-
ational stereotypes is foolish. After 
all, the over-50s will comprise a third 
of workers by 2020 too, and there will 
only be seven million Gen Z workers 
for the 14.5 million new roles predict-
ed to be created by 2022, according to 
the Offi  ce for National Statistics.

“This is why workplaces will work 
much better if more were designed 
around job function, regardless of 
the age of people doing it,” says Nu-
pur Mallick, human resources di-
rector at Tata Consultancy Services, 
which has four generations working 
side by side. “The work people do 
determines their needs, whether it’s 
having a quiet area to concentrate in 
or open spaces to collaborate,” she 
says. “What we have done though is 
ensure staff  don’t have to hunt these 

Parsons, managing director at Offi  ce 
Principles, which led the £6-million 
refurbishment. “We created more 
shared space and agile working. Each 
fl oor has a central hub, from which 
people can move into lounge-like ar-
eas, break-out space and café hubs.

“Companies are looking at how poor 
workplaces can lose staff  to competi-
tors. We feel we’ve created a space that 
allows friendships to form.”

At Twickenham-based legal soft-
ware fi rm LEAP, in south-west Lon-
don, a quarter of staff  are aged 18 to 
25, a quarter are 35 to 44 and 10 per 

Offi  ce spaces are 
increasingly being 
designed to suit 
purpose rather than 
pander to gimmicky 
fads to attract 
younger staff 

PETER CRUSH

Forza Football’s 
Gothenburg offi  ce 
houses a games 
room, shuffl  e-
board table and 
ball pit, but also 
includes quiet 
rooms where no 
one is allowed 
to talk

diff erent zones down. We’ve specifi -
cally designed our offi  ce so these en-
vironments are on every fl oor.”

With surveys suggesting intergener-
ational offi  ce angst abounds – Ricoh 
Europe fi nds 52 per cent of workers 
say their employer is failing to meet 
the needs of diff erent generations in 
the workplace – it can still be tempt-

ing to default to the wacky and hope 
things fall into place. But experts urge 
a more considered approach. 

Kim Karina, design director at 
property services fi rm, Styles&Wood 
Group says: “Ensuring offi  ces work 
for millennials and the older gen-
erations is diffi  cult, but what we’re 
seeing is the rise of the so-called Ru-
bik’s Cube offi  ce. This is where par-
titions and fi xtures can move at the 
push of a wall to create extra desk 
space or a collaborative hub quickly 
to suit the task at hand.”  

Some offi  ces are certainly being 
remodelled, as employers are aware 
that the demographics of their 
workforce are changing. Mothercare 
recently redesigned its 90,000-sq-
ft Watford headquarters because it 
was 30 years out of date.

“It was a rabbit warren, but the 
business knew it needed to inspire 
younger workers as its predominant-
ly older employees retired,” says Cyril 

At TrustedHousesitters, the e-business 
that enables pet owners to connect with 
fellow animal lovers and invite them stay 
in their homes (and look after their pets) 

while they’re on holiday, the age range 
of staff at its Brighton HQ is between 21 
and 71. 

But that doesn’t mean staff can’t get 
along with each other. “Don’t get me 
wrong, we still have thinks like a ping-
pong table, but what we’ve tried to 
create with our workplace is focus on 
creating passion, because that’s not 
age-related,” says co-founder 
Rachel Martin. 

“That said things that help bring 
our group together include installing 
stand-up desks, which all the team love, 
because it gives people mobility, and 
bringing in office pets. For us, break-out 

rooms, free fruit and views to the beach 
are just nice things, rather than the be all 
and end all.” 

All 35 members of staff are actually 
encouraged to arrange and do their own 
housesits each year, from where they 
work, so Ms Martin says sharing common 
experiences also unites the team.

“There’s always someone who’s just 
returned from a sit and they always bring 
back loads of new ideas,” she says. “We 
actively have all our generations mix, so 
Angela, our 71 year old, sits alongside 
our youngest employee. We find both 
learn a tremendous amount from 
each other.”

CASE STUDY
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AGE AND DESIGN

Fo
rz

a
 F

o
o

tb
a

ll

Workplace 2020, Google/Raconteur 2016

cent are 45 to 64, but the company 
has followed an age-appropriate, 
adaptable offi  ce concept. “We’ve 
designed with a nod to millennial 
tastes,” says talent manager Susanne 
Poole. “We have the coff ee shop vibe, 
ping-pong and sofas with USB ports, 
but we’ve kept a corporate feel too – 
the boardroom and meeting rooms.” 

Maybe it’s this halfway house that 
will keep all generations happy. 
“Younger generations aren’t going 
to go away,” says Ms Poole. “The best 
fi rms embrace the best of all work-
ing environments.” 

Ageless 
culture training

‘Wise’ 
networks

Flexible 
hours

Health, nutrition 
and physical 
activity initiatives

Work 
environment 
adjustments

Training

FEATURES OF AN AGELESS WORKPLACE
STEPS UK COMPANIES ARE TAKING TO CREATE A WORK ENVIRONMENT THAT 
ACCOMMODATES OLDER EMPLOYEES
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COMMERCIAL FEATURE

Managing customer 
demand in the 
connected world

Technology is without doubt 
having an ever-increasing 
influence on the way busi-
nesses operate and is likely 

to continue to do so. This comes as 
the world of work has changed, and 
as consumer demand has become 
instantaneous, with customers 
growing to expect the same one-
click, always-on service from pro-
viders as they have become used 
to receiving from challenger brands 
such as Amazon. 

Self-service has become the new 
normal and consumers increasingly 
want to transact with companies by 
any channel, and there is increasing 
necessity for near or real-time re-
sponses to their queries and demands.

“Traditional channels of communi-
cating with customers are giving way 
to multiple, omnichannel interactions 
beyond the constraints of ‘nine to 
five’,” says Elizabeth Gooch, chief 
executive and founder of eg solu-
tions, a leading enterprise workforce 
optimisation software company 
specialising in the back office.

“The old ways of working, using com-
mand-and-control tactics, have given 
way to the new way, which is centred 

typical manufacturing model to-
wards an intelligence-based model.”

The always-on customer requires 
services that are always available. To 
this end the functions that the back 
office, or “office”, performs now need 
to be accessible throughout the cus-
tomer interaction and the value chain. 

This means that, without exception, 
enterprise technology must be de-
ployable as a cloud-based solution. 
It must provide not only historical 
reporting, but also have predictive an-
alytics embedded within solutions. It 
needs to merge business and personal 
technology to improve performance 
and exploit the digital literacy of both 
the millennial workforce and consum-
er. In addition, enabling the efficient 
allocation of the mobile workforce and 
consequently the evaluation of their 
performance is vital.

“As the number of mobile workers is 
expanding, employers are under an 
ever-increasing amount of pressure 
to adapt how they schedule workers’ 
shifts to address their demands for 
the flexibility they want to accom-
modate today’s lifestyles and per-
sonal needs,” says Ms Gooch. “For 
example, as bank branches close 
and mobile technology becomes 
more robust and sophisticated, 
many workers are now home or field-
based, reliant upon and preferring to 
work with their mobile devices.”

This new flexible approach to 
working brings with it a further shift 
in how managers maximise the value 
of their most important asset: their 
people. Monitoring and evidencing 
human input potential and produc-
tivity is more important than ever. 
This demands the ability to control, 
optimise and improve back-office 
processing in real time, irrespective 
of location, to enhance customer 
service and free more capacity from 
existing resources to value-add 
activity. Due to this, there has been 
a shift in how organisations evaluate 
performance, preferring to have 
visibility of employees’ contribution 
rather than simply their attendance.

To gain most benefit, successful 
organisations need to forecast the 
skills and capabilities required to 
allocate work to their increasingly 
mobile workforce efficiently, wher-
ever they are located in the world, 
evidence compliance and evaluate 
the performance of their teams 
in real time. They need predictive 
analytics, alerts and notifications all 
embedded within solutions that let 
them know where both latency and 
surplus exist before things go wrong.

In April 2015, Vanson Bourne con-
ducted a detailed research project 
on behalf of eg solutions to deter-
mine the impact of digitalisation 
on businesses, both in the UK and 
United States. Some 90 per cent of 
respondents to this research identi-
fied a driving need for a back-office 
workforce optimisation tool within 
their organisation, which comple-
ments disciplines in their front office 
and optimises their entire workforce, 
including those in the field.

The eg operational intelligence® 
software suite is the world’s most com-
prehensive workforce optimisation 
software suite for back-office oper-
ations. Cloud-based and modular by 
design, the eg operational intelligence 
software suite is backed by more than 

81%
of respondents 
said improving 
customer service is 
the key objective 
driving digital 
strategy

40%
of cusomter 
transactions are 
digital and this is 
expected to increase 
to more than 50 per 
cent in the next 
three years

more on engaging and empowering 
the workforce, encouraging collabo-
ration to deliver excellent results. More 
and more, businesses are looking to 
develop and enhance their use of 
technology to meet the digital needs 
of customers and their workforce.”

Consequently, digital transforma-
tion holds a prominent place in the 
minds of leaders across a wide range 
of enterprises, with most companies 
already having a digital strategy of 
some description in place to meet 
the demands of the always-on con-
sumer. They recognise the numerous 
benefits this can offer in improving 
customer service, streamlining and 
blending processes and, important-
ly, reducing administrative cost. 

“This not only affects front-line 
staff. Work undertaken, in what has 
historically been termed the ‘back 
office’, is breaking out of its tradition-
al bricks-and-mortar residence to 
become part of blended operations,” 
says Ms Gooch. “This comprises the 
call centre, branch, field or remote 
resources playing a major role in 
responding to and improving the 
end-to-end customer-interaction 
experience; a shift away from the 

Digital Transformation, eg solutions

Customer contact has changed radically since the early call 
centres emerged, but the pioneer of this original technology is 
still leading the industry

25 years of industry experience and 
is used by many leading companies 
in multiple sectors, including financial 
services, business process outsourc-
ing, utilities and government.

eg operational intelligence is tried, 
tested and proven to improve cus-
tomer service, operational efficiency 
and compliance while reducing costs 
by creating additional capacity from 
existing resources by prioritisation 
and line-balancing techniques.

eg’s mobile product extends the 
use of this market-leading workforce 
optimisation product suite to oper-
ational and personnel managers on 
the move and their workers, regard-
less of location. eg mobile™ enables 
the entire workforce to collaborate 
to achieve faster and a more accu-
rate service, as well as extend the 
efficiency gains of the back office to 
workers outside the office.

When the eg operational in-
telligence software suite is used 
together with the eg operational 
management methodology® imple-
mentation services and accredited 
training programmes, eg are the only 
back-office workforce optimisation 
vendor truly to guarantee opera-
tional efficiency improvements of 20 
to 40 per cent.

Ms Gooch concludes: “By transfer-
ring industry best practice, eg enable 
team and departmental managers to 
embed operational changes into their 
organisation to reduce cost, improve 
customer service and evidence com-
pliance, managing customer demand 
in the connected world.”

For more information please visit
www.egoptimize.com

eg operational intelligence® is 
tried, tested and proven to improve 
customer service, operational 
efficiency and compliance while 
reducing costs

www.egoptimize.com
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Avoiding generational generalisations

R emember a few years back, 
when if your offi  ce didn’t 
have a helter-skelter in it 
(like PEER 1 Hosting’s) or a 

crazy golf course (LinkedIn’s) or even 
a Pullman train carriage for meet-
ings (as in big data company Splunk’s 
London offi  ce), you could kiss good-
bye to attracting the millennial gen-
eration? These were the cool cats for 
whom fusty old offi  ces were an inher-
itance they didn’t want. 

Well, maybe it’s time to think again. 
Millennials might well comprise a 
third of workers by 2020, but there 
has recently been an unmistakeable 
shift of opinion that suggests this 
pandering to a specifi c generation 
has had its day.

“A cool offi  ce is not the best offi  ce,” 
argues Patrik Arnesson, chief ex-
ecutive and co-founder of Gothen-
burg-based Forza Football, who de-
spite repeatedly being hailed as having 
one of the world’s best offi  ces wants to 
put the record straight. “Sure, we have 
a shuffl  e-board, a games room and ball 
pit, but we don’t succumb to genera-
tional generalisations. 

“What isn’t talked about are our 
quiet rooms where no one is permit-
ted to talk or the fact everyone has 
a fi xed rather than roaming space 
from which they work. Staff  range 
from 20 to 45, but hark from nine na-
tionalities. We arrange ourselves to 
get work done. It’s as simple as that.”

Mr Arnesson’s view chimes with the 
increasingly accepted view offi  ces are 
really just homes to people and that 
trying to organise them along gener-
ational stereotypes is foolish. After 
all, the over-50s will comprise a third 
of workers by 2020 too, and there will 
only be seven million Gen Z workers 
for the 14.5 million new roles predict-
ed to be created by 2022, according to 
the Offi  ce for National Statistics.

“This is why workplaces will work 
much better if more were designed 
around job function, regardless of 
the age of people doing it,” says Nu-
pur Mallick, human resources di-
rector at Tata Consultancy Services, 
which has four generations working 
side by side. “The work people do 
determines their needs, whether it’s 
having a quiet area to concentrate in 
or open spaces to collaborate,” she 
says. “What we have done though is 
ensure staff  don’t have to hunt these 

Parsons, managing director at Offi  ce 
Principles, which led the £6-million 
refurbishment. “We created more 
shared space and agile working. Each 
fl oor has a central hub, from which 
people can move into lounge-like ar-
eas, break-out space and café hubs.

“Companies are looking at how poor 
workplaces can lose staff  to competi-
tors. We feel we’ve created a space that 
allows friendships to form.”

At Twickenham-based legal soft-
ware fi rm LEAP, in south-west Lon-
don, a quarter of staff  are aged 18 to 
25, a quarter are 35 to 44 and 10 per 

Offi  ce spaces are 
increasingly being 
designed to suit 
purpose rather than 
pander to gimmicky 
fads to attract 
younger staff 

PETER CRUSH

Forza Football’s 
Gothenburg offi  ce 
houses a games 
room, shuffl  e-
board table and 
ball pit, but also 
includes quiet 
rooms where no 
one is allowed 
to talk

diff erent zones down. We’ve specifi -
cally designed our offi  ce so these en-
vironments are on every fl oor.”

With surveys suggesting intergener-
ational offi  ce angst abounds – Ricoh 
Europe fi nds 52 per cent of workers 
say their employer is failing to meet 
the needs of diff erent generations in 
the workplace – it can still be tempt-

ing to default to the wacky and hope 
things fall into place. But experts urge 
a more considered approach. 

Kim Karina, design director at 
property services fi rm, Styles&Wood 
Group says: “Ensuring offi  ces work 
for millennials and the older gen-
erations is diffi  cult, but what we’re 
seeing is the rise of the so-called Ru-
bik’s Cube offi  ce. This is where par-
titions and fi xtures can move at the 
push of a wall to create extra desk 
space or a collaborative hub quickly 
to suit the task at hand.”  

Some offi  ces are certainly being 
remodelled, as employers are aware 
that the demographics of their 
workforce are changing. Mothercare 
recently redesigned its 90,000-sq-
ft Watford headquarters because it 
was 30 years out of date.

“It was a rabbit warren, but the 
business knew it needed to inspire 
younger workers as its predominant-
ly older employees retired,” says Cyril 

At TrustedHousesitters, the e-business 
that enables pet owners to connect with 
fellow animal lovers and invite them stay 
in their homes (and look after their pets) 

while they’re on holiday, the age range 
of staff at its Brighton HQ is between 21 
and 71. 

But that doesn’t mean staff can’t get 
along with each other. “Don’t get me 
wrong, we still have thinks like a ping-
pong table, but what we’ve tried to 
create with our workplace is focus on 
creating passion, because that’s not 
age-related,” says co-founder 
Rachel Martin. 

“That said things that help bring 
our group together include installing 
stand-up desks, which all the team love, 
because it gives people mobility, and 
bringing in office pets. For us, break-out 

rooms, free fruit and views to the beach 
are just nice things, rather than the be all 
and end all.” 

All 35 members of staff are actually 
encouraged to arrange and do their own 
housesits each year, from where they 
work, so Ms Martin says sharing common 
experiences also unites the team.

“There’s always someone who’s just 
returned from a sit and they always bring 
back loads of new ideas,” she says. “We 
actively have all our generations mix, so 
Angela, our 71 year old, sits alongside 
our youngest employee. We find both 
learn a tremendous amount from 
each other.”

CASE STUDY
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cent are 45 to 64, but the company 
has followed an age-appropriate, 
adaptable offi  ce concept. “We’ve 
designed with a nod to millennial 
tastes,” says talent manager Susanne 
Poole. “We have the coff ee shop vibe, 
ping-pong and sofas with USB ports, 
but we’ve kept a corporate feel too – 
the boardroom and meeting rooms.” 

Maybe it’s this halfway house that 
will keep all generations happy. 
“Younger generations aren’t going 
to go away,” says Ms Poole. “The best 
fi rms embrace the best of all work-
ing environments.” 
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COMMERCIAL FEATURE

Managing customer 
demand in the 
connected world

Technology is without doubt 
having an ever-increasing 
influence on the way busi-
nesses operate and is likely 

to continue to do so. This comes as 
the world of work has changed, and 
as consumer demand has become 
instantaneous, with customers 
growing to expect the same one-
click, always-on service from pro-
viders as they have become used 
to receiving from challenger brands 
such as Amazon. 

Self-service has become the new 
normal and consumers increasingly 
want to transact with companies by 
any channel, and there is increasing 
necessity for near or real-time re-
sponses to their queries and demands.

“Traditional channels of communi-
cating with customers are giving way 
to multiple, omnichannel interactions 
beyond the constraints of ‘nine to 
five’,” says Elizabeth Gooch, chief 
executive and founder of eg solu-
tions, a leading enterprise workforce 
optimisation software company 
specialising in the back office.

“The old ways of working, using com-
mand-and-control tactics, have given 
way to the new way, which is centred 

typical manufacturing model to-
wards an intelligence-based model.”

The always-on customer requires 
services that are always available. To 
this end the functions that the back 
office, or “office”, performs now need 
to be accessible throughout the cus-
tomer interaction and the value chain. 

This means that, without exception, 
enterprise technology must be de-
ployable as a cloud-based solution. 
It must provide not only historical 
reporting, but also have predictive an-
alytics embedded within solutions. It 
needs to merge business and personal 
technology to improve performance 
and exploit the digital literacy of both 
the millennial workforce and consum-
er. In addition, enabling the efficient 
allocation of the mobile workforce and 
consequently the evaluation of their 
performance is vital.

“As the number of mobile workers is 
expanding, employers are under an 
ever-increasing amount of pressure 
to adapt how they schedule workers’ 
shifts to address their demands for 
the flexibility they want to accom-
modate today’s lifestyles and per-
sonal needs,” says Ms Gooch. “For 
example, as bank branches close 
and mobile technology becomes 
more robust and sophisticated, 
many workers are now home or field-
based, reliant upon and preferring to 
work with their mobile devices.”

This new flexible approach to 
working brings with it a further shift 
in how managers maximise the value 
of their most important asset: their 
people. Monitoring and evidencing 
human input potential and produc-
tivity is more important than ever. 
This demands the ability to control, 
optimise and improve back-office 
processing in real time, irrespective 
of location, to enhance customer 
service and free more capacity from 
existing resources to value-add 
activity. Due to this, there has been 
a shift in how organisations evaluate 
performance, preferring to have 
visibility of employees’ contribution 
rather than simply their attendance.

To gain most benefit, successful 
organisations need to forecast the 
skills and capabilities required to 
allocate work to their increasingly 
mobile workforce efficiently, wher-
ever they are located in the world, 
evidence compliance and evaluate 
the performance of their teams 
in real time. They need predictive 
analytics, alerts and notifications all 
embedded within solutions that let 
them know where both latency and 
surplus exist before things go wrong.

In April 2015, Vanson Bourne con-
ducted a detailed research project 
on behalf of eg solutions to deter-
mine the impact of digitalisation 
on businesses, both in the UK and 
United States. Some 90 per cent of 
respondents to this research identi-
fied a driving need for a back-office 
workforce optimisation tool within 
their organisation, which comple-
ments disciplines in their front office 
and optimises their entire workforce, 
including those in the field.

The eg operational intelligence® 
software suite is the world’s most com-
prehensive workforce optimisation 
software suite for back-office oper-
ations. Cloud-based and modular by 
design, the eg operational intelligence 
software suite is backed by more than 

81%
of respondents 
said improving 
customer service is 
the key objective 
driving digital 
strategy

40%
of cusomter 
transactions are 
digital and this is 
expected to increase 
to more than 50 per 
cent in the next 
three years

more on engaging and empowering 
the workforce, encouraging collabo-
ration to deliver excellent results. More 
and more, businesses are looking to 
develop and enhance their use of 
technology to meet the digital needs 
of customers and their workforce.”

Consequently, digital transforma-
tion holds a prominent place in the 
minds of leaders across a wide range 
of enterprises, with most companies 
already having a digital strategy of 
some description in place to meet 
the demands of the always-on con-
sumer. They recognise the numerous 
benefits this can offer in improving 
customer service, streamlining and 
blending processes and, important-
ly, reducing administrative cost. 

“This not only affects front-line 
staff. Work undertaken, in what has 
historically been termed the ‘back 
office’, is breaking out of its tradition-
al bricks-and-mortar residence to 
become part of blended operations,” 
says Ms Gooch. “This comprises the 
call centre, branch, field or remote 
resources playing a major role in 
responding to and improving the 
end-to-end customer-interaction 
experience; a shift away from the 

Digital Transformation, eg solutions

Customer contact has changed radically since the early call 
centres emerged, but the pioneer of this original technology is 
still leading the industry

25 years of industry experience and 
is used by many leading companies 
in multiple sectors, including financial 
services, business process outsourc-
ing, utilities and government.

eg operational intelligence is tried, 
tested and proven to improve cus-
tomer service, operational efficiency 
and compliance while reducing costs 
by creating additional capacity from 
existing resources by prioritisation 
and line-balancing techniques.

eg’s mobile product extends the 
use of this market-leading workforce 
optimisation product suite to oper-
ational and personnel managers on 
the move and their workers, regard-
less of location. eg mobile™ enables 
the entire workforce to collaborate 
to achieve faster and a more accu-
rate service, as well as extend the 
efficiency gains of the back office to 
workers outside the office.

When the eg operational in-
telligence software suite is used 
together with the eg operational 
management methodology® imple-
mentation services and accredited 
training programmes, eg are the only 
back-office workforce optimisation 
vendor truly to guarantee opera-
tional efficiency improvements of 20 
to 40 per cent.

Ms Gooch concludes: “By transfer-
ring industry best practice, eg enable 
team and departmental managers to 
embed operational changes into their 
organisation to reduce cost, improve 
customer service and evidence com-
pliance, managing customer demand 
in the connected world.”

For more information please visit
www.egoptimize.com

eg operational intelligence® is 
tried, tested and proven to improve 
customer service, operational 
efficiency and compliance while 
reducing costs

www.egoptimize.com
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shareholders, their bottom line 
and ultimately consumers. Devi-
ating from commitment to a cause 
or behaving badly could irrecon-
cilably damage both profitability  
and reputation.

To solve the world’s greatest cri-
ses requires the participation of all 
communities, not least businesses 
but, of course, there is still a role for 
politicians and governments.

“Politicians can be enablers; they 
can help with policies and encour-
age this kind of business behaviour. 
In many ways they can be the he-
roes if it works,” says Mr Tugend-
hat, adding that corporations and 
governments must collaborate to 
build new models for tackling glob-
al problems. 

Mr Pierce describes the move by 
US businesses, cities and states 
opposing President Trump’s with-
drawal from the Paris agreement 
as unprecedented. The collective 
demand that emerged in just days 
suggests this new incarnation of 
brands committing to political 
issues could be the most power-
ful yet. With social issues so large 
they transcend party politics and 
sitting administrations, it may  
now be politicians who have to 
change fundamentally how they 
do business. 

Brands get
political for
good causes

Fighting discriminatory laws, 
backing the legalisation of 
same-sex marriage and pro-
viding shelter to refugees 

are all issues where we need polit-
ical leadership. But increasingly its 
multinational companies champi-
oning these causes.

For example, Salesforce threat-
ened to pull investment in US 
states considering anti-LGBT 
(lesbian, gay, bisexual and trans-
gender) legislation, support for 
same-sex marriage in Australia 
from Qantas’s chief executive has 
improved the brand’s reputation 
and Airbnb has pledged to accom-
modate displaced people.

Businesses have used corporate 
social responsibility (CSR) schemes 
to “do good” for decades, but are 
now going further, voicing support 
for social causes often in direct op-
position to governments.

“CSR and sustainability were 
viewed almost as an offsetting pro-

The research found that 25 per cent 
of Americans have stopped using 
products or services from a compa-
ny because of its political leanings 
or because of protests or boycotts.

Younger employees are increas-
ingly motivated to work for brands 
that commit themselves to social 
and political causes. These recruits 
will be our future business leaders 
and founders, bringing with them 
their commitment to tackling glob-
al problems, says Mr Spencer. Exist-
ing businesses must adapt their ap-
proach to take on these causes and 
attract the best talent if they are  
to survive.

Corporations can bring a ben-
eficially global and long-term 
perspective and apply this to the 
world’s biggest problems with the 
benefit of being able to focus on one 
issue at a time, while governments 
must tackle a myriad of social and 
global problems concurrently.

Hundreds of US-based business-
es, including Mars, adidas and 
eBay, have signed the We Are Still 
In statement, committing to the 
Paris agreement on climate change 
despite the US government’s with-
drawal from the accord in June. 

“All of these groups have internal-
ised the risk and tremendous cost of 
doing nothing about climate change. 
They understand they must man-
age for such things otherwise they 
won’t be successful,” explains Lance 
Pierce, president of CDP North Amer-
ica, which works with many of the 
brands involved on managing their 
environmental impact.

This could lead to unprecedent-
ed negotiations on a global issue 
between other nation states in the 
agreement and unelected leaders 
of corporations, circumnavigat-
ing the US democratic system. 
Yet these businesses will be held 
accountable for their actions by 

response to both a rise in populism 
and a perception of business as part 
of the environmental or inequality 
problem, says Eduardo Tugendhat, 
director of thought leadership at Pal-
ladium, which advises business on 
making a positive impact. “Taking 
a leadership role and becoming part 
of the solution helps businesses to re-
new their licence to operate with the 
public and the society,” he adds.

Committing to a good cause just 
for marketing purposes is danger-
ous. In April, Pepsi pulled its ad 
featuring Kendall Jenner after crit-
icism that it trivialised social jus-
tice protests. As Joe Wade, founder 
of creative agency Don’t Panic, ex-
plains, a brand must have a right to 
talk about a cause or risk backlash 
from consumers.

“A brand needs to build up au-
thority in that area. It has to start 
with how you do business and align 
with your commercial objectives, 
otherwise it’s inauthentic,” says  
Mr Wade.

Alienating customers through 
a sincere commitment to a cause 
is also a risk. In the United States, 
brands have opposed President 
Donald Trump’s executive order 
temporarily banning refugees. In 
the immediate aftermath, Star-
bucks pledged to hire 10,000 refu-
gees and Airbnb vowed to accom-
modate 100,000 displaced people, 
with both firms making five-year 
commitments.

“Traditionally in America, com-
panies have been very apolitical in 
order not to shrink their potential 
customer base by offending one 
side or the other. They must think 
it’s a gamble worth taking,” says  
Mr Wade.

“If it’s important to your core cus-
tomers, it’s how you want to be posi-
tioned in the marketplace or fits in 
with your long-term strategy, then 
it’s probably a risk worth taking,” 
agrees Dr Hardley.

Ipsos research, published in June, 
suggests businesses may have no 
choice but to take a political stand. 

Multinational businesses are flexing 
their corporate muscles to meet 
consumer demand for an ethical stance 
on global issues

SOCIAL VALUES

LAURA OLIVER
gramme for ‘dirty old business’,” 
says Richard Spencer, head of sus-
tainability at the Institute of Char-
tered Accountants in England and 
Wales. “We’re now seeing a willing-
ness among businesses to put the 
problems in the middle and change 
how they operate.”

For years big business has tried 
to influence governments for its 
own ends, so it’s good to see brands 
applying pressure on behalf of oth-
er communities, says Dr Felicity 
Hardley, senior lecturer in market-
ing and business strategy at West-
minster Business School. 

There are still business benefits to 
this too, not least building deeper 
emotional connections with con-
sumers and creating more loyal 
customers. For Unilever, which has 
ambitious goals for reducing its 
environmental footprint and in-
creasing positive impact on society, 
this has resulted in its sustainable 
living brands, such as Dove and 
Hellmann’s, growing twice as fast 
as others in its portfolio.

Commitment to social causes is a 

Deviating from 
commitment 
to a cause or 

behaving badly 
could irreconcilably 

damage both 
profitability and 

reputation
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shareholders, their bottom line 
and ultimately consumers. Devi-
ating from commitment to a cause 
or behaving badly could irrecon-
cilably damage both profitability 
and reputation.

To solve the world’s greatest cri-
ses requires the participation of all 
communities, not least businesses 
but, of course, there is still a role for 
politicians and governments.

“Politicians can be enablers; they 
can help with policies and encour-
age this kind of business behaviour. 
In many ways they can be the he-
roes if it works,” says Mr Tugend-
hat, adding that corporations and 
governments must collaborate to 
build new models for tackling glob-
al problems. 

Mr Pearce describes the move by 
US businesses, cities and states 
opposing President Trump’s with-
drawal from the Paris agreement 
as unprecedented. The collective 
demand that emerged in just days 
suggests this new incarnation of 
brands committing to political 
issues could be the most power-
ful yet. With social issues so large 
they transcend party politics and 
sitting administrations, it may 
now be politicians who have to 
change fundamentally how they 
do business. 

The End?
Now you’ve read the report.

Now start planning your future office.

Managing people and robots in a single workforce

Providing a single, real-time view of all operations 
(goodbye to spreadsheets)

Increasing productivity

Releasing latent capacity

Improving staff engagement and well being

And much more…

ActiveOps are helping service companies all over 
the world transform their operations by...

Find out more at www.activeops.com
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Brands get
political for
good causes

Fighting discriminatory laws, 
backing the legalisation of 
same-sex marriage and pro-
viding shelter to refugees 

are all issues where we need polit-
ical leadership. But increasingly its 
multinational companies champi-
oning these causes.

For example, Salesforce threat-
ened to pull investment in US 
states considering anti-LGBT 
(lesbian, gay, bisexual and trans-
gender) legislation, support for 
same-sex marriage in Australia 
from Qantas’s chief executive has 
improved the brand’s reputation 
and Airbnb has pledged to accom-
modate displaced people.

Businesses have used corporate 
social responsibility (CSR) schemes 
to “do good” for decades, but are 
now going further, voicing support 
for social causes often in direct op-
position to governments.

“CSR and sustainability were 
viewed almost as an off setting pro-

The research found that 25 per cent 
of Americans have stopped using 
products or services from a compa-
ny because of its political leanings 
or because of protests or boycotts.

Younger employees are increas-
ingly motivated to work for brands 
that commit themselves to social 
and political causes. These recruits 
will be our future business leaders 
and founders, bringing with them 
their commitment to tackling glob-
al problems, says Mr Spencer. Exist-
ing businesses must adapt their ap-
proach to take on these causes and 
attract the best talent if they are 
to survive.

Corporations can bring a ben-
efi cially global and long-term 
perspective and apply this to the 
world’s biggest problems with the 
benefi t of being able to focus on one 
issue at a time, while governments 
must tackle a myriad of social and 
global problems concurrently.

Hundreds of US-based business-
es, including Mars, adidas and 
eBay, have signed the We Are Still 
In statement, committing to the 
Paris agreement on climate change 
despite the US government’s with-
drawal from the accord in June. 

“All of these groups have internal-
ised the risk and tremendous cost of 
doing nothing about climate change. 
They understand they must man-
age for such things otherwise they 
won’t be successful,” explains Lance 
Pearce, president of CDP North 
America, which works with many of 
the brands involved on managing 
their environmental impact.

This could lead to unprecedent-
ed negotiations on a global issue 
between other nation states in the 
agreement and unelected leaders 
of corporations, circumnavigat-
ing the US democratic system. 
Yet these businesses will be held 
accountable for their actions by 

response to both a rise in populism 
and a perception of business as part 
of the environmental or inequality 
problem, says Eduardo Tugendhat, 
director of thought leadership at Pal-
ladium, which advises business on 
making a positive impact. “Taking 
a leadership role and becoming part 
of the solution helps businesses to re-
new their licence to operate with the 
public and the society,” he adds.

Committing to a good cause just 
for marketing purposes is danger-
ous. In April, Pepsi pulled its ad 
featuring Kendall Jenner after crit-
icism that it trivialised social jus-
tice protests. As Joe Wade, founder 
of creative agency Don’t Panic, ex-
plains, a brand must have a right to 
talk about a cause or risk backlash 
from consumers.

“A brand needs to build up au-
thority in that area. It has to start 
with how you do business and align 
with your commercial objectives, 
otherwise it’s inauthentic,” says 
Mr Wade.

Alienating customers through 
a sincere commitment to a cause 
is also a risk. In the United States, 
brands have opposed President 
Donald Trump’s executive order 
temporarily banning refugees. In 
the immediate aftermath, Star-
bucks pledged to hire 10,000 refu-
gees and Airbnb vowed to accom-
modate 100,000 displaced people, 
with both fi rms making fi ve-year 
commitments.

“Traditionally in America, com-
panies have been very apolitical in 
order not to shrink their potential 
customer base by off ending one 
side or the other. They must think 
it’s a gamble worth taking,” says 
Mr Wade.

“If it’s important to your core cus-
tomers, it’s how you want to be posi-
tioned in the marketplace or fi ts in 
with your long-term strategy, then 
it’s probably a risk worth taking,” 
agrees Dr Hardley.

Ipsos research, published in June, 
suggests businesses may have no 
choice but to take a political stand. 

Multinational businesses are fl exing 
their corporate muscles to meet 
consumer demand for an ethical stance 
on global issues

SOCIAL VALUES

LAURA OLIVER
gramme for ‘dirty old business’,” 
says Richard Spencer, head of sus-
tainability at the Institute of Char-
tered Accountants in England and 
Wales. “We’re now seeing a willing-
ness among businesses to put the 
problems in the middle and change 
how they operate.”

For years big business has tried 
to infl uence governments for its 
own ends, so it’s good to see brands 
applying pressure on behalf of oth-
er communities, says Dr Felicity 
Hardley, senior lecturer in market-
ing and business strategy at West-
minster Business School. 

There are still business benefi ts to 
this too, not least building deeper 
emotional connections with con-
sumers and creating more loyal 
customers. For Unilever, which has 
ambitious goals for reducing its 
environmental footprint and in-
creasing positive impact on society, 
this has resulted in its sustainable 
living brands, such as Dove and 
Hellmann’s, growing twice as fast 
as others in its portfolio.

Commitment to social causes is a 
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