


TECHNOLOGY,  
CULTURE AND WORK: 
THERE’S NOTHING SO 
STABLE AS CHANGE
The way we work and the companies we work for are 
changing faster than ever – there’s never been a better 
time to transform 
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energy bills by up to half. And in 
hospitality, think of the way in 
which Airbnb has disrupted the 
industry, filling 100,000 rooms 
every night. 

What’s even more remarkable is 
that as recently as four years ago, 
none of these companies even 
existed. For those who haven’t 
already taken it on board, the 
message is clear: businesses and 
the people who work for them 
have to continually be prepared to 
transform the way they do things, or 
face the consequences. 

There are some other criteria 
that effective, successful, digitally-
enabled businesses tend to fulfil. 
They also: 

Have the ability to engage at scale 
Engender a collective intelligence 
that prevents information from 
being held in silos 
Are highly collaborative and 
encourage quick, efficient 
execution of ideas and processes 
Put data at the core of everything 
they do. 

On top of this, new successful 
companies seem to be using 
technology not only to transform 
the services and products their 

e live and work 
in a unique time, 
when the pace 
of change for 

businesses – and for their culture 
and technology – is faster than it 
has ever been. 

We know this from our own 
individual experiences and 
observations, but take the example 
of the United States’ Standard & 
Poor’s index of 500 leading shares. 
In 1957, when it was founded, 
companies that joined the index 
had an average age of 75. In 2003, 
the average age of new names on 
the list was 25. Just a decade later, 
in 2013, that figure had fallen to just 
10 years. 

In the last 10 years, the way 
we work has changed too. On 
average, the amount of time we 
spend looking at screens, whether 
smartphones, tablets, laptops, 
desktops or television, now stands 
at around 12 hours a day. That may 
come as a surprise, but it also raises 
questions about work-life balance 
and creating a culture that is both 
sustainable and effective. 

Finding answers to these 
questions is important, not least 
because it is the only way to get 
the best out of this powerful 
technology. As we’ve seen, some 
people have proved that it can 
be used to do remarkable things. 
Take Uber, which is now in 60 cities 
spread across 22 countries. You can 
use it to get a cab or share a ride for 
much less than this would have cost 
you before. 

In the home, there’s Nest, which 
Google recently acquired for $3 
billion. It enables your home to 
learn your habits and preferences 
and can help to cut household 
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customers can access, but also 
to change the way that their 
employees work, fostering a project-
driven ‘anytime, anywhere’ work 
culture that embraces autonomy 
and flexibility. 

It’s likely that in the next few 
years we will see more and more 
businesses being influenced by 
flexible working practices and 
listening to how their staff tell them 
that they work best. However, the 
data from the survey suggests that 
the most important influence on 
how companies evolve still looks set 
to be their customers. When asked 
to name the two factors that would 
be most important in driving the 
transformation of their business, 
more than half (55%) picked out 
improving the customer experience. 
Innovation, which was mentioned by 
45% of respondents, was deemed 
the second most important factor. 

But this is just the tip of the 
iceberg. Inside the report there is 
a whole host of information that 
has been designed to uncover and 
interpret the perceptions of senior 
figures (from a range of roles) at UK 
organisations. What changes and 
trends have they noticed? What 
priorities have they set? What do 
they expect to see in the future? 
And what does it mean for the way 
we all work? The data and analysis 
has been broken down into four 
sections; Transformation, Business, 
Technology and Culture. This is 
partly to make it easier to digest, but 
also to introduce and explain the 
concept of transformation before 
examining how it can – and will – be 
applied to different elements of the 
way we work.

We hope you find it useful.

On average, the amount 
of time we spend looking 
at screens, whether 
smartphones, tablets, 
laptops, desktops or 
television, now stands at 
around 12 hours a day

admit that  
the pace of change 
continues to take 
them by surprise

57%

of respondents 
believe that  

“The most successful 
companies today 

are those willing to 
harness the benefits 
of transformation”

86%

 agree that  
the rise in the  

“anytime, anywhere” 
work trend  
is inevitable

79%

believe that 
“Distances will fade 
away as video, chat 
and cloud becomes 
more mainstream in 

the workplace”

75%
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The 247 UK-based respondents were broken down 
by business orientation, size of organisation, primary 
sector and job role.
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ABOUT THE SURVEY

This study on a selection of UK-based business 
leaders, produced  by Raconteur and sponsored by 
Google Atmosphere Week, was conducted between 
March-July 2014. A total of 247 responses were 
incorporated after cleaning the data.  

Respondents were asked to complete an anonymous 
online survey about their beliefs and predictions 
around business transformation. Business 
transformation in this study has been defined as 
the business, digital and human capital strategies 
that organisations need to consider in order to 
manage change effectively and increase workforce 
performance. The individuals that responded to this 
survey covered a broad spectrum of industries in 
terms of both their size and main areas of activity.  
The survey analysis has been separated into the 
following four sections:

18%
MD

15%
CMO

15%
CEO

11%
CIO/CTO

8%
CVO/CIO/CSO

20%

13%

11%

Manufacturing 

Technology

Financial Services

18%
Business Services

9%

7%

10%
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To better understand the data collected, we 
grouped the respondents according to their 
attitudes towards transformation. We’ve called them: 
Pioneers, Believers, Agnostics and Traditionalists

Staff work the way they live. People are 
free to use technology and tools they 
are most comfortable with. Agile and 
collaborative culture with a functional 
leadership strategy

Pioneers

New technologies are adopted and 
business model is reworked, but  
are yet to experience the full gains  
of transformation

Believers

Technology, culture, the way we 
live, the way we work and almost 
everything that affects the way we do 
business is changing, and changing 
fast. But that’s not a controversial 
thing to say. We all know it’s true. 
The interesting and useful stuff is 
how different people and companies 
react to that – and why.

To enable a more nuanced 
understanding of the data collected 
in the survey through cross-
referencing results, we asked 
the respondents to identify their 
companies as being a member 
of one of four groups according 
to their attitudes towards 
transformation. Companies were 
categorised as Pioneers, Believers, 
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Agnostics or Traditionalists (Figure 
1). The most popular description 
of a company (with which 39% of 
respondents identified) was the 
one assigned to Believers: “We 
have adopted new technologies 
and reworked our business model 
but are yet to experience the full 
gains of transformation.” 

As well as seeing a wide range of 

attitudes to transformation among 
companies, it’s also worthwhile to 
note that there are currently four 
generations active in the workforce: 
Vets, Baby-boomers, Generation-X 
and Generation-Y. Yet, even with this 
diverse range of backgrounds and 
views, the data shows that people 
are overwhelmingly united by the 
view that the rise of the “anytime, 
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Right now, there is a unique opportunity to bring 
the way we live, share, connect and create into 
the workplace

anywhere” work trend is inevitable: 
79% agree with that statement, while 
only 12% disagree (a further 9% said 
they didn’t know).

It may come as a surprise that, 
even in an environment where major 
ongoing technological and cultural 
change is an accepted norm, the 
majority (57%) either somewhat or 
strongly agree that the accelerating 
pace of that change continues to 
take them by surprise.

The world of work is undergoing 
major changes, that can’t be in 
doubt. The crucial thing to bear 
in mind, then, is that the people 
and companies that are alive to its 
implications and the possibilities it 
creates will be the ones who enjoy 
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FIGURE 1

What is your company’s culture 
relating to transformation?

Traditionalists
Use basic technology and the company 
is highly hierarchical, hampered by 
barriers to changing culture

Management has the vision and  
certain structures in place, however  
is slow to implement change across  
the organisation

Agnostics

Traditionalists

Believers

Pioneers

16%

39%

8%

37%
Agnostics



The cost of doing 
business is viewed 
as the main global 
threat to business in 
the UK, followed by 
scarcity of talent and 
government policy

Scarcity of talent

39%
29%

48%
39%

39%

30%

30%

23%
22%
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FIGURE 2

When will it 
become critical  
to evolve 
your digital 
and cultural 
strategies in 
order to become 
competitive? 

FIGURE 3

In your opinion, what are the main global threats to businesses in the UK?

the most success.
The vast majority of respondents 

said that adapting digital and cultural 
strategies is already critical for 
business success, while only 11% 
think that their business model 
would not be impacted, or that they 
could delay a response until three 
years’ time (Figure 2). But the data 
also indicates that the sense of 
urgency is least pronounced among 
the most senior decision-makers in 
a given organisation. Only 32% of 
CEOs said that adapting digital and 
cultural strategies was already critical 
to success, compared to 85% of CIOs 
and 75% of CMOs. Smaller firms, too, 
feel a less pressing need to change; 
53% of companies with fewer than 
250 employees said it is necessary to 
alter the way they work immediately, 
whereas some 80% of firms with 
more than 6,000 employees feel 
the same way. This trend extends 
to responses to the question about 
threats to UK business: lack of agility 
is seen as a bigger threat by 32% of 
the largest companies, but by only 
17% of the smallest (Figure 3). 

However, the cost of doing 
business is viewed as the main global 
threat to business in the UK, which 
would tally with an impression of the 
country as a developed economy 
seeing competition from burgeoning 
powers in Asia, Latin America and 
elsewhere. But, like the second and 
third most commonly mentioned 
threats (the scarcity of talent and 
government policy), it is a problem 
that can, to a large extent, be beyond 
individual businesses’ control. 
Productivity issues are seen as the 
next most prevalent challenge for 
companies and these, conversely, 
can be directly affected by when, 
where and how people work.
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6%
3 years+

5%
Business model 

not impacted  

27%
Within  

the next  
2 years

62%
Business 

success 
is already 

contingent 
upon it

Do you feel confident your organisation will adapt within this time frame?

45%
Definitely

43%
Probably

10%
Not sure

2%
Probably not

1-250 251-750 751-6,000 6,001+No. of employees in organisation:

FIGURE 2b

Productivity Issues

27%

25%

Lack of innovation

Lack of agility

25%

Cost of doing business

48%
59%

37%

54%
35%

33%
51%

17%
26%

23%

Government policy

Unfavourable R&D conditions

18%

Speed of doing business

26%

17%

26%

13%
17%

15%
29%

31%
19%

27%

23%
26%

32%

22%
23%

22%
34%

*percentage of total group base response



It is mainly large 
businesses – those 
with more than 6,000 
employees – that are 
most concerned with 
securing the long-
term relevance of 
their organisation

BUSINESS
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Transformation isn’t just about being a forward-thinking 
company for the sake of appearances – it has a direct 
impact on the bottom line, and the long-term viability of  
your business

In 2004, at its peak, Blockbuster 
had more than 9,000 stores and 
up to 60,000 employees. But 
it went bust and today, after a 
drawn-out decline, the home 
entertainment rental company 
barely exists at all. It’s just one 
high-profile example of how a 
powerful business can crumble 
in the face of forward-looking, 
digitally-enabled competitors. A 
new generation of companies 
led by Netflix is now doing what 
Blockbuster did, but better, 
and with lower costs, unlimited 
inventories and less friction. 

It seems strange that no one at 
Blockbuster saw this coming, but 
the data suggests that many of 
today’s businesses have learnt the 
lessons that might have saved it. 
For 27% of respondents, securing 
the long-term relevance of the 
organisation now sits at the top of 
the agenda in terms of boardroom 
and management priorities, as 
compared to three years ago. On 
top of that, 46% take the view that 
“it is becoming increasingly evident 
that we have to make this key.” A 
mere 8% said the issue wasn’t a 
major concern (Figure 4). 

Maybe chastened by the demise 
of Blockbuster and others, it is 
large businesses – with more than 
6,000 employees – that are most 
focused on securing long-term 
relevance. Some 42% have put 
it at the top of the agenda, while 
a further 44% indicated that 
evidence in support of prioritising 
the issue was growing. That 
combined total of more than 86% 
overshadows the proportion of the 
smallest businesses (with fewer 
than 250 members of staff) who 
also put themselves in one these 
two camps (62%).

FIGURE 4

Compared to three years ago, where does securing 
the long-term relevance of your organisation sit in 
terms of boardroom and management priorities?
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It is now top of agenda

It is becoming increasingly evident that we have to 
make this a key priority

About the same; we are aware of it but prioritise 
other issues at the moment

We are not particularly worried about this issue

6,001+ EMPLOYEES1-250 EMPLOYEESTOTAL RESPONDENTS

42%

44
%

12% 2%

21
%

17%

40%

22%

27%

46%

19%
8%



It’s important to 
realise that business 
transformation 
doesn’t have to look 
the same for  
every company

11%

mobility tools that allow them to do 
that. Most importantly [they should 
create] a culture where people feel 
they can be authentic in their whole 
selves, but also where they feel they 
don’t have to be present, banishing 
that sense of presenteeism in an 
office. And that doesn’t have to  
cost anything.” 

The second most frequently 
mentioned barrier to 
transformation is a “cultural 
aversion to change,” which was 
mentioned by more than a third 
of businesses and by almost three 
quarters of Traditionalists. It’s 
self-evident that stubbornness 
and being stuck in a certain 
way of doing things can hamper 
attempts to be progressive, but 
it’s important to realise that 
business transformation doesn’t 
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Some 39% of respondents view 
“not enough funding” as a significant 
barrier to forming a robust business 
transformation strategy, making 
it the most widely encountered 
obstacle (Figure 5). However, 
according to Monica Parker, 
Director of Workplace at Morgan 
Lovell, the assumption that all kinds 
of transformation require major 
financial investment doesn’t always 
hold true. “That’s absolutely critical 
to recognise,” says Monica. “Most 
businesses have cost constraints. 
So, what are the primary things 
that they should do? Create an 
environment where their staff have 
a degree of autonomy. Create an 
environment where people are not 
chained to their desks, but are able 
to move within the work setting, 
empowered by technology and the 

have to look the same for every 
company; inappropriate goals 
coupled with a one-size-fits-all 
approach is an unlikely recipe for 
success, especially if it isn’t built 
on a firm foundation. As Monica 
Parker points out: “Perhaps 
somebody says: ‘I want a work 
environment that’s like Google 
and I want to put in all these great 
collaboration areas that are going 
to make people work together in 
a fundamentally different way.’ 
But if you don’t create a degree 
of cultural alignment within the 
business, you’ll put these great 
settings in that no one will use.” 

Of course, a business identifying 
itself as “transformational” and 
“forward-thinking” might enjoy a 
number of attendant benefits. But 
in order to bring about change 

FIGURE 5

In your organisation, what are the main barriers to  
forming a robust transformation strategy?

FIGURE 6

In your opinion which of the following departments in your organisation 
will be the biggest driver of business change?

Marketing Vision/Strategy
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39%
Not enough 

funding

34%
Cultural 

aversion to 
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30%
Limitations of 

IT systems

21%
Lack of  
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IT

Customer 
Service

HR Legal

26%

40%40% 35%

Production

12%

18%

2%

Finance

14%

28%
Unaligned 

management



in the first place, it’s likely that a 
forceful business case will have to 
be made by someone within  
the organisation. 

According to the data, 
the departments leading 
the transformation in their 
organisations are marketing and 
senior management with; 40% of 

If you don’t create a degree of 
cultural alignment within the 
business, you’ll put in these great 
settings that no one will use Monica Parker

Director of Workplace 
Morgan Lovell

FIGURE 7

In the following apects of your business, which are the biggest 
drivers behind the need to transform your business?
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respondents ranking them as the top 
two departments that would drive 
business change in their organisation 
(Figure 6). The IT department 

completed the top three, beating 
sales into fourth place (with 
35% and 26% respectively). With 
marketing on par with management 
in terms of leading organisational 

transformation, it’s worth noting that 
market research firm Gartner has 
predicted that by 2017 CMOs would 
be spending more on IT than CTOs . 

On the face of it, these responses 
might come as a surprise, but the 
data about the drivers behind the 
need to transform businesses bears 
them out (Figure 7). At 55%, the 
most popular response (and ranked 
in the top two by almost two thirds 
of respondents) was “customer 
experience – providing an effortless 
experience that drives engagement 
and loyalty.” This concern falls 
into the domain of marketing 
departments and fits neatly with the 
fact that “responding more rapidly 
to market opportunities” is ranked 
as the change that could have the 
biggest impact on an organisation’s 
profitability (Figure 8).

FIGURE 8

Which of the following changes do you think could have the 
biggest impact on your organisation’s profitability?
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27%

15%
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Technology
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Using and 
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location working together 
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More collaboration across 
geographical barriers 

Better communication 
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Improved sharing and 
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4
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9
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Improved customer 
experience’ is 
the benefit that 
organisations most 
frequently have 
experienced as a 
result of adopting 
digital technologies

VIDEO CONF. 
TOOLS

CLOUD  
COMPUTING

FIGURE 11

Which of the following benefits have you experienced  
as a result of adopting digital technologies within  
your organisation?

FIGURE 9

Over the past 10 years, which of the following digital 
technologies do you believe has had the most impact on 
the way in which we work?TECHNOLOGY
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Increasingly, at work, people expect the 
same slick, powerful technology and the 
same efficient, flexible methods that they’ve 
become used to as consumers. In short, they 
expect to work the way they live

“Improved customer experience” 
is the benefit that organisations 
most frequently gain as a result of 
adopting digital technologies; 40% 
named it among the three most 
significant gains (Figure 11). This 
statistic is consistent with an idea 
that has gained currency in recent 
times, that “data is the new oil”. In the 
past, companies might have relied on 
hunches and small, not necessarily 
representative, focus groups to 
shape their products and services. 
But now, businesses are reaping 
rewards from digital technology 
that enables them to capture data, 
process it, run complex, in-depth 
models and harness the information 
to improve and tailor customer 
experiences. Of course, this presents 
new challenges in itself, and being 
sensitive and intelligent about the 
way in which data is captured and 
used is of paramount importance. 
But the potential of some of these 
technologies and techniques is huge.

The adoption of new digital 
technologies is also crucial for 
businesses that want to meet 
modern customers’ expectations. 
As individual consumers, people 

use slick hardware, fast, functional 
apps and they demand the same 
level of sophistication from anyone 
that they do business with. Rather 
than worry about bells and whistles, 
the most effective businesses are 
looking at how they can give their 
customers what they want while 
asking them to make as little effort 
as possible to receive it. 

Among “Traditionalists”, improved 
internal communications is the 
benefit most often derived from 
adopting new technologies (39%), 
but this is a benefit that can be 
enjoyed by any type of company. 
Take the fashion retailer AllSaints, 
for example. Under the guidance 
of CEO William Kim, who used to 
run the digital arm of Burberry, 
AllSaints has teamed up with 
Google to introduce Google Apps 
and Nexus tablets to its operation. 
One of the major benefits is that 
store managers across the brand’s 
100 shops and concessions are 
able to communicate instantly and 
in real time with one another – or 
to other employees all the way 
up to the CEO – using Google 
Hangouts. As Jen Rubio, AllSaints’ 
Global Head of Innovation says, 
“The greatest innovations are 
often the quiet ones, the ones that 
change the way we communicate 
and bring us together.” It’s yet 
another example of the positive 
consequences that come from 
encouraging and allowing people to 
work how they live.

In terms of digital technology, email 
and smartphones are judged, by a 
distance, to be the innovations that 
have had the greatest effect on the 
way we work on the last decade; 
respectively, 45% and 44% of 
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Having a handle on new 
technology is absolutely vital... 
we need to be right at the 
cutting edge Nick Hussey

CEO 
SayOne Media
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respondents ranked them in the top 
three (Figure 9). Social media was the 
next most important, being ranked in 
the top three by 26% of respondents.

Looking to the future, however, 
people seem to be more open-
minded (Figure 10). A question 
prompting respondents to predict 
the technologies that would have 
the greatest impact on the way we 
work over the next five years gave a 
fairly even spread of results. Cloud 
computing (40%), tablets (39%), 
smartphones (31%), social media 
(25%), mobile apps (25%) and web 
collaboration tools (23%) were the 
most popular, but the less popular 
choices on the list, such as wearables 
(17%), weren’t too far behind. 

Despite their different 
requirements, and the fact that 
the biggest businesses often 
have access to their own servers 
and data storage facilities, both 
large and small companies are 
particularly enthusiastic about 
cloud computing (47% and 46%, 
respectively). However, the largest 
companies (with more than 6,000 
employees) are significantly more 
interested in the rise of “bring your 
own device” (BYOD) and tablets, 
with 15% and 43%, respectively, 
ranking them among the three 
most important technologies for 
the next five years. This compared 
to 6% and 37%, respectively, of 
respondents at the smallest firms 
(with up to 250 employees).

Over the last few years BYOD 
has become increasingly prevalent, 
especially among young employees 
who use high-end consumer 
technology away from work. When 
it comes to their professional lives 
they see the benefits of using the 
best equipment to perform the task 
at hand and don’t as readily make 
a distinction between behaviours, 

techniques and activities that 
are ‘work’ and those that aren’t. 
Changing attitudes also mean that 
more and more people accept 
the idea that it makes sense to 
operate as nodes in a collaborative 
network that works in real time. 
Just compare the success of the 
open, collaborative Wikipedia with 
the failure of Nupedia – a closed, 
hierarchical precursor which was 
founded by the same person, Jimmy 
Wales. Wikipedia published 18,000 
articles in its first year and is the 
resource that we all use today; 
Nupedia, with its well-intentioned 
but drawn-out sign-off process, 
published 21 articles in its first year 
and closed down in 2003, two years 
after it was launched.

Indeed, the freedom to 
experiment and iterate with 
technology and culture can be 
extremely powerful, according to 
Nick Hussey, CEO of SayOne Media. 
“The vast majority of people will 
have amazing ideas, fantastic energy 
and they can do so much more 
when given the freedom to do so 
than in a structured environment 
where it’s much more autocratic,” 
says Nick. “So we try very hard to 
make sure that we allow our people 
to be as innovative as they can, to 
work as flexibly as is possible and 
to really just allow them to get out 
there, talk to people and try things. 
And if things don’t work then, hey 
ho, we’ll have another go later on. 
That’s our ethos, and it’s worked 
really, really well.”
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FIGURE 12

From a business performance perspective, what do you 
feel are the biggest drivers behind digital transformation?
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In the coming 5 years, which of the following technologies 
do you believe will have the greatest impact on the way 
in which we work?
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A clear majority – some 
62% of respondents 
agree that ‘work is 
shifting more and more 
towards an experience 
rather than a place
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Attracting and retaining talent are 
ranked as the two main threats to 
UK businesses in terms of people 
management, with a disengaged 
workforce being cited as the third 
biggest issue (Figure 13).

Research carried out by 
the government taskforce 
Engage4Success and the University 
of Bath found that each year, £26 
billion is lost to the UK economy 
as a result of a lack of engagement 
among employees. On top of that, 
the UK lags behind many other 
global economies when judged by 
this criterion, so it makes sense 
that “not attracting enough talent 
in a competitive market” and 
“inability to retain the best talent in a 

competitive market” were the highest 
ranked concerns related to people 
management. “A dated management 
structure and behaviour” scored 
almost as highly and was considered 
the fourth most serious threat. 

It’s possible that, to an extent, 
concerns about a disengaged 
workforce (and, by extension, some 
of the resulting consequences) 
stem from the prevalence of 
transformative digital technology. 
The rise of the ‘always on’ culture 
has been well documented as 
phones flashing with emails and 
messages rarely seem to be far 
from our side. But, looking to 
the future, there is scope to use 
some of the same technology to 

redress the balance, and foster 
a way of doing things that solves 
such problems, rather than 
exacerbating them.

It’s not unusual to wake up 
and get on a hangout or video 
call with an office in Asia before 
breakfast, reply to emails on the 
way into work and, before the day 
is over, check in with an office in 
the States. But the fact that work 
can encroach on areas of our lives 
that it didn’t previously shouldn’t 
be viewed as a curse. It can even 
promote freedom and, if anything, 
means that we should have 
more time away from the office 
and the ability to pop out in the 
afternoon to see our children in 

FUTURE OF WORK

FIGURE 13

From a people management perspective, what do you feel are the biggest threats facing UK businesses?
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CULTURE
Cultural changes are forcing companies to think and 
act differently – and managing them is essential to 
business success
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Greater accountability

FIGURE 14

“Work is shifting more and more towards an experience rather than 
a place”

FIGURE 15

What are the keys to increasing the productivity of staff in the 21st 
Century organisation?
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their school play, look round a new 
flat, or whatever might need to be 
done that day. That sort of work 
culture must be more likely to 
result in happier, more productive 
employees. So, everyone stands to 
benefit – but only if we strike the 
right balance.

A clear majority – some 62% of 
respondents – agree that “work is 
shifting more and more towards 
an experience rather than a place 
(Figure 14).” Only 12% disagreed 
with that statement. The responses 
to this question are consistent with 
the view that digital technology 
has reduced the emphasis on 
employees all working in an 
office in the same place at the 
same time. For some businesses, 
particularly small startups, the 
main motivation is likely to be cost. 
The appeal of saving money on 
rent, administration and fit-outs 
is obvious. But being able to 
communicate and collaborate with 
colleagues and counterparts from 
anywhere has never been easier. 
In some professions, and for some 
jobs, this is more difficult. But for 
developers, creatives and people 
who do a good chunk of their work 
just by using a device connected 
to the internet, it can make perfect 
sense to ‘consciously de-couple’ 
from the office. 

It can also boost productivity. As 
Chris Ward writes in his bestselling 
book, Out of Office, President 
Obama’s first inauguration speech, 
the board game Cranium, children’s 
entertainment phenomenon Moshi 
Monsters and the Harry Potter 
novels were all conceived in coffee 
shops. “You can work anywhere,” 

Managers are having to learn a new way of 
management which is about the productivity 
of the individual rather than the presence of 
the individual in the office

says Chris. “Most people who 
work out of the office work in a 
coffee shop for some of that time 
– whether it’s a couple of hours 
or their whole working week. And 
most people are involved with 
selling something somewhere 
along the line. Sitting in the same 
room as a lot of people trying 
to achieve the same goal isn’t 
necessarily inspiring, but in a coffee 
shop, you’re surrounded by your 
customers. If you’re surrounded 
by the people who you want to 
communicate with or who you think 
might buy what you’re creating, 
that can help you arrive at the right 
answer much faster.”

The truth behind these 
observations might well have 
something to do with “use of 
technology” and “flexible working”, 
both being ranked as two of the 
top four keys to increasing the 
productivity of staff in the 21st 
Century organisation (Figure 
15). Interestingly, “Improved 
leadership” was ranked as 
the most important factor in 
increasing productivity. Again, this 
is something that chimes with 
Chris Ward’s view of changing 
work culture.

“Managers are having to learn 
a new way of management which 
is about the productivity of the 
individual rather than the presence 
of the individual in the office,” says 
Chris. “Monitoring the presence 
of the individual has always been 
a bad way of managing people 
because you see the staff who 
arrive late or leave early, but you’ve 
got no idea what they’ve done 
during the day. So it involves a bit 
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3%9%
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Software and 
tools not currently 
utilised to their  
full extent
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more input from the manager to 
plan with the employee or team 
member what they need to achieve, 
how and in what timeframe. That 
can be done anywhere and it’s a 
much more productive way for 
employees and managers to work. 
It’s just different to what we’ve 
grown up with.”

Overall, respondents voted 
“difficulty of changing working 
styles/habits over time” and a lack 
of incentives for employees as the 
biggest obstacles to preventing a 
more collaborative work culture 
(Figure 16). But dive into the data 
more deeply, and some interesting 
trends begin to emerge. Among 
Traditionalists, a lack of leadership 
was by far the most commonly 
mentioned difficulty, with 82% 
ranking it first. This compares with a 
score of just 18% among Pioneers. 
Pioneers are much more likely to 
identify “geographical separation 
between teams and individuals” 

(24%), “lack of knowledge of how 
to collaborate better” (32%) and 
“software and tools not currently 
used to their full extent” (38%). 
Respectively, these were ranked as 
one of the top two obstacles by only 
6%, 12% and 0% of Traditionalists. 
This suggests that while Pioneer 
companies are much more likely 
to have made a commitment to 
working collaboratively, they are 
yet to find the perfect way to do it. 
Altering and honing their processes 
and practices is still very much a 
work in progress.

But the good news is that 
whatever difficulties a business 
faces in this respect, there is 
reason to believe that they are 
surmountable; according to author 
and technology theorist Tom 
Chatfield, it may just require a bit of 
inspiration from the success of the 
gaming industry.

“If we observe how [computer 
games] work and why people love 

FIGURE 16

What are your biggest challenges in creating a more collaborative work culture?

If we can change 
the sensation of 
‘failed’ into ‘haven’t 
yet succeeded’ and 
if we can encourage 
iteration and 
repeated effort, we 
can change the way 
people approach 
learning and progress
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them so much, we can learn some 
very powerful things about learning 
and transformation,” says Tom. “One 
thing games do incredibly well is they 
reward effort rather than punishing 
failure, and there is this idea that 
someone should be progressing at 
their own rate. If we can change the 
sensation of ‘failed’ into ‘haven’t yet 
succeeded’ and if we can encourage 
iteration and repeated effort, we can 
change the way people approach 
learning and progress.”

At its heart, the basic concept is 
simply trial and error, but framing 
it in a context that makes the ‘trial’ 
part fun and removes much of the 
negative elements of ‘error’, must 
sound like an appealing, effective 
way of transforming work culture. 
Again, it’s another example of 
good, productive things coming 
from the intersection of changing 
technology, culture, business and 
the idea of encouraging people to 
work how they live.



So, what does the Future of Work look like? One answer 
is ‘different’ – some 62% of people think that work is 
shifting more towards an experience than a place. Another 
is ‘faster’ – the ability to respond rapidly (either to market 
opportunities or changing needs) ranked as the most 
important factor in both delivering profitability and driving 
digital transformation. Happily, we can also add ‘manageable’ 
to the list – 88% of respondents think they will either 
probably or definitely adapt in the required timeframe 
for their organisation. And that’s cause for optimism and 
excitement; with the right tools, the right people and the 
right culture, the future of work will be what you make it.
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