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Here at ENGINE, we work relentlessly to ensure that
everything we do helps our clients succeed
and grow.
Every aspect of our world is changing. We know it’s
not good enough to simply get on with the work we
do in the here and now. That’s why we’re constantly
thinking about what comes next.
To bring about change, we believe it’s essential
to cast a spotlight on workplaces and what goes
on within organisations. To authentically asses
your brand presence and rewrite your customer
experience, you must evaluate your own workplace
and ensure that
your employees are with you on the journey.
For that reason, I’m excited to share our latest
thinking on preparing your workplace for the future,
from across our regions of North America, Europe
and APAC.
I hope you enjoy reading this report.
Kasha Cacy,
Global CEO, ENGINE
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WELCOME

I’m excited to share the first piece from our
Winning Workplace series; the findings from
our latest global study of 1,500 leaders and
5,000 employees. The work we deliver at
ENGINE Transformation is focused on equipping
clients with the evidence, strategy, technology
and design they need to thrive in the future.
A key element of this is ensuring organisations
are transforming their employee experience to
create a truly winning workplace that will
enable them to succeed.
We’ve been on our own journey of change
recently, bringing together three established
companies into one new organisation.
As a leader I’ve seen first-hand the challenges
and energy it takes to not only shift your
strategy, but also your culture and ways of
working. I have been inspired and incredibly
proud of how many creative ideas the team
bring to the table to help us all transform –
way beyond anything I could have come up with.
The findings of this study reveal that we are
not alone, and that half the respondents we
spoke to have experienced organisational
change that has directly affected them within
the last 6 months. The pace of change and the
ability to adapt are the key threats to future
success amongst leaders. However, there
are some encouraging findings for leaders to
take heart from and reset their perspectives.
We found that employees on the front-line
are just as likely as leaders to believe in the
importance of making changes now to prepare
their workplace for the future. Also, rather
than expecting their leaders to be responsible
for preparing their organisation for the future,
employees believe there should be collective
accountability for change across all levels of
the organisation. Employees also feel optimistic

about the opportunities that technology and
automation can bring to their working lives.
Essentially, your employees are ready for things
to change in the workplace and they want to be
an active part of that change.
With this in mind, we identified some key
areas of opportunity for leaders to make their
workplaces future-ready through better
harnessing insights, input and innovations
from their employees. These include launching
a new strategy, creating a step-change in
the customer experience, embracing new
technologies and adopting more agile ways
of working. We also outline the opportunity to
take a more empowering and agile approach
to organisational change. After all, there is
substantial evidence that when employees are
involved in designing change, they are less likely
to resist it.
One of the most powerful elements of the
research was when we asked people about
their own personal aspirations for the
workplace and the way we work in the future.
They hoped that the future held opportunities
for a better quality of life; where automation
supports them to do more meaningful work
and where they are able to achieve a better
balance across work and life. This reminded
me that whilst as leaders we are all facing
demands to become faster, better, more
profitable, we cannot lose sight of the fact that
the wellbeing and engagement of employees
is of utmost importance. Without healthy and
empowered employees, workplaces simply
won’t have a future.
Happy reading,
Emma Robertson,
CEO of ENGINE Transformation
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A TIME OF UNPRECEDENTED
CHANGE

TO BE A WINNER IN THE FUTURE,
YOU MUST ACT NOW
It wasn’t so long ago that people didn’t see why
they should spend their hard-earned money on
a mobile phone. Everyone they spoke to called on
the landline and why text when you can email?
But look around today and you’ll be hard pressed
to find a person whose smartphone is more than
an arm’s length away. Why? Because people like
progress more than they dislike change.
Disruptive innovation is fundamentally changing
almost every market and sector. Advances in
technology are altering customer expectations,
new business models have accelerated

production processes and rising levels of
globalisation mean more competition.
A ‘wait and see’ mentality is no longer enough.
To be a winner in the future, you must act now.
And the workplace is no exception.
Things are changing. Fast. Ways of working,
colleague relationships and career aspirations
are evolving at a pace never experienced before.
One third (34%) of the people we spoke to had
experienced change that directly affected their
role within the last three months.

Top 3 threats perceived to be facing organisations in the future

#1
#2
#3
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According to leaders:

According to employees:

Pace of change

Pace of change

Inability to adapt/
innovate

Inability to adapt/
innovate

Changing customer
expectations

Sustainability/
environmental impact
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Percentage of employees who have experienced organisational change at work in the past 6 months:

GLOBAL AVERAGE

50%

UK

52%

GERMANY

SINGAPORE

US

FRANCE

HONG KONG

AUSTRALIA

55 %

39%

42%

45 %
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51%
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DON’T BLAME YOUR EMPLOYEES
Living in a post-recession world, organisational
change often carries with it connotations of
redundancies and uncertain times ahead. So you’d
be forgiven for assuming that when it comes to
creating changes that prepare organisations for the
future, employees may feel a sense of resistance.
Interestingly, we found that’s simply not the case.
Employees are just as likely as leaders to be thinking
about the future of work. In fact, 78% of employees
believe it’s important for workplaces to be preparing
for the future, alongside 84% of leaders. What’s
more, we found that most employees believe
preparing for the future is everyone’s responsibility,
whereas leaders tend to think of it as only the CEO’s.
So, we know that employees are willing to be
involved with future-proofing their organisations.
The problem is, they don’t get a say in how to do it.
With a third (36%) of frontline employees given no
opportunity to share feedback or ideas on their
employer’s strategy, it’s no surprise they feel 27%
less confident than leaders in their companies plans.
Leaders have an opportunity to better harness
employees’ sense of collective responsibility over the
future of their organisation, through doing more to
involve them in shaping the changes that are needed.

It’s important to be taking steps
now to prepare the workplace
and workforce for the future:

84%
78%

LEADERS SAY IT’S IMPORTANT

EMPLOYEES SAY IT’S IMPORTANT
Whose responsibility is it to prepare
organisations for the future?

LEADERS SAY
IT’S THE CEO’S
RESPONSIBILITY
EMPLOYEES SAY
IT’S EVERYONE’S
RESPONSIBILITY

6

A FUTURE THAT WORKS: WINNING WORKPLACES

THE FUTURE OF
WORK - ARE YOU READY?
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HOW READY IS YOUR
ORGANISATION FOR THE FUTURE?
We created the Future-Readiness Index to help
us understand how leaders and employees
rate their employers on being prepared for the
future. It’s made up of questions designed to
capture information about how organisations
are preparing for the future, who they are
involving in the process and how they are
communicating about it.
We asked all 6,500 people who took part in the
research to respond to the Future Readiness
Index. Their answers led us to some revealing
insights. For instance, only 43% of employees
consider their organisation to be future ready
compared with 63% of leaders.
Considering this, it’s no wonder that more
than half of employees are not confident in the
future success of their organisation.

•	Only 43% of employees said their
leaders regularly discuss how the
organisation is preparing for the
future with the wider team.
•	58% of employees don’t know what
role they play in enabling their
organisation to become ready for the
future.
•	55% of employees don’t feel confident
in the future success of their
organisation.
The results clearly indicate a breakdown in
communication between people at the top of
organisations and those below them. But they
also reveal a big opportunity.

Future Readiness Index by Sector

GLOBAL AVERAGE
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Employees
43%
66%

Finance and Insurance

50%
73%

Energy and Utilities

50%
67%

Manufacturing

46%
73%

Retail

44%
59%

Central Government

44%
53%

Professional Services

44%
62%

Transport and Logistics

43%
67%

Hospitality and Leisure

38%
58%

Local Government

37%
77%
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Leaders

When employees are confident that their
organisation is preparing for the future, not
only are they willing to embrace change, they’re
more likely to feel engaged. And it has an impact
elsewhere too. Both leaders and employees
who think of their organisations as futureready, also reported that their company was
exceeding its financial targets. So, being future
ready isn’t just good for your people.
It’s good for business too.

1
2

Using the Future Readiness Index, we identified
four areas where those who are rated as
ready for the future were doing well, compared
with those who were seen as being less
prepared. The rest of this report will take you
through each item on the list and offer some
suggestions to help you get started.

HOW TO MAKE YOUR NEW STRATEGY STICK
Launching a new strategy creates a huge opportunity to increase employee
engagement. Yet leaders often take a top-down approach to implementation that fails
to connect with employees.

HOW TO BECOME TRULY CUSTOMER-CENTRIC
As many as 76% of leaders claim that they put customers at the heart of everything
they do. However, we know that creating a customer-centric culture is key to ensure
this happens in reality.

HOW TO INTRODUCE NEW TECHNOLOGY AND WAYS OF WORKING

3

Contrary to what you might see in the media, our research shows that employees are
generally positive about the potential impact of technology. But, as ever, the key to
successful change is how it’s implemented.

HOW TO MAKE CHANGE SOMETHING POSITIVE

4

During periods of change, it’s easy to let communication slip. Our research highlighted
the importance of prioritising communication and getting employees involved from
the start.
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1. HOW TO MAKE
YOUR NEW STRATEGY STICK
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‘Increasing disruption and competition’, and ‘changing
customer expectations’ were ranked in Leaders’ top
threats when it comes to the future success of their
organisations. So it’s unsurprising that half of the leaders
we spoke to have launched a new business strategy and
vision for the future within the last 6 months alone.

the new strategy quickly and start implementing the
changes required to achieve that strategy. However,
we all know the infamous statistic that 70% of change
initiatives fail. In many cases, a new business strategy
signals the requirement for new organisational structures,
new capabilities, and new ways of working. This can be
incredibly challenging to achieve without also considering
your culture, and the fact that you’re asking employees to
change their behaviour and often their mindset.

New strategy; new start, right? Having invested a lot
of time and effort in developing and launching a new
strategy, leaders typically expect their teams to adopt

Percentage of organisations that have launched a new business strategy within the last 6 months:

GERMANY

UK

US

39%

49%

66%

FRANCE

42%

HONG KONG

45%

SINGAPORE

49%

GLOBAL AVERAGE

AUSTRALIA

51%

45%

So how can leaders enable the authentic and sustained
change that’s needed to achieve a new strategy? Dr John
Kotter was quoted as saying the one reason why change
efforts fail is because executives simply don’t get enough
buy-in, from enough people, for their initiatives and ideas 1 .
This is mirrored in our own research. We found that only
one third (34%) of front-line employees said they’d had the
opportunity to provide feedback or ideas on the strategy
of their organisation. Not only are leaders missing an
opportunity to draw on the valuable knowledge and ideas
of their front-line teams, they are also risking a greater
level of resistance to change through not involving
employees at an early stage.
They are instead continuing to develop strategy in isolation
and only sharing it with employees when it is formalised
and not up for discussion. Continuing to take a top-down
approach to developing and implementing strategy means
eroding the confidence and buy-in throughout the layers

of the organisation. It’s no wonder then, that employees
need time to adopt the new strategy and all associated
implications. In an environment where ‘increasing
disruption and competition’ and ‘changing customer
expectations’ were voted the top threats to future success,
it’s no surprise that over half (51%) of leaders we spoke to
had recently launched a new strategy for the future.
The Ritz-Carlton Leadership Center advocate seven
principles for connecting your employees with your new
strategy and the changes required2 . They advocate taking
the time to gain employee buy-in even prior to launching
a new initiative. However, our research suggests that in
many cases changes are still cascaded and communicated
from the top, leading to low levels of confidence and buy-in
on the front-line. Most leaders only share their plans once
the strategy has been finalised, leaving employees feeling
uninspired and disaffected.

“I feel confident that our strategy will help us to succeed in the future”

LEADERS

69%

MANAGERS

48%

1.	‘INTERVIEW: Dr. John Kotter on Creating Organizational Change’, Kotter
International (2011)
2. ‘Seven ways to engage employees in change management’, Ritz Carlton
Leadership Center (2015)

EMPLOYEES

38%
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BE BRAVE. WHAT DO YOUR
EMPLOYEES REALLY THINK?
Nirup Chawhan, Principal Consultant at ENGINE Transformation tells us how to
ensure our strategies get adopted widely and quickly. He shares his recent work with
ScottishPower who introduced an active sounding-board of employees to mobilise the
new business strategy.
“Your employees have a vast amount of valuable
knowledge and informed ideas about your
company. Their perspective is therefore
essential in developing a direction that’s
relevant and achievable.” Nirup outlines,
“Creating a coalition of employees who are
involved in shaping and also communicating
business initiatives is a quickfire way of testing
new ideas and building a business culture
that is premised on collaboration, trust and
openness. It also helps to bridge the gap
between management and front-line teams”.

•	Provide insight: Encouraging open
conversation and dialogue between frontline teams and management, sharing deep
knowledge into the reasons behind change.
•	Be a sounding board: Both providing
input into shaping communications,
facilitating ideas and challenging ideas,
being a key link in communications across
all levels of the organisation.
•	Act as positive advocates: Representing
the values of the business and inspiring
people to connect with the new purpose and
direction.

ScottishPower started 2019 by positioning
itself as the first integrated energy company in
the UK to generate 100% green electricity.
“Next, the network self-assessed whether they
This clear purpose differentiates
would need to up-skill in order to meet their
ScottishPower in the market with a focus
objectives,” says Nirup. “Together, we identified
on wind energy, smart grids and driving the
a number of areas for development and have
change to a cleaner, electric future –
facilitated training sessions to ensure that
delivering a better future, quicker for everyone. the employee network is fully equipped to help
Scottish Power execute their new strategy.”
With a number of active employee networks
already in place, the ScottishPower leadership
Creating an active employee-sounding
team wanted to create a group of Employee
board helps to keep your strategy alive,
Ambassadors to help mobilise this new
through continuously designing, trialling
business direction. Volunteers from across
and championing the way the strategy is
existing networks put themselves forward to
implemented day-to-day, amidst changes that
help shape the purpose and direction for the
happen within and beyond the organisation.
Ambassador Group, and through co-creation
we facilitated the shaping of the group’s
purpose, values, and objectives. The key
focus areas for the Ambassador Group are;

12
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STAY COMMITTED TO YOUR VISION
Andy Freeman, Marketing Lead at Santander UK, gives us a window to peer through at
the journey his team have been on to become truly fit for the future, through a focus on
delivering marketing that matters.

“Be clear with your ambition from the outset and don’t waver from it.
It’s your north star. The journey to it won’t be linear, but if you stay
true to your ambition and make it clear to your teams, they will
respect the decisions and changes along the way. Even when
decisions are difficult, people will understand why they’re
necessary to achieve your overall ambition.”
It all started when Santander UK’s Chief
Executive asked the CMO: ‘What would make
our marketing team the best – both at that
moment and in the future?’ It wasn’t an easy
question to answer.
Using the latest research and trends in
technology, digital strategy and consumer
behaviours, ENGINE Transformation worked
with Santander on a comprehensive study.
It found that marketing was being rapidly
disrupted and that the pace of change would
continue. Next, Santander defined its vision:
for its marketing team to be the best by being
more agile, more collaborative, more efficient
and ultimately, better at meeting its customer’s
needs. That was the ambition – the bar the
Santander team set themselves.

talked about a lot, and not just internally.
He was clear about where we were heading,
making sure the team knew this wasn’t just
the latest thing to talk about. It’s a long-term
commitment.”
•	Deliver meaningful wins, quickly:
“Deliver quick wins early to build support
and supercharge momentum. It’s
particularly helpful if those wins are things
the team identified as a priority – it shows
them you’re listening. Change should mean
tangible improvements – things that make
their lives easier or allow them to develop.”
•	Don’t compromise on your ambition,
even when the going gets tough:
“Change isn’t easy. Whilst it can be
empowering and exciting, genuinely
changing the hearts, minds and habits of
your people – at all levels – comes with its
ups and downs. Be brave. Remember why
you committed to your vision, celebrate
the successes and keep going.”

Together, we developed a rounded
transformation plan for the marketing
function. Investing in a digital training plan to
build confidence, focusing on team culture and
investing in new technology which has changed
how the team works. A critical component of
The team are continuing their transformation
delivering the plan was to enable colleagues to
journey. Being transparent about the vision
champion the change, which resulted in greater
and committed to it from the start has given
engagement and buy-in across the team.
everyone a clear focus.
Here’s what Andy believes have been the key
things that have helped to drive the team
“We know where we’re heading, we can see
forward:
how far we’ve come and we’re committed to
continually improving and showing the business
•	Keep a regular drumbeat with senior
the results. Because at the end of the day, we all
sponsorship: “Our CMO was incredibly
want to deliver marketing that matters.”
committed to delivering our ambition. It was
A FUTURE THAT WORKS: WINNING WORKPLACES
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2. HOW TO BECOME TRULY
CUSTOMER-CENTRIC
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Customer-centricity is certainly not a
new concept, and for over a decade many
organisations have been striving to be more
customer-centric. As many as three quarters
(76%) of the leaders we spoke to claim they
put the customer at the heart of their business.
However, a recent consumer study by PWC
outlined that 54% of U.S. consumers agreed
that the customer experience provided by
most organisations needs improvement1.
So, how many organisations are really
cracking customer-centricity?
Our research identified two areas of
opportunity; empowering employees to
become champions of the customer experience,
and democratising customer data and insights.
To truly meet the rapidly changing needs of
customers, organisations need to not only
focus their product and marketing strategies
around the customer; they must also embody
a customer-centric culture. At the heart
of customer-centric culture is involving
employees, throughout the entire organisation,
in shaping the customer experience.
According to our research, less than half of
employees are involved in providing ideas
and suggestions for improving the customer

experience. In fact, only 52% of customerfacing employees said they were involved in
shaping the customer experience.
When we asked leaders to share their key
challenges in becoming more customer-centric,
‘a lack of relevant customer data’ was rated as
the top challenge. Advances in technology
means that there’s far more complex
customer data available, yet it seems that few
organisations are able to make sense of it.
If leaders feel they lack the relevant insights
into their customers to make decisions, then
it’s unlikely that employees who are on the
front-line are empowered to utilise customer
data in how they deliver the customer
experience.
For some time now, the value of the customer
experience has been quantified to show
the impact it has on organisations2. This is
something we see in the work we do with our
own clients. To create the right conditions for
optimising the customer experience, leaders
need to create a culture that enables
a stronger connection between employees and
their customers, and where valuable customer
data is shared throughout the organisation.

The customer-centric culture paradox:

71%

49%

OF LEADERS SAY THEY HAVE IDENTIFIED THE CUSTOMER
EXPERIENCE THEY NEED TO DELIVER IN THE FUTURE

OF EMPLOYEES SAY THAT WHERE THEY WORK, EMPLOYEES ARE
INVOLVED IN HOW TO IMPROVE THE CUSTOMER EXPERIENCE

Leaders’ top barriers to becoming more customer-centric:

#1

Lack of relevant
customer data

#2

Organisational change

1. ‘Experience is everything: Here’s how to get it right’, PWC (2018)
2. ‘The value of the customer experience, quantified’, Peter Kriss, Harvard
Business Review, (2014)

#3

Lack of sufficient
employee training
to deliver desired
customer experience
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MAKE YOUR EMPLOYEES
YOUR CHAMPIONS
It’s easy to think of many ways technology has improved our everyday lives.
But, according to Kalina Janevska, Director of Research & Insights at ENGINE
Transformation, brands should look beyond technology and not forget the
importance of human touch.
We all know that customers now expect speedy,
real time updates and proactive communication.
Rapid advancements in technology have
helped to embed convenience and ease in
everyday experiences. “Convenience is getting
increasingly commoditised” says Kalina,
“which in turn means convenience and speed
are less of a differentiator and will continue
to move from positive surprise to simply the
minimum standard”. Evidence suggests that the
next generation of consumers value meaningful
and mindful choices over convenient quick
fixes. This means that regardless of technology,
only organisations that truly understand the
emotional needs of consumers will be able
to evolve and remain relevant in the future.
“Monzo is a great example of a customer-centric
brand. It has grown rapidly not because it
made banking easier and more convenient, but
because it did it in a way that as a consumer
makes you feel trusting and cared for”.

“Customer Service shouldn’t
be a department, it should be the
entire company”
Tony Hsieh, CEO of Zappos
With this in mind, organisations need to
encourage and equip employees (front and back
office) with empathy and emotional intelligence
that will help them identify and meet consumer
needs. This doesn’t just mean you need to tell
or train you employees in what your customers
need. To embody customer-centric culture,
encourage your employees to document and
share customer needs themselves, through

16
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their own interactions and feed it back into
the organisation. “If employees are an active
part of building a deeper understanding
of customers, their interactions (direct or
indirect) with customers are likely to be
more authentic and personal” says Kalina.
Here are Kalina’s top three tactics for
building greater customer empathy
amongst employees:
•	Walk in your customer’s shoes.
Literally: Well, almost literally.
Customer safaris and role swaps have
proven invaluable at helping employees
empathise with consumers’ emotional needs.
•	Go beyond the surface: Encourage
employees to think beyond what customers
say to what they see, think, feel and do.
Paying attention to details like tone of
voice and choice of words will give you
subtle clues about the best way to build
trust and engagement.
•	
Practice language that acknowledges
emotions: Visible customer stories help
develop a language where talking about
emotional needs such as confidence, trust,
fear and happiness are seen as natural in
the office. With big customer data more
widely available the language that humanises
the metrics is even more important.
The priority for the future? “Employees that
truly understand human needs and emotions.
Technical knowledge and expertise turn into
innovation and competitive advantage only
when they meet consumers’ emotional needs.”
according to Kalina.

WALKING IN THE CUSTOMER’S SHOES
TO BUILD A CUSTOMER-CENTRED
STRATEGY FOR GROWTH

For a world-leading telco and entertainment group looking to extend their footprint in the
physical retail space, ENGINE Transformation organised a day of highly immersive activities
for managers to build first-hand experience of the customer and broader market. Amongst
the activities was a retail safari where managers had the opportunity to walk around a shopping
centre and live the customer experience, seeing different retail models in action and observing
how customers actually interacted in store. The aim was to pivot away from traditional ways
of developing retail strategy (largely based on product) to one where customer needs and
experience were centre-stage.
Through a more customer-centric approach, the team were able to explore a range of territories
to accelerate retail strategy, including what drives customers to come into store, how store
format can enhance and differentiate the customer experience and how technology can create
seamless online and instore journeys.
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17

DEMOCRATISE YOUR DATA
Will Lowe, Chief Data Officer at ENGINE UK, tells us why more customer data doesn’t
necessarily equal better customer insights, and explains how a nifty platform ENGINE
created, helped a leading food retailer achieve their lofty ambitions.
Advances in technology have allowed
organisations to capture higher volumes of
customer data than ever before. The thing
is, only a select few people (normally in the
Marketing, CX or Analytics teams) ever
get to see this data. If all employees are to
adopt customer-centric behaviours, then all
employees should have access to the insights
data provides.

“Organisations have the ability to
be customer-centric by placing
the customer at the heart of their
business, by making the customer
data available to everyone to
support decision making”
To close the loop and become truly customercentric, this data must be placed in the hands
of front-line teams to enable them to deliver a
leading customer experience.
“The truth is that whilst it feels like everyone is
talking about big data, AI and Machine Learning,
few organisations are doing it or doing it well”
according to Will Lowe, Chief Data Officer,
“It can be hard to bring together customer
data that sits in different systems and across
teams, but the key is to build the case for
uniting it, which also unites teams in the
joint task and the outcomes.”
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Here are Will’s top three opportunities for
using data from part of the organisation to
benefit another;
•	
Connecting EX and CX: Using analytics
to quantify the relationship between your
employee experience and your customer
experience provides tangible insights into
how improving EX can increase business
performance.
•	
Socialising customer insights: Whilst
big data and analytics are complex in
themselves, always look for findings that
are simple and meaningful that resonate
around a business and stay front of mind
for employees, to drive the right behaviours.
• R
 eal-time predictive analytics:
A robust data platform ensures Machine
Learning is possible so that leaders can
take advantage of implementing activity
they know will deliver positive outcomes
for their employees and customers.

CONNECTING DATA FROM ACROSS
THE ORGANISATION TO IMPROVE
CUSTOMER SATISFACTION

A leading UK food retailer with an ambitious strategy for growth knew that they lacked
the relevant understanding of their customers to truly inform decisions on how to grow
customer lifetime value. Data was managed in multiple platforms, which made it impossible
to align and analyse.
ENGINE Transformation embarked on a programme to make the retailer customer-centric,
starting with the creation of a Single Customer View database, to provide a granular
understanding of individual behaviour and customer value.
We then integrated customer satisfaction data to create a predictive model to score
customer experience and highlight dissatisfied customers, allowing the brand to apologise
close to the point of dissatisfaction. Moving forwards operational data from the stores
and employee data and employee engagement is being added to the model to show the
link between satisfied employees and satisfied customers.
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3. HOW TO INTRODUCE NEW
TECHNOLOGY AND WAYS OF
WORKING
20
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What comes to mind when you think about the workplace in 10
year’s time? We asked this exact question within our study.
Perhaps unsurprisingly, the findings reveal that technology and
artificial intelligence are front of mind. This is likely influenced
by regular media coverage on the impact technology will have
on our working lives. A highly influential paper by Carl Frey and
Michael Osborne at Oxford University1 claimed that 47% of
jobs in the US were at risk of being fully automated. However,
subsequent research has produced more moderate projections.

of introducing new technology in the workplace,
however only 35% said employees were involved in
how new technologies are implemented. As more
advanced technology with much bigger implications
is introduced, organisations need to carefully
consider how they integrate technologies into their
workplace. Cathy Bessant, Chief Technology Officer
at Bank of America recently said at Davos “The effect
of AI on jobs is totally, absolutely within our control.
It isn’t what we let AI do to the workforce, it’s how we
control its use to the good of the workforce.”3

“I hope everyone can acknowledge
the importance of technology. I hope they can
learn to keep up with technology and changing
policies, instead of obstructing the change.”
Singapore, employee.
“AI will replace a lot of onerous work.
People should take advantage of
innovative technology to create a better future.”
Our research found that employees are in fact optimistic about
the opportunity that automation and AI could bring to not only
their working lives, but also how it could benefit their general
quality of life. Only 15% of employees felt that automation and
AI would change the way they work for the worse, and only 8%
of employees felt that automation and AI could replace people
altogether. This aligns very much with national studies in the UK,
with the British Social Attitudes 2017 survey showing that 7% of
respondents felt “it is likely that many of the jobs currently done
by humans will be done by machines or computer programmes in
10 year’s time’2.
There’s no denying that technology is playing a greater role in
our lives, and that in the future it will lead to the redesign of jobs,
organisations and industries. However, as with any change, how
new technology is introduced in the workplace will be critical.
We found that 62% of employees understood the benefits

1.	‘The future of employment: How susceptible are jobs to computerisation’, Carl Frey and Michael Osborne, University of Oxford (2013)
2	‘British Social Attitudes: The 35th Report’, Phillips, Curtice, Phillips
and Perry, The National Centre for Social Research (2018)
3. ‘AI and the Future of Work’, WIRED Brand Lab

Hong Kong, employee.
“Future work still has the human touch. But
automation should free up the more tedious
aspects of work.”
Singapore, employee.
“Create a technology-empowered workforce
where automation frees employees from
the mundane and enables them to be
more creative and effective at their job.”
Australia, employee.
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EMPLOYEES WILL USE THE TECH,
IF THEY CAN CHOOSE THE TECH
From improving productivity to making jobs more meaningful, Jonathan Payne,
Professor and Director at De Montford University believes there’s plenty of scope
for AI and automation to improve the quality of people’s lives. But only when
introduced in the right way.
According to Jonathan, consultation,
involvement and voice are the key ingredients
for successfully introducing new technology
into the workplace. “In many cases, the first
time that employees see a new technology is
when they’re expected to start using it,” says
Jonathan. “Research shows that the same
technologies can have different outcomes in
different cases. Better outcomes are more
likely when employees can influence how
technology is introduced.”
Here are Jonathan’s essential principles to
consider when introducing new technology
to the workplace:
•	Consultation needs to be real and
authentic:
Involving employees as a tick-box exercise
won’t work. You must ensure you are
genuinely giving them a say in how the
technology is integrated.
•	Representative voice: Employee networks
can provide insights into potential stumbling
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blocks, as well as opportunities, which are
unlikely to be spotted by technology teams.
•	Take a holistic view: If you’re introducing
technology that will impact job design
and working hours, ensure that you’ve
considered the whole picture. This includes
training, skills, pay and the overall impact
on staff.
Creating a harmonious relationship between
employees and automation/robotics takes
careful implementation from the outset.
“In a recent study into the introduction of
autonomous vehicles used to transport food,
laundry and linen in hospitals, employee’s
responses varied widely,” says Jonathan.
“Where unions were involved and there were
no compulsory redundancies, the tech was
accepted well. But where consultation hadn’t
taken place and no such guarantees were
made, we heard about workers deliberately
standing in the way of vehicles just to
frustrate them!”

BE MORE AGILE (WITH A SMALL ‘A’)
Lawrence De’Ath, Programmes Director at ENGINE Transformation, explains
why agility is not just the preserve of the start-ups and how you can become
more agile, today.
Our research found that only 50% of frontline
employees feel they can easily adapt to change.
Even fewer (37%) agree that their workplace
considers failure an important part of
innovation. To become truly agile, organisations
must question their most basic ways of
working and create workplaces that
encourage, rather than hinder, change.
Today we’re under pressure to adapt to
changes before they’ve even happened.
Agile working is a response to this pressure.
It’s a faster, more efficient way of working.
But is it useful in practice?

The benefits of Agile can be outstanding.
But beyond the likes of Amazon, Netflix and
Spotify, how can other industries adopt agile
methods (with a small ‘a’) to improve innovation
and effectiveness?
“The origins of Agile were borne out of a need
to deal with the increasing complexity of
products, markets and customer needs.
I think this is something that every sector
is grappling with, beyond just the software
development world.” says Lawrence.
“We believe there are tools and techniques that
any organisation can use to become more agile,
and we’ve distilled these down to six habits of
agile (with a small ‘a’) working.”

“If you do what you’ve always done, you’ll get what you’ve always got”
Henry Ford
6 habits for better working, inspired by Agile:

COMMUNICATION

PRIORITISATION

CAPACITY

Communication must be honest,
regular, efficient and via suitable
channels. Be transparent with
decisions and progress, sharing with
everyone who should know.

Create clear priorities through
balancing consumer experience and
business need. Sometimes the right
priority might be to not do something.

Create the environment where the
team is able to work efficiently and
steadily to ensure what they deliver is
effective. Identify risks early, accept
and account for them.

CONSENSUS

COLLABORATION

OWNERSHIP

Build collective agreement on
the priorities you are working on.
Encourage candid challenges and
negotiation if needed., but remain
supportive of those in charge.

This is at the heart of Agile. Actively
break down silos across and
within teams. People with the right
knowledge and skills are involved in
shaping tasks which affect them.

Ensure there is clear and agreed
ownership of products and tasks.
Owners are supported to make
decisions and have suitable authority,
regardless of their seniority.
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4. HOW TO MAKE CHANGE
SOMETHING POSITIVE

24
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There’s no denying that change is the new
constant within the workplace, and that the
pace of change is increasing. Only 8% of
leaders and 13% of employees felt that the
pace of change was not increasing. At the time
of our study, 50% of leaders and employees
had been directly impacted by organisational
change within the last 6 months. Yet, despite
its prevalence, organisational change isn’t
happening easily. Only 17% of employees
recall having a positive experience of change
in the workplace. Even leaders themselves
are not immune to the challenges, with only
one third recalling their own positive
experience of change.

So, if change is the new norm, what can
organisations do to improve the employee
experience during change? We asked all
respondents to rate what they believed
was important to creating a more positive
experience of change. Both employees and
leaders rated ‘having a clear vision for change’
as most important, followed by ‘setting
clear goals and targets’ by employees and
‘communicating regularly through change’
by leaders. Next, we asked respondents to
rate how well their employer performed
against each of these areas. Their answers
revealed that the biggest gap between
importance and reality was in ‘involving
employees in designing the change’, and
‘communicating regularly on the progress
of change’.

The needs vs. reality gap in managing change: Employee’s perspective
Importance
Involve employees in
designing the change

75%
44%

Communicate regularly on
the progress of the change

76%
44%

Leaders role-model
the change

73%
46%

Recognise those who are
adopting the change

70%
43%

Have a clear vision for
the change

78%
52%

Set goals and targets for
the change

77%
51%

We outlined at the start of this report that
employees feel a sense of collective ownership
on how their organisation prepares for the
future. These findings highlight the reality
of employees’ experience, which begs the
question; how long can we sustain a continuous

Performance

and poor experience of organisational change?
We believe there’s opportunity to take a more
employee-centred approach to designing and
implementing change, which results in those
who are expected to deliver the change feeling
more empowered and engaged.
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UNDERSTAND YOUR AUDIENCES NEEDS
TO INFLUENCE ATTITUDES TO CHANGE
Meghan Walsh, Culture Change Consultant at ENGINE Transformation, shares her
experiences and learnings from working in internal communications during challenging
times of change.
“One of the biggest causes of change
programmes failing, is lack of trust between
those leading the change and those directly
affected by it,” explains Meghan Walsh, Culture
Change Consultant at ENGINE Transformation.
“Trust makes everything easier. If things don’t
go to plan, which they often don’t, you can be
honest about it without the whole programme
falling apart. However, if you’re operating under
an ‘us versus them’ culture, your employees will
feel disaffected and things become much more
difficult.”
Communication and listening are essential
to building trust. According to Meghan, if
leaders want to gain the long-lasting trust
of their employees, they need to prioritise
communication and listening throughout the
entire change process. “It’s critical that you

continuously check-in to ensure that your
employees genuinely understand how the
change will be of benefit,” says Meghan.
“You don’t want to get three months down the
line to find out your team is unclear about what’s
expected of them and don’t know what success
would look like.”
We’re used to the idea of adjusting
communication for different types of customers.
But what about different types of employees?
“When we work with organisations going through
change we tend to see three responses. These
can be broadly grouped into three types of
people,” explains Meghan. “Targeting the three
types with tailored comms will result in faster
and more widely adopted change.”

3 ways to target your communications during change

26

THE RESISTANT,
‘WHY CHANGE?’ TYPE

THE AMBIVALENT,
‘I GUESS I’LL CHANGE’ TYPE

THE HELL YEAH,
‘I LOVE CHANGE’ TYPE

This group don’t want their
world disrupted. They are
frightened of change and
will resist it.

These people don’t feel
strongly either way. This
means they could easily turn
into either a ‘Why change?’
or ‘I love change’.

A rare but valuable
group. They make great
ambassadors for the
change and can support
you by spreading positive
feeling.

Communicating
with this group

Communicating
with this group

Communicating
with this group

It’s all about taking the time
to listen to their concerns
and understand what
they’re worried about. To get
them on board you’ll have to
convince them hard on the
benefits. It might take some
time, and it’s important to
accept that you may never
get everyone on board.

This group will follow
a strong leader who’s
passionate about the
change. Make sure your
leaders are united in their
comms about the reasons
for the change.

Give these people as much
information as possible
to help them share the
message far
and wide. Involve them in
activities or events to do
with the change to make
them feel actively involved.
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INTRODUCING DESIGN THINKING:
A NEW APPROACH TO CHANGE
David Singer, Principal Service Designer at ENGINE Transformation, believes that
we may have been approaching change the wrong way. Here, he offers an alternative
approach and explains why design thinking could be the way forward.
Traditional approaches to change can fail to harness
the wealth of knowledge employees have about
their workplace. They tend to be centred around
assumptions like ‘successful change starts at the
top,’ ‘changes must be cascaded down the hierarchy’
and ‘accountability is built through monitoring
results.’
“The age of consultation is ending. Organisations are
waking up to the fact that a top down approach is not
the way to deliver sustainable change,” says David.
“Design thinking, which has long been used by the likes
of BMW, Microsoft and P&G, offers an alternative
approach. It can be used to facilitate a collaborative
platform for continuous change to create a more
adaptable organisation.”

“I would like leaders to be more
responsive to employees who have
a good knowledge of the field and
therefore a good knowledge of how
to improve services.”
France, Employee
“Employees being more involved
in the change. Employers
focusing on morale and ensuring
their employees are happy.”
Australia, Employee

At their best, design methods and
thinking encourage people to see
issues and possibilities in a fresh way.
They spark creativity and help us spot
connections that are often obscured
by the siloes of daily life.”

“More delegation of authority to the
lower level managers to take on the
role of change makers.”
Singapore, Employee

Geoff Mulgan, CEO of Nesta

“At the heart of design thinking, is a desire to
understand the people for whom the solution is
being designed. It’s a human-centred, iterative
and agile process of ongoing experimentation.
If we can apply the principles of design thinking to
the way we deliver change, we shift the positioning
of employees from passive implementation to being
at the centre of how changes are designed.” David
believes, “it is far more engaging and effective.”
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AN AGILE AND EMPLOYEE-CENTRED APPROACH TO MANAGING CONTINUOUS CHANGE
Based on his experiences and approaches in transforming
services and propositions through using design thinking,
David outlines an alternative and employee-centred
approach to how organisations can adapt to continuous
change. Shifting from highly hierarchical and structured
decision-making and ways of working, through to a more
agile and adaptable way of gradually improving and

1
Employees given protected
time to challenge, design
and test new ways of working.

iterating the way people work.
“The key to the success of this approach is creating the
conditions where employees are positioned as experts
in the work they do, and how it can be improved” outlines
David, “creating small and iterative adjustments to how
people work means change can happen faster, and without
the need for extensive resources.”

Day-to-day
operations

3
Employees deliver their 9-5 roles,
but practice, test, embed and
communicate successful experiments
into day-to-day operations

A
ADAPTING TO CONTINUOUS
DISRUPTION, CHANGE & INNOVATION

Hierarchical,
structured with
command-control
approach to
change

B

Agile, living
organisational
strategy and new
ways of working

2
Employees bring real
experiences and challenges as
the requirements for change

Platform of design-led
experimentation and
organisational change

Key ingredients:
– Design thinking
– Prototyping
– Positive risk taking
– More doing, less thinking
– Fail often, succeed sooner
– Culture of inclusion and
collaboration
– Flat hierarchy

HOW THE GUARDIAN ARE USING DESIGN THINKING AS AN APPROACH TO CULTURE CHANGE
In 2018, The Guardian underwent an ambitious rebrand
and used design thinking as the core approach to
creating the changes required. The underlying ambition
was to change the paper’s funding model and increase
subscribers and digital readership. In addition to using
design thinking in the visual rebrand, The Guardian also
adopted the approach internally across the organisation
to support a more collaborative and customer-centred
culture that was needed to align with the purpose and
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values.
The senior team at The Guardian advocate the impact
that design thinking can have on employee voice,
collaboration and productivity when used as a process
within the workplace. The practice of having diverse
teams working on collective problem-solving, through
drawing on a deep understanding of the internal/
external customer’s needs, helped to break down silos
and reduce duplication of effort.

THE FUTURE OF
WORK MUST BE
ABOUT PEOPLE
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MAKE THE FUTURE WORKPLACE
A HEALTHIER WORKPLACE
We know by now that there are lots of techniques that leaders
can use to help make sure their business successfully changes
for the future. But, leaders mustn’t forget to prioritise the
health and wellbeing of their employees. As part of our research,
we asked both leaders and employees to share their personal
aspirations for the future of work. The findings couldn’t have
been clearer – people want a better quality of life, which
they believe will come from employers taking a more holistic
approach to supporting them.
Over recent years there has been mounting evidence that we’re
working more hours than ever before. Technology has enabled
us to become constantly connected, no matter where we are.
A study conducted by The Centre for Creative Leadership in the
US, found that 60% of professionals are connected to work for
over 70 hours every week1. In our research, as many as 50% of
the people we spoke to said it was more difficult to balance work
and life today, than it was in the past.
Burnout has become such a serious issue that the World Health
Organisation (WHO) recently recognised it as a legitimate
medical problem2. And its implications are serious. Research by
the Harvard Business School claimed that employee burnout and
stress costs an estimated $125 – $190 billion in health spending
every year3.
This raises a lot of questions over the relationship between
work and mental health. With as many as 1 in 4 of us expected
to experience a mental health problem within the next year 4,
employers can no longer afford to ignore mental health
within the workplace. A recent WHO-led study estimates that
depression and anxiety disorders cost the global economy
$1 trillion each year in lost productivity5. In recent years
governments, NGOs and charities have made a concerted effort
to break down the stigma around mental health. Yet within the
workplace, many still don’t feel comfortable openly discussing
it. A recent CIPD study found that fewer than half of those with
poor mental health had talked to their manager about it6.

“I would like to see greater emphasis on the
importance of mental health.”
Australia, Employee
“More understanding of the importance of
home/life balance. It’s not nearly as simple
as it used to be. We need more flexibility.”
US, Leader
“In Hong Kong, overtime is seen as the norm. I
hope that employers in Hong Kong will start to
focus efforts on productivity rather than the
length of working hours.
Hong Kong, Employee
“There needs to be better training to allow
for inclusiveness of health problems – both
physical and mental.”
UK, Employee
“More flexible working as standard. As long as
you get your job done, it shouldn’t matter too
much when or where you do it.”
UK, Employee

What can employers do to help reverse the trend of increasing
levels of burnout, and better support employees’ mental health,
to create a healthier and more productive workforce in the
future?
‘Mental Health will become a bigger challenge for
organisations in the future’

68% 64%
LEADERS AGREE
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EMPLOYEES AGREE
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1.	Always On, Never Done? Don’t Blame the Smartphone, Jennifer
Deal, Center for Creative Leadership (2013)
2.	Burn-out an “occupational phenomenon”: International Classification of Diseases, World Health Organisation (2019)
3.	National Health Costs Could Decrease if Managers Reduce Work
Stress, Michael Blanding, Harvard Business School (2015)
4.	The world health report 2001 - Mental Health: New Understanding, New Hope, World Health Organisation (2001)
5.	Scaling-up treatment of depression and anxiety: a global return
on investment analysis, Dan Chisholm et al., Lancet Psychiatry
(2016)
6.	Employee Outlook: Focus on mental health in the workplace, CIPD
(2016)

‘I believe that if I experienced poor mental health, I would be supported at work’: Employee’s perspective

GLOBAL AVERAGE

47%

US

54%

UK

GERMANY

SINGAPORE

FRANCE

HONG KONG

AUSTRALIA

52%

37%

42%

35 %

A FUTURE THAT WORKS: WINNING WORKPLACES

44%

51%
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ADOPT A MORE FLEXIBLE OUTLOOK
Professor Clare Kelliher from Cranfield School of Management, shares insights from
her recent research into how the nature of the employer-employee relationship is
changing fundamentally.
In light of the changing nature of work and
employment, Clare argues that it’s time to
reconceptualise work-life balance. “Employees
are looking for ways to change how they work
in an effort to improve their work-life balance,”
she says.
Clare is keen to state that flexible working is
not a threat to productivity. “Research shows
that employers who meet their employee’s
wider needs get a lot more back from them,”
she explains. “For example, facilitating training
for employees who want to develop beyond

their current line of work sends a strong
message that they are valued. Perhaps
ironically, this can lead to greater loyalty and
a stronger, more productive relationship.”
Adopting flexible ways of working may require
a shift for employers, but the benefits far
outweigh the negatives. According to Clare,
“if they fail to change, employers could lose
out on key talent. Viewing their relationships
in a broader context will benefit employers,
managers and employees, alike.”

PUT MENTAL HEALTH FIRMLY ON THE AGENDA
Cat Hambleton-Gray, Head of HR Partners at Medivet and member of the Thriving at
Work Leadership Council, tells us why it’s time to speak more openly about mental
health and how to create an environment that supports your employee’s wellbeing.
In the UK, following the stark findings of the
Stevenson-Farmer Review ‘Thriving at Work’
in 2017, a Leadership Council was created with
the commitment to embed the key principles
underlying good mental health at work. Cat is
a member of the Leadership Council and shares
her experiences of how to raise awareness and
support for mental health in the workplace.
•	Be explicit about your commitment:
“To really encourage employees to become
more comfortable with talking about mental
health, you have to be incredibly explicit that
you’re committed to changing things. Visible
buy-in and role-modelling from the senior
team is critical and participating in existing
campaigns (e.g. Mind’s Time to Change) helps
to reinforce your ambition.”
•	Provide a forum to ignite the
conversation: “We brought all managers
together for an event where we encouraged
them to share their own stories about
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mental health. The momentum from there
was incredible, people came forward to
launch a wellbeing magazine so employees
shared their personal stories with the whole
organisation.”
•	Ensure your policies and practices
are up to scratch: “If you’re encouraging
openness to mental health, you have to
ensure your policies and guidance are
clearly articulated so managers understand
exactly how to support employees who
disclose mental health problems.”
“My experience is that you don’t need a huge
budget and resource to make a difference
when it comes to raising awareness and
understanding of mental health at work” Cat
outlines, “ultimately it’s about having the right
conversations, and people being aware of and
checking in with their colleagues.”

IN SUMMARY
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KEY TAKE-OUTS
I really hope you have enjoyed reading about our latest research and thinking into how to prepare
your workplace for the future. I’ve seen from the work we do with clients that almost every
organisation is grappling with organisational change and transformation and are acutely aware of
the toll this can take on the employee experience.
Based on the findings from this report, I believe there are three key implications for the future of
the employee experience:

1

EMPLOYEE VOICE IS MORE IMPORTANT THAN EVER

2

DON’T JUST MEASURE THE EMPLOYEE EXPERIENCE, CONNECT IT TO STRATEGIC PRIORITIES

3

ENABLE YOUR EMPLOYEES TO BE YOUR CHANGE CHAMPIONS

Our research highlighted that employees believe preparing for the future is a priority.
Yet few are involved in discussing and designing what that future could look like.
Listen to what your employees hope for, what their concerns are and what ideas they
have. Creating a representative committee of employees is a good way to do this.
There are also lots of digital tools that support greater employee collaboration and
feedback, such as online communities.

Once thought of as the missing part of the puzzle, the employee experience is now
easier to measure than ever before. However, the real value comes from connecting
employee data with strategic and commercial outcomes. Will Lowe’s perspective on
holistic and democratic data management should also be applied to employee data,
so that everyone can make decisions that will enhance the employee experience.

One of the most poignant findings in this report is that only 15% of employees have
had a positive experience of organisational change. Yet change is accelerating and is
undeniably the new workplace norm. We need to revise our approach to change, and
create the structure, conditions and culture to create a workplace where employees on
the ground are designers and champions of new, smarter and more effective ways of
working. That way we can create a future of work that everyone is happy to be a part of.

Thank you,
Seema Shah,
Director of Employee Experience
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Transformation

Prior to joining the team, Meghan worked in
several internal communications positions,
most recently at Comic Relief. Meghan is
focussed on how to build genuine engagement
with employees through communications,
specifically during times of organisational
change.

As part of the Strategy practice, Nirup helps
clients to design and manage change in a range
of contexts, helping organisations evolve and
deliver the next generation of products and
services through innovation, process and
culture change.

Kalina partners with clients to better
understand their market, consumers and
customers. Working with both UK and
international organisations, Kalina takes an
insight-driven approach to advising clients
on their go-to-market strategy, proposition
and product development and customer
experience strategy.

Will Lowe, Chief Data Officer,
ENGINE UK

Lawrence De’Ath, Associate
Director, Delivery, ENGINE
Transformation

David Singer, Principal Service
Designer, Service Design,
ENGINE Transformation

Lawrence leads the Programmes team and
he’s passionate about finding better ways
to do things. He started work in theatre
and television, continuing in manufacturing,
product design, software development
and consulting. He often finds the best
opportunities to improve workplaces by
learning from ways of working in other
sectors.

David applies design thinking at the service
experience level with users, customers
and employees. His background in design,
coupled with his former experiences as a
transformation lead in the health and social
care sector, helps clients build news services
that are scalable, sustainable and capable of
adapting to meet tomorrow’s challenges.

Will leads the Data and Analytics practise
within ENGINE UK and is part of the team
leading ENGINE’s new data-driven marketing
solution. Will is passionate about working
with clients to drive growth through realising
the full potential of their data and developing
a more data-centric culture.
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Andy Freeman, Marketing Lead,
Santander UK
Andy leads a team of marketers to deliver
effective and innovative marketing
communications and also leads a marketing
transformation programme, the objective of
which is to create a marketing function that
has the confidence and capability to deliver
marketing excellence in a digital age. Prior
to joining Santander, Andy was Global Digital
Lead for BP and Head of Digital and Brand
Communications for Thames Water.

Jonathan Payne, Professor of
Work, Employment and Skills at
Leicester Castle Business School,
De Montfort University in the UK
Jonathan Payne is Professor of Work,
Employment and Skills at Leicester Castle
Business School, De Montfort University in
the UK, where he is Director of the People,
Organisations and Work Institute (POWI).
His research interests encompass the
political economy of skill, job quality and
workplace innovation.

Clare Kelliher,
Professor of Work and
Organisation at Cranfield School
of Management,
Cranfield University
Clare Kelliher, BSc, MA, PhD is Professor of
Work and Organisation at Cranfield School
of Management, Cranfield University. Her
research centres on the organisation of
work and the management of the employment
relationship. She has a long-standing interest
in flexible working and has conducted a series
of research projects on the implementation
and outcomes of flexible working.

Cat Hambleton-Gray, Head of HR
Partners at Medivet, and member
of Thriving at Work Leadership
Council
Cat has over 20 years of experience in Human
Resources and has held many strategic
HR positions within the retail industry.
Cat is passionate about people and how
organisations can create engaging employee
experiences throughout the project lifecycle.
Cat is a qualified Coach and has developed a
keen interest in raising awareness of mental
health in the workplace.
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ABOUT ENGINE
TRANSFORMATION
ENGINE Transformation creates, accelerates, designs
and builds the future for its clients. We are a fullservice consultancy, combining capabilities in digital
strategy, service design, software development, data
and analytics, employee engagement and market
research. Our capabilities make us uniquely positioned
to help organisations with the full breadth of their
needs – starting with the ability to gather and analyse
data and research, then using these insights to formulate
strategies and put these into action. We combine depth
of expertise with breadth of experience, working across
both public and private sectors. Our focus is on delivering
tangible outcomes in partnership with our clients, built
on a philosophy of transparency, collaboration and agility.
Find out more at transformation.enginegroup.com

ABOUT ENGINE
ENGINE is a full stack consultancy, technology, insight,
data, experience, public relations and advertising agency.
We are manically focused on the future: for our clients,
our people, our company. Pioneers of the integrated model,
we have honed our craft over the last decade to deliver
unrivalled integration at scale. We curate specialist teams
around clients’ needs to transform businesses inside and
out. With offices in 18 cities across the UK, North America,
Europe and Asia-Pacific, no other company is better placed
to help businesses compete today, and thrive tomorrow.
Find out more at enginegroup.com
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