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Running a business has never been so challenging 
as it is in today’s world of volatility, uncertainty 
complexity and ambiguity (otherwise referred to as 
‘VUCA’), where having a 5-year strategic plan has 
almost become redundant. Change has always been 
a constant, but the rate at which markets, trends, 
industries, not to mention consumers are evolving, 
puts enormous pressure on business survival 
rates. This is all the more real when you consider 
the statistics of companies making it past the first 
year as well as established organisations falling 
off the Fortune 500 list – at the last count, business 
expectancy rates were around 15 years. Gone are the 
days of ‘suck it and see’ where there is time to run a 
business based on cause and effect mentality. There 
is an urgent need to re-think every aspect on what’s 
involved in running a business and new tactics are 
needed to just survive let alone thrive in the future.

If the last few years are anything to go by, it is clear 
that this transcends geography, industry type and 
even size of company. Advances in technology, 
an ever-changing workplace and increasingly 
demanding consumer, all of which intensifies 
competition across the board. At the same time the 
‘rules of the game’ are changing, making it possible 
for brands to achieve extraordinary results, consider 
the following:

Taking a look at 3 examples of the ‘new breed’ of 
companies and the ratio between net worth and 
total number of employees (see Chart One), it 
dramatically reveals what is possible now that the 
‘rules’ have changed, and is another stark reminder 
that businesses today need to act now in order to 
be able to compete in the future – and this is the 
essence of the white paper: how can businesses 
prepare themselves for the future? Is it possible for a 
business today to future-proof itself?

CHART ONE

Value Employees VPE

$38bn 140,000 $270,000

$1.65bn 65 $25m

$1bn 13 $77m

$19bn 55 $345m

Executive Summary

http://thebhive.com.au


thebhive.com.au4

The paper has broken the task down into seven core 
ways of thinking which the mere act of recognising, 
having discussions about, making changes and 
implementing them, is in some way part of future 
proofing. End of financial year is a crucial point in 
the business calendar as it provides an opportune 
moment for some much-needed reflection and 
adaptation. So, with that in mind, the seven topics 
have been considered through the lens of a typical 
new year’s resolution, but in actual fact they should 
be topics being discussed and actioned upon by all 
businesses throughout the year.

Although there is no set framework, there is a belief 
that tackling these topics in a certain order seems 
logical but whatever feels right for an individual 
business should be considered. More importantly, 
some of the discussion points will be more relevant 
and have greater priority for different companies 
but relatively speaking it involves making sure 
the company mindset and attitude is in touch with 
the current business climate; then checking in on 
strategy is key to laying the foundations for greater 
success; all companies should take a moment to re-
think their internal processes and procedures; from 
here it is about optimising success by ensuring the 
right talent is hired, the best and most appropriate 
technology implemented and all staff have the 
necessary training and skills to ensure the company 
is as competitive as possible. The final area is 
taking stock of the consumer and making sure a 
smart, connected and intimate strategy permeates 
throughout the entire organisation. 

The time is now, no more excuses or procrastination 
or worse, burying your head in the sand. The future 
is not coming, the future is here and in order to be 
a part of it there needs to be lots of challenging 
discussions and even more actions that need to 
take place. This paper should help you along the 
way as you transition into a future-ready business, 
able to tackle anything that is thrown at you in the 
future. At the end of the paper you will also be able 
to take a quick assessment survey to understand 
what areas you are most vulnerable and from there 
help you devise a strategy for the future.

“ Progress is impossible 
without change, and 
those who cannot  
change their minds 
cannot change 
anything.”

George Bernard Shaw
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On any given day, taking a look at what is hitting the 
newsstands and being discussed on the evening 
news bulletin is enough to make anyone hide for 
cover. We are constantly bombarded with news, 
facts, headlines and images of what the future is 
going to be like: and it is incredibly daunting and for 
some almost seems impossible.

Yes, the future does look intense which is probably 
one of the main reasons why the concept of future-
proofing has gained a lot of traction over the last 
12-18 months. Many believe they have the right 
‘formula’ and others believe it is not even possible 
or is a futile exercise. This paper is intended to 
shed some light on the topic and try and find some 
solutions that businesses can utilize today to help 
them prepare for the future. Regardless of what 
side of the fence you sit on, there is no denying 
that something different needs to be done if any 
business is going to have any chance at being 
part of the future. Not everyone can boast the 
extraordinary success as has been achieved by the 
likes of Uber, Amazon and Airbnb, but everyone can 
start to change the way they think about business 
and approach it. The hardest step is the first and 
thereafter it is about deciding what is priority.

Having a clear understanding of where a business 
stands today is one step to predicting a better 
future, yet sadly this undertaking is not completed 
by countless organisations, thus impacting their 
level of future success. This paper offers help for 
today and tomorrow, tactics that are both big and 
small as well as strategic guidance that serves the 
long term. 

 
“ I try to be action-
oriented when thinking 
about the future. We 
can’t predict it, so as 
we think about the 
challenges ahead, let’s 
agree on what we can 
do. And then let’s get  
on doing them.”

Valerie Walker  
(VP Talent, Canada Business Council)

Introduction

Future of work
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One of the major stumbling blocks faced by many 
businesses is the lack of acknowledgment (or even 
acceptance) that current ways of working are either 
‘broken’ or not fully optimised and that change is 
necessary in order to maintain operations. Many are 
fearful of change and disruption, but the sad reality 
is that it is going to happen regardless, so the best 
you can do is try to minimize the impact.

Before diving into future-proofing your business, it 
is worth taking a moment to consider the concept 
in more detail and review the semantics of what 
this actually means (since there has been much 
debate and arguments for and against using this 
tactic for future planning). Literally speaking, the 
textbook definition is as follows1, much like the idea 
of making something bullet proof or shock proof:

future-proof
adjective
1.  (of a system, computer, program, etc) 

guaranteed not to be superseded by 
future versions, developments, etc

Collins English Dictionary - Complete & Unabridged 2012 
Digital Edition

There have been over time many other 
interpretations of what this means, some relate 
specifically to business or people and others relate 
more to products or technology:

Here are just a few of the other 
interpretations:

-  not being caught off guard by new 
developments or unforeseen needs. By 
gaining a total picture of your present you 
can actively drive your future

-  refers to the ability of something to continue 
to be of value into the distant future; that the 
item does not become obsolete.

-  the process of anticipating the future and 
developing methods of minimizing the 
effects of shocks and stresses of future 
events

-  an ongoing orientation to technology that 
takes place more than once, combined with 
an iterative model, empowers employees to 
have ownership over the process. 

LANGUAGE MISNOMER

Relatively speaking, there are two main arguments 
against the idea of future-proofing a business. 
Firstly, many argue that it is ‘technically’ impossible 
to completely future-proof any business or person 
since whatever is going to happen in the future will 
happen and is out of our control. That said, there 
are many who believe with enough analysis and 
forecasting, there are scenarios which can be future 
proofed against based on trend data. Secondly, 
even if it was possible, businesses today should not 
be trying to find concrete solutions or implement 
fixed strategies, since it is inevitable that change is 
well and truly part of the future, therefore, the aim 
should not be about shielding a business from the 
future and making it immune to change.

http://thebhive.com.au
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Perhaps there is a compromise to meet in the 
middle and acknowledge the idea of future-proofing 
but instead preparing businesses for the future, 
equipping them with the right resources to be able 
to cope with whatever changes come their way, 
so rather it is about being future-ready. If taken 
seriously enough, there is a school of thought 
which believes you can create the future you desire. 
Regardless of where you sit in relation to these 
semantics, the point is, if you and your business are 
actively discussing the topics outlined in this paper, 
you are in some way on the right path, and better 
to be doing something than just standing still or 
burying your head in the sand.

WHY NOW?

You may be surprised to learn that close to 90% of 
the Fortune 500 brands that existed back in 1955 
have either gone bankrupt, merged or are still 
around but no longer make the list. It is highly likely 
that most people would struggle to identify the 
brands on the list in 1955 either because they are 
simply unrecognizable or have since been forgotten. 
It is estimated now that the life expectancy of 
companies today has and continues to reduce which 
is another pertinent reason why the topic of future-
proofing is so relevant and crucial that businesses 
are committed to ensuring they have done enough 
to protect their brand from any curveballs in the 
future.

It is not so much the case that it is urgent now since 
this ‘new future’ has been around for a while but not 
many have responded or even begun to think about 
what needs doing. A survey that was conducted in 
2017 by the Global Center for Digital Transformation 
revealed some alarming insights into businesses 
today – one statistic in particularly sums up just 
why understanding your position today and how 
you will survive in the future is critical:

Over 40% of executives 
believed their company 
could fold in the face of 
disruption.
 
The ‘urgency’ relates more to the fact that 2 
driving forces exist which has never been seen 
to this extent before. The disruption from new, 
younger brands who can do lots of creative, exciting 
things and much faster is a very real threat to 
more established businesses. Now, these once 
unstoppable established organisations are having 
their confidence as well as their relevancy tested. 
This also comes at a time when it has never been so 
important to understand what the customer thinks, 
yet for many businesses they have never been so 
far removed and not in touch with their own target 
market.

ACCELERATED 
PACE OF  
CHANGE

PERVASIVE 
SPREAD  

OF IMPACT
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We are witnessing times of unprecedented change in 
the business world which is further impacting other 
parts of people’s lives. From new business models, 
evolving competitive playing fields to surprising 
collaborations and changing laws or ‘rules of the 
game’, not to mention all of this is happening at 
lightning speed. Whether businesses are ready or at 
least are in the midst of preparing themselves for the 
future, there are a number of key factors that need 
serious discussion with top leaders to ensure all the 
necessary steps are being taken to future-proof the 
business (not least):

 •  Trust is now a universal issue for individuals 
and businesses around the world and with 
that the need to ensure full transparency and 
accountability are made top priorities

 •  As the world continues towards mass- 
connectivity, businesses need to revisit 
strategies and growth plans to ensure their 
brand can survive in a digital-first environment

 •  Workplaces are evolving and expectations from 
leaders and employees have never been so 
highly in need of a re-engineered HR function 

 •  More machinery, robotics and sophisticated 
technologies are permeating businesses, putting 
huge pressure on managing transition

 •  We are now in a period of ‘big-ger data’, seeing 
first-hand the struggles of many organisations 
to deal with the volume not to mention cope with 
interpretation and usability

Unfortunately, there’s more. We cannot ignore 
the fact that there are global trends at play which 
go beyond business operations. This is not to say 
organisations should jump on every passing trend, 
but there are a number of megatrends worth noting 
consistently appear in some shape or form. In order 
to be as future-ready as possible, smart companies 
need to keep an eye on developments that relate 
to consumers, products, behaviours and external 
forces such as technology and the environment:

GLOBALISATION
Growing middle class, increase in mobility, lower 
barriers, worker transition, widespread job 
losses

DEMOGRAPHICS
Ageing population, shrinking workforce, 
struggles of Millennials, growing diversity, 
evolving family dynamics 

BIG(GER) DATA
Volume of sources, storage, privacy/
confidentiality, analysts’ shortage, skills deficit, 
tech integration

TECHNOLOGY
Automation, home invasion, voice/sight control, 
driverless cars, 4D printing, emerging robotics, 
human balance

CLIMATE
Diverse (new) materials, available resources, 
scarcity, water crisis, sustainability, clean energy, 
pollution 

ECONOMICS
Power shifts, business HQ re-locations, security, 
rise of developing countries, housing, cost of 
living

Today’s Business Dynamics

http://thebhive.com.au
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BRAND SUCCESS

Trying to keep up with all these ongoing 
developments is incredibly challenging no matter 
how big your organization – and to do that whilst 
being cognisant of what it actually takes to maintain 
a healthy brand now and, in the future, one that is 
considered of value, is not for the faint-hearted.

Each year, Kantar (part of WPP) produces a league 
table of the world’s most valuable brands and 
as part of the research, draws conclusions as to 
what it takes to make it to the top 1002. The latest 
research findings highlight further evidence as 
to what is required to future proof brands and 
businesses for future success. BrandZ identified 
3 traits which were consistently appeared for the 
brands at the top:

  

Brand Category Brand Value 
2017 ($mil)

Brand  
Contribution

Brand Value % 
Change 2017 vs 2016 Rank Change

1 Technology 245,581 4 7% 0

2 Technology 234,671 4 3% 0

3 Technology 143,222 4 18% 0

4 Retail 139,286 4 41% 3

5 Technology 129,800 4 27% 0

6 Telecom Providers 115,112 3 7% -2

7 Payments 110,999 4 10% -1

8 Technology 108,292 5 27% 3

9 Technology 102,088 4 18% 1

10 Fast Food 97.723 4 10% -1

1.  Broad ecosystem: brand stretches into multiple 
aspects of people’s lives

  2.  Focus on purpose: brand establishes original 
reason for being

  3.  Trust drives loyalty: still the number one demand 
from consumers

For those brave enough, the companies that are 
serious about doing whatever it takes to survive 
and thrive in the future, big or small, will need help 
along the way if they are to be fully future-ready as 
possible – from mammoth tasks such as culture 
change and digital transformation to matters of 
housekeeping such as internal procedures and staff 
development – this paper is a lighthouse to help any 
business navigate its way through the impending 
turbulent times.

BRANDZTM TOP 100 MOST VALUABLE  
GLOBAL BRANDS 2017 
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Some people are great at setting personal 
resolutions and somehow manage to kick-off 
each new year relatively well. Sadly, for most of 
us, coming up with the resolutions is the easy 
part, sticking to them beyond January 30th is the 
challenge. Personal matters aside, EOFY provides 
those in business a welcome ‘pause’ for reflection 
and is also a perfect opportunity to consider 
healthier business habits and throw out any harmful 
behaviours that limit us or no longer serve us. 

Whether the last 12 months have been a struggle 
or a breeze, this paper will hopefully provide 
fresh insight, helpful hints and thought-provoking 
perspectives on some of the major business topics 
being discussed in boardrooms today. The good 
news is that you don’t need to come up with any of 
the resolutions, that part has been done for you. 
The paper will walk you through 7 typical new 
year resolutions which have been aligned to 7 hot 
business topics, each comprising helpful tactics to 
implement within your business. Throughout the 
paper you will also find case study material, facts n 
figures as well as provocative quotes from industry 
thought-leaders. 

It is very likely that on most people’s list would 
be something along the lines of ‘I wish I had more 
time’ so in the interest of all those time-poor people 
reading this, here is the abridged version of the pages 
that follow which will only take up a few minutes of 
your time (highly recommended that you find the 
time to digest the entire paper) so you can be as fully 
informed and ready for the future as possible: 

THE 7 RESOLUTIONS

New [Financial] Year Resolutions

  LOSE WEIGHT 
Maybe it is time to start thinking about 
shedding any undesirable mindsets  
lurking in the organisation that could 
potentially thwart future success?

TRAVEL OFTEN 
Do you have a rigorous plan in place for 
additional revenue streams that also 
involves an innovation portfolio?

GET ORGANISED 
How much internal red tape could be  
rectified by embracing the latest ways  
of working in the current climate? 

CARE MORE 
Have you got your employees best 
interests at heart and is your leadership 
team solid enough to be able to ride 
future storms?

BE FITTER 
Has there been enough of a commitment  
to embracing smart technology to allow  
the business to compete with confidence  
in the future?

 KEEP LEARNING 
How prepared is your business for 
imminent automation and how are you 
helping to develop your key asset?

 MORE LOVE 
Does the customer sit at the heart of  
your business and do they have a voice 
across all functions?

http://thebhive.com.au


thebhive.com.au11

Since many people are visual and remember things 
sequentially, here is just one way of organizing the 
7 resolutions, very much akin to Maslow’s Hierarchy 
of Needs – although this is not set in stone or 
stress-tested in any way. That said, it intuitively 
makes a lot of sense.

There is no one ‘perfect’ way of constructing the 
pyramid, the illustration seen here is a relative 
viewpoint. When companies get into trouble, very 
often for example, company culture is the first item 
on the agenda as the cause and cure. However, 
there are many leaders who believe culture is not 
something you ‘fix’, but rather is something that 
occurs as a result of putting in place the right 
processes, procedures, necessary technology and 
talent to tackle future business challenges. So, 
culture is something that evolves as you move 
through such a transition and this is especially true 
for larger, established organisations.

Customer

Competitive
Advantages

Managing all knowledge and capability needs

Leading current and future staff decisions

Short and long-term objectives and approach

Emotional and rational attitude of all staff

How the business gets things done

All things tech, IT, digital related

Brand
Differentiations

The
Basics

Skills

Technology

Talent

Systems

Strategy

Mindset

http://thebhive.com.au
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In some shape or form (pardon the pun), most 
have had this or something similar on their list of 
resolutions each year; whether slimming down or 
losing 10 kilos, the new year offers hope of a ‘new 
you’ and a perfect reason to shed unwanted pounds. 
And sadly, this remains one of the most challenging 
to achieve. 

WHAT THIS MEANS

Clearly this is not about asking staff to participate 
in a sponsored weight-loss program. Instead, it 
is about taking time to think about what areas of 
the business could benefit from losing (or scaling 
back) any old ways that are either not working or 
because there is a better way. It is commonplace to 
find company mindsets stuck in the past, clinging to 
outdated strategies, mantras or beliefs about how 
things should run. It may also be the case that over 
time, with no change or little evidence the business 
is evolving, ‘fat’ layers have emerged. This then 
leads to struggles making decisions and responding 
to market pressures. Whether ignorance, 
stubbornness or complacency, such behaviour will 
eventually lead to significant problems in the future.

BRAND SPOTLIGHT

Struggling to keep up with trends and facing the 
reality of changes in consumer behaviour often 
catch brands out, no more disastrously than for 
Blockbuster. Despite being highly successful for 
many years, the arrival of streaming and mail-order 
movie services that acknowledged the trends and 
acted upon it, unlike Blockbuster. While competitors 
gradually increased their market share, Blockbuster 
remained defiantly steadfast in its determined 
reliance on a brick-and-mortar busin

KEY LESSON: 
AVOID INERTIA

Whether you are more curious than worried about 
the future today, it is always a good idea to check 
how your competitors are faring, better still, look 
at other brands or industries that have also been 
challenged with disruption. Throughout the paper, 
you will find an example of a brand that did not pay 
attention or act accordingly and so provides a great 
lesson as to why it is crucially important today to 
start making some changes rather than deal with 
the consequences.

RESOLUTION 1

‘LOSE WEIGHT’

http://thebhive.com.au


thebhive.com.au13

SHIFTING COMPANY MINDSET

TACTICS

REVISIT PURPOSE

Often overlooked by many but taking the 
time to review the company vision and what 
the core intention was at launch. Success in 
the future very much depends on whether 
companies stand for something, have 
integrity, do the right thing and have a place 
in our lives. If all of this sounds unfamiliar, 
you need to start thinking, fast.

CULTIVATE CULTURE

Cited as perhaps one of the critical success 
factors any organisation must get right if they 
are to go forward and achieve even a modest 
amount of success. It requires a lot of effort 
and mostly authenticity at the start and the 
maintenance is even more intensive, but all 
well worth it in the end if you get it right.

ROLE OF INNOVATION

Having a growth mindset is crucial for any 
business to have a chance at survival in 
the future. Innovation optimization requires 
effort, whether aligning the company’s 
attitude, having the right protocols, providing 
the best resources or implementing new 
systems and/or creating more appropriate 
success metrics. 

Despite the ongoing disruption and constant change 
businesses are faced with today, there is one 
constant that has the potential to stand the test 
of time and weather any storm: and that is your 
brand. That said, getting it right can really help 
prepare for the future but getting it wrong, could 
lead to serious challenges. Taking time to revisit 
your brand purpose and check-in to see whether 
what you stand for today is still something the 
business supports and is something that is relevant 
to consumers. Looking at it from one angle, a strong 
well-defined brand with purpose and integrity can 
help future-proof your business by buying you some 
much needed time when disruption hits. 

The bottom line is clear: 
Culture is the most 
important enabler of 
digital transformation. 
Without people, tools 
won’t make any difference.
Any shift that involves company culture has to 
come from the top and there needs to be a level 
of influential leaders who fully embody the unified 
mindset which equally needs to be reflected in 
their behaviours. Even when the wider workforce is 
fully on board, it really is not a success until even 
those outside the business understand, appreciate 
and buy into your culture. Many have said that 
until such time as there is genuine harmony and 
collectivism internally, there is little hope of eternal 
partners or customers loving the brand. Of course, 
this requires a lot of investment of time, money and 
resources and often demands additional expertise 
to help transition the company. It is well worth it 
in the end as ultimately everything is affected by 
culture: the upsides can be incredible but get it 
wrong and you will suffer monumentally. 
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“ In an era where your 
people are your brand, 
[our] study shows 
how simplicity boosts 
organisational culture 
to drive business value. 
Building company 
culture through simple 
experiences at work is 
critical.”

Siegel + Gale

RE-THINKING YOUR APPROACH  
TO INNOVATION

Now is a good time to check-in and assess 
innovation in your company. If it has been a while 
since you thought about your approach, the 
principles you adhere to or even who is involved 
and when, then the following tactics should bring 
you up to date some of the more successful pillars 
that help drive innovation to results. From working 
across the organisation and including external 
contributors, notably from the start-up community 
to ensuring you have a portfolio of ideas, dedicated 
and specialist teams and importantly the resources 
to facilitate the generation of new ideas.

4 STEPS TO OPTIMISING YOUR INNOVATION

87%
of employees bring new ideas to 
the table in companies perceived 

as being ‘simple’ 3

ANYWHERE,  
ANYTIME,  
ANYBODY

FOCUSED  
TEAM ON 
‘SCALE’  
OPPS

PORTFOLIO OF 
DIFFERENT 

IDEAS

BUDGET FOR 
DISRUPTIVE 
INNOVATION
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“ The biggest threat to 
innovation is internal 
politics and an 
organisational culture 
which doesn’t accept 
failure, ideas from 
outside, and/or cannot 
change.”

Gartner Financial Services Innovation 
Survey

There is not a shadow of doubt that innovation is 
hard, but it can also be incredibly thrilling, exciting 
and yield huge rewards. Simply put, businesses 
today more than ever must allow innovation to sit 
at the heart of the business if it is going to have 
any chance to thrive. It cannot and should not be 
left unattended. It requires focus, participation, 
alignment and some degree of co-ordination. It has 
to be acknowledged throughout the business and 
any outputs need to be celebrated (the good and  
the bad!), shared and implemented.

After reading about each resolution, take a moment 
to ponder the 3 questions that follow and think 
about how you and your colleagues (or boss!)  
would respond.

A Is your corporate culture a 
defining strength? What are 
you doing to maintain this 
for the future?

B How, if at all, have you 
managed to integrate your 
purpose or vision into your 
brand in a compelling way?

C Have you considered any 
external resources to 
ensure your innovation 
pipeline provides a portfolio 
of opportunities for the 
future?

http://thebhive.com.au
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By far one of the most common (enjoyable) 
resolutions that seems to appear in many lists 
whether planning an extended tour across 
countries or simply to just get out on the open 
road and explore more. Aussies in particular have 
definitely caught the travel bug and are doing more 
varied travel to destinations further afield. This is 
equally reflected around the world as barriers such 
as price and logistics keep coming down.

WHAT THIS MEANS

One of the main reasons why we enjoy travel so 
much is broadening our horizons and opening our 
eyes to new and different experiences. There is even 
research now which suggests a person is in some 
way ‘transformed’ as a result of travel especially 
when it involves other cultures, cuisines, people, 
languages, rituals, and the list goes on. Similarly, 
it is important for businesses to also broaden their 
horizons and try different things. That said, there 
is an urgent call for senior leaders to revisit their 
strategy and try a new approach - make the vision 
bigger and just as with travel, ensure along the way 
they are doing no harm to either people or planet.

BRAND SPOTLIGHT

When was the last time you took or even saw 
somebody take a Polaroid? Sad but true. Many 
might remember that the company was once 
incredibly innovative with what it offered but as 
technology evolved it failed to spot the trends and 
totally missed what was going to inevitably happen: 
digital cameras eventually took over and became 
the norm. Polaroid’s realisation and attempts to 
compete in the market came all too late. 

KEY LESSON: BEWARE 
SHORT-TERMISM

“ Lots of companies don’t 
succeed over time. What 
do they fundamentally 
do wrong? They usually 
miss the future.”

Larry Page, CEO, Alphabet

RESOLUTION 2

‘TRAVEL OFTEN’

http://thebhive.com.au
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BUSINESS STRATEGY INITIATIVES

TACTICS

THINK BIG

Regardless of what industry you operate in, 
it is a healthy exercise to remind yourself 
of what the scope of your competitor 
landscape is. Typically, businesses adopt a 
much narrower competitive scope to how 
the consumer sees the world. Aim to think 
of your product/service being bigger than 
reality.

HORIZON PLANNING

It is essential for organisations to have a 
more rigorous roadmap detailing where they 
stand today and what the future looks like. 
Strongly recommend that leaders focus less 
on hitting short term targets, and instead be 
mindful of what’s ahead in the not-too-distant 
future. Keeping a foot in both timeframes will 
help.

SUSTAINABILITY ETHOS

Green matters are high on the agenda for 
many nations, no longer a ‘nice-to-have’ 
element of brand strategy – it has to be front 
and centre and must amount to something. 
Governments, councils, bodies, law makers, 
competitors and most of all consumers are 
making bigger demands that need to be met. 

In order to have any kind of future business, it 
is necessary to stretch your thinking and be of 
the mindset that you are bigger than your brand, 
bigger even than your category. For example, those 
in the auto industry need to stop thinking like a 
manufacturer that produces cars and more like a 
service provider in the mobility industry. One could 
go as far to say, use this period of disruption to your 
advantage and create bigger opportunities beyond 
your current landscape. This mentality needs to be 
embraced throughout the organisation or else it 
will not stick. Encourage the continual enquiry ‘why’ 
or ‘what if’ so you can start to build on what you 
currently have. 

The case of Amazon is a well-documented one 
and the rise of that brand is truly iconic. It’s not 
impossible to imagine behaving like Amazon even 
if you are not planning on competing with them. 
They personify what it is to be a successful agile 
organisation which in some respects means you  
are willing to disrupt even your own business – 
this has actually been recommended as a strategy 
before today.

This could pose as a challenge for many which 
is not a huge disaster in today’s current climate 
where there is a thriving collaboration economy 
in full swing. If a company cannot do this stretch 
thinking then the next best alternative would be 
to look into partnership opportunities, divergent 
collaborations or even being part of some kind of 
accelerator program. This is especially crucial if 
there is a feeling (in the words of Jack Welch) that 
‘the rate of change on the outside exceeds the rate 
of change on the inside’. If not, then ‘the end is 
near’ as he put it.
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“ The new leaders in 
innovation will be those 
who figure out the 
best way to leverage a 
network of outsiders.”

Gary P. Pisano, Networking Magazine

It is likely that there will be more and more joint 
business endeavours between larger organisations 
and newer start-ups, both of which reap the 
rewards in the end. Many mature and established 
organisations are struggling to stay relevant even 
with all their resources to hand. The potential 
when two such entities are brought together can 
be both thrilling and nerve-wrecking. Scale and 
support offered by one combined with creativity 
and disruptive thinking by the bucketload from the 
other. There are countless examples of where this 
strategy has been a huge success as one way to 
help future proof your business (see images on the 
right*).

PLANNING FOR TODAY AND 
TOMORROW

The challenge for all kinds of companies today is to 
maintain a healthy balance between having a sharp 
eye on the short term and an imaginative eye on 
the longer term – creating both a sense of stability 
and dynamism within the organisation at the same 
time. What makes this even more difficult is the 
pace of change and having an appreciation of the 
wider outlook for the future, beyond their industry, 
and being able to connect with it and fathom where 
they fit in. To make matters even more complicated, 
there is a lack of core competencies when it comes 
to thinking about new product ideas or business 
models. Not only are there certain skills required, 
but there is also the need for the right attitude and 
willingness to be flexible, not to mention having the 
right internal processes and systems to be able to 
empower employees to make things happen. Worst 
case scenario there are already slow processes or a 
known strategy which will invariably suffocate any 
potential. So, a new way of thinking is required and 
one which is highly recommended is the horizon 
planning approach which allows companies to plot 
their growth and disrupt as they move through each 
horizon whilst protecting the work that is already in 
full swing4.

McKinsey 3 Horizon Growth/Innovation Model

* Collaborations include: Uber & Spotify, Nike & Apple, Porsche & 
Poggenpohl, Levis & Google

VA
LU

E

TIME

Horizon 1
Maintain & defend 
care business

Horizon 1
Nurture emerging
busines

Horizon 3
Create genuinely 
new business
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AUSTRALIA’S ROLE IN THE QUEST TO 
SAVE THE PLANET

One of the key elements of ensuring any company 
is future-ready, is taking all the necessary steps 
to operate sustainably. With the amount of change 
we are experiencing with regards to the climate, 
economy, international relations, era of distrust, 
volatile world events not to mention worsening 
environmental issues, companies are more 
vulnerable than ever. Everybody has a role to play 
in protecting people and planet and organisations 
must adapt their current ways of working and step 
up their responsibilities.

As barriers to entry come down, the speed at which 
a business can commence trading and attract a 
significant customer base has risen dramatically 
and social media has been one of the main conduits. 
That said, it acts as a double-edge sword, since 
if you are caught ‘mis-behaving’ or conducting 
business with zero sustainable accountability, your 
brand will be tarnished, and your guilty actions will 
be spread all over social media.

Finding the balance between people, planet and 
profit should be top priority for those who are 
serious about future-proofing a business5.

It all starts with having a clear understanding of 
where your business is today in terms of what 
is the expected, minimum and desirable actions 
necessary for organisations with regards to 
sustainability. What is clear, is that taking action 
and implementing the necessary steps are no 
longer ‘nice-to-haves’ to ensure public image is 
upheld, but the demand coming from all corners 
(especially consumers) means sustainable actions 
are must-haves for any business wanting a strong 
position in the future. There is plenty of research 
available which is evidence of the fact that 
sustainable businesses can not only survive in the 
future but can thrive.
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There are a number of different ways to take 
responsibility and drive accountability throughout 
the organisation and at the heart of each lies 
creative thinking and innovative practices – 
which when done properly, can actually lead to a 
competitive advantage. The most obvious relates to 
your product from how it is manufactured to how 
it is delivered to market and consumed, it could 
also involve internal processes or could even be 
applicable to how the organisation is run and the 
kind of business model it engages with. Suffice to 
say, there really is no excuse for businesses today 
to avoid this core component of brand strategy 
and to be fully future-ready means the appropriate 
steps must be taken to remain competitive and 
in the game. Smart businesses will no longer 
be complacent here, reacting to legislation and 
compliance but instead will take the initiative to be 
proactive and lead the way.

Even if you are an established company, it is highly 
recommended that all organisations in today’s 
current climate, take stock of their current position 
and map out different scenarios for future success 
– steering clear of tendencies toward short-termism 
and/or planning too far ahead (things will inevitably 
change). Whilst doing so checking-in to be sure 
that you have an up-to-date view of the competitor 
landscape (through the eyes of the consumer) and 
you’re on point when it comes to the environment.

A When was the last time 
you travelled overseas 
and experienced your 
own industry first hand or 
examined a divergent one?

B How much better or 
worse is your company on 
sustainability compared 
with competitors and 
would consumers agree or 
disagree?

C If you could work with any 
brand in the world, which 
would you be most excited 
collaborating with?
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Much of the recent progress made in technology 
was intended to act as a support for our 
increasingly busy lives. The irony is that we are now 
more disorganised than ever – hardly surprising 
then that this resolution made the cut. It’s more 
than just having a tidy desk, it encompasses all 24 
hours in a day for which you’ll find an app to help 
you with almost anything – the tangible and the 
intangible. 

WHAT THIS MEANS

Much like a spring-clean, this is the perfect time 
to take stock and reflect on what is and isn’t 
working internally such as systems, processes and 
procedures that impact all staff, from operating 
systems, paperwork, office protocols, meeting 
etiquette, leadership styles right through to how 
staff communicate with one another as well as how 
progress is tracked, and performance evaluated. 
This is not just about efficiency, although acutely 
important.

BRAND SPOTLIGHT

Many will remember when the Walkman was 
as widespread as the iPod is today and hugely 
successful. However, continued growth and 
expansion became all too much and so fractures 
started to appear – mostly due to the sheer size of 
Sony and its inability to manage multiple divisions. 
As such, control was lost due to weak leadership 
and slow decision making which left the tech giant 
exposed and vulnerable. Unsurprisingly, the more 
dynamic newer competitors swooped in and created 
exciting innovations which gave consumers exactly 
what they wanted.

 

KEY LESSON:  
LEADERS MUST LEAD

“ If you give people a 
licence to fail as well  
as succeed and give  
them the space to do 
that, I think it can  
create disruption.”

TheLADbible’s founder Solly Solomou

RESOLUTION 3

‘GET ORGANISED’
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INTERNALLY-FOCUSED INITIATIVES

TACTICS

RE-FRESH PROCESSES

There is no argument that internal structures, 
policies, out-dated systems and bureaucratic 
ways need to change if a company has any 
chance of survival. This can range from 
a very simple uncostly restructure and 
streamlining exercise to something much 
bigger which includes removing.

LEAN THINKING

Given the success of recent start-up brands, 
observations suggest their business 
approach, systems, philosophies and 
general business 101’s could benefit larger 
organisations e.g. design thinking, test 
and learn innovation, culture vs purpose, 
communication and use of technology is .

DISRUPTOR LESSONS

As much as the arrival of these unicorn 
businesses has been under fire for a long 
time now, it is worth just considering their 
success for a moment and potentially taking 
stock of what these ‘challenger’ brands 
are doing that might be beneficial for other 
businesses in the future.

On average, organisations have some kind of a 
re-org every 2-3 years which can take up to 18 
months to implement. Since everything is now 
moving at lightning speed, waiting to see any 
impact is not feasible. Companies who get it right 
are building highly adaptive, creative environments 
that are flexible and able to respond to change 
and quickly grasp opportunities. Their internal 
systems resemble more of a network than a chain 
of command.

The key is simplicity and there needs to be a 
willingness on the part of the employer to ensure 
they are doing everything in their power to make 
life easier for their staff, even if something as 
simple as sharing apps or creating an internal one 
that enables them to improve efficiencies.

On the left are some of the apps that have featured 
in many ‘top 10 lists’ for the last couple of years 
that help anyone in business today with all kinds of 
activities.

In conjunction with a ‘spring clean’ of all internal 
ways of working, is an important imitative which 
will not only encourage the flow of ideas and 
information, it is likely will actually produce better 
ideas in the long run, and that is to remove silo 
mentality within the organisation (as well as 
behaviour).
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‘LEAN’ PRINCIPLES

Many organisations are tackling disruption by 
embedding an entrepreneurial spirit internally 
and fostering a community (internal and external 
workforce) of experimentation. This extends beyond 
just innovation and usually involves integrating 
new ways of working with one another as per 
the lean start-up way e.g. rapid learning cycles, 
experimenting, and empowering autonomous teams 
to create, validate and execute new ideas that have 
the customer’s needs at the heart6.

 
“ Using the Lean Startup 
approach, companies 
can create order not 
chaos by providing 
tools to test a vision 
continuously.”

Eric Ries, Author, The Lean Startup

VALIDATED LEARNING: is the process by 
which employees can measure their output 
and success through experiential lessons

MINIMUM VIABLE PRODUCT: is a version 
of the product at its most basic and is a good 
tool for learning whether or not the leap of 
faith has a strong chance of success 

BUILD-MEASURE-LEARN: is the steering 
mechanism by which a start-up can drive 
toward its end goal, making amendments 
along the way

INNOVATION ACCOUNTING: is a quantitative 
analysis of whether or not the product 
is valuable enough to take up time and 
resources to build

PIVOT: is the ability to know when to continue 
on a path or to change direction and is a vital 
component of lean start-up principles

GENCHI GENBUTSU: a principle borrowed 
from Toyota which means ‘go and see for 
yourself’ since lean start-up entrepreneurs 
cannot rely on hunches or assumptions

SMALL-BATCH APPROACH: is the process 
used before a lengthy journey toward product 
development and involves testing smaller 
iterations to be sure the product has value

THE FIVE WHYS: is a mechanism to get to 
the root cause of problems; entrepreneurs 
will throw on the brakes if a concern arises 
and keep asking 5 until satisfied they have the 
truth
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WHAT CAN WE LEARN FROM 
DISRUPTORS?

There has been much debate around the growing 
list of ‘unicorns’ that have emerged over the last 
5+ years, especially those that have caused the 
most disruption – one question that continues to 
surface is: Are we sure that these new entrants 
are the problem? Can we really lay all the blame 
and negativity on entrepreneurs who by chance 
reimagine the customer experience and by doing so 
caught the main players off guard?

Playing devil’s advocate, perhaps it is the very same 
older incumbents that deserve to be put under the 
microscope and their lack of ingenuity questioned. 
Typically, these NKOTB (new kids on the block) 
deliver a sleuth of positives to the consumer, not 
least the traits mentioned above.

Whilst this might not be the most exciting 
resolution for many, the time dedicated to making 
improvements here ‘housekeeping’, will serve 
you well in the future. It is highly likely that if 
such matters are not dealt with and resolved, that 
everything else from here onwards will be that 
much more painful, if not unsuccessful. 

LEARNINGS FROM DISRUPTORS

A What are the top 3 
obstacles you believe are 
getting in the way of your 
employees maximizing 
their potential?

B How else can you 
encourage departments 
to engage with divergent 
parts of the business?

C What areas of your 
company could benefit 
the most from adopting a 
‘simple work life’ protocol?

SAVES TIME

RESOLVES ISSUES

ADDS VALUE

SIMPLE DESIGN

SEAMLESS UX
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Many people are experiencing a shift and becoming 
acutely aware of the big, connected world that we 
all share. Due to this feeling of ‘oneness’ people are 
starting to show that they care about more than just 
themselves. This ‘care factor’ comes in many guises 
not least concern for the planet but also extends to 
others outside of their immediate circle. 

WHAT THIS MEANS

Showing that businesses care is more than ever 
important and there is growing evidence to suggest 
that companies around the world are making 
changes. The care employers show to employees 
has gained momentum over recent years coinciding 
with the global talent shortage. It is now imperative 
that organisations start to treat their staff as 
they would their customers if they want to have a 
thriving future. Just as consumers hold a significant 
amount of purchasing power, so too do employees 
(good ones anyway) and they are increasingly 
finding their voice.

BRAND SPOTLIGHT

Historically, Volkswagen has been associated with 
having a less than desirable corporate culture and it 
is widely speculated that one of the key contributors 
was CEO Martin Winterkorn. Insider reports 
describe how he regularly criticised employees 
publicly. He was known for having an unhealthy 
obsession with precision and one employee 
described how he would carry a measuring stick to 
check the gap between car doors. Some believe his 
intense, cut-throat style of management contributed 
to the infamous recall, suggesting employees 
were so intimidated that it caused them to hide 
information or ‘cheat’ just to please him. 

KEY LESSON:  
PEOPLE BEFORE NUMBERS

 
“ Clients do not come first. 
Employees come first. 
If you take care of your 
employees, they will 
take care of the clients.”

Sir Richard Branson

RESOLUTION 4

‘CARE MORE’
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TALENT-BASED BEHAVIOURS

TACTICS

ROLE OF HR

We are already seeing examples of 
companies reviewing their talent 
management strategy, some recognising the 
urgency and going so far as to completely 
reinvent their HR function. This team now 
represents a critical element that will 
determine the future success of a business 
with the right strategy, tools and talent.

LEADERS NEED TO LEAD

Critical skills for leaders that have impact 
are changing and pressure is on to deliver. 
Critically they need to be able to toggle 
between the here and now vs the future to 
avoid being caught out or surprised in any 
way. Positive attitude, enthusiasm, data 
analyst, human empathy not to mention EI – 
a challenge for sure, but exciting.

MEASURE & REWARD

Companies need to revisit how they are 
incentivising their employees, not least 
to ensure they are offering competitive 
packages, but mostly to be in touch with the 
evolving mindset (and imminent workforce) 
of job-seekers who are not as motivated by 
pure financial perks. Equally, how people 
are monitored, and their performance 
assessed has to change.

There has never been so much focus on the role of 
HR as we continue to evolve, disrupt and change – 
many suggesting that even their department name 
change and/or their location within a company 
be one of either centrality or equally dispersed 
throughout. What is certain, is that the function as it 
currently stands today needs to go through its own 
transformation via a complete overhaul. The new 
talent landscape requires a whole new approach to 
all aspects of human resources especially around 
skills. Greater exposure within the organisation 
is a must and adoption of new techniques, data, 
software and even technology to cope with the 
future demands imminently coming their way.

 
The Society for Human 
Resource Management’s 
research suggests that 
direct replacement costs 
can reach as high as 50-
60% of an employee’s 
annual salary.
Simon Sinek, author of Leaders Eat Last makes 
the point that some organisations experiencing 
disruption make it through and some do not – the 
ones that did not survive “had one thing in common: 
their leaders prioritised numbers over people. 
The leaders of these companies viewed lay-offs as 
a solution to weathering tough financial times”. He 
goes on to fight further for employees in another 
part of the book:
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We need to build more 
organizations that prioritize the 
care of human beings. As leaders, 
it is our sole responsibility to 
protect our people and, in turn, 
our people will protect each other 
and advance the organization 
together. As employees, we need 
the courage to take care of each 
other when our leaders don’t. And 
in doing so, we become the leaders 
we wish we had.

OBSERVATIONS OF LEADERSHIP IN 
AUSTRALIA

A study comprising 8,000 individuals, 2,700 
companies and 2,500 workplaces produced 
several startling results about businesses in 
Australia7:

• Over 40% are underperforming

• Not getting the basics right

• Decisions missing strategic input

• Very little innovation 

• Low levels of training

• Limited diversity visible

• Slow to adopt newer technologies

• Lack of investment in leadership

SOURCE: Study of Australian Leadership
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 REMUNERATION REVAMP

Since there is an unending amount of disruption 
happening in all corners of work, it would seem 
logical to revisit current protocols in place that 
relate to remuneration and overall compensation 
packages – especially since many companies 
have already tackled this head on so as to be as 
competitive as possible in the talent (shortage) 
market. For example, it is public knowledge that 
Netflix pays at the top end of the scale to attract 
and maintain staff – although there are many who 
claim even that is not enough given the amount of 
pressure that people feel working at such a high-
profile company. Of course, not every company has 
such financial power which is a good thing, since 
there are a number of reports surfacing which 
suggests employees are not as financially motivated 
as we would all like to believe.

A well-known expert in this area, Dan Pink8, goes 
into great detail in one of his books about human 
motivations and the fact that most people are 
predominantly driven by intrinsic factors such 
as autonomy, purpose and mastery. These seem 
to be traits associated with the disruptor-type 
organisations, certainly ones that are not steeped 
in tradition and weighed down by historic rules and 
regulations. Not universal, but there is a growing 
expectation by employees that keeping them 
engaged and, on the payroll, will take more than a 
big fat cheque – they want to feel part of something, 
of course want excellent working conditions, but 
over and above their salary they want to learn and 
grow with the company of their choice rather than 
jump around competitively. 

MACRO FACTORS 
IMPACTING AUSTRALIA

MESSAGE TO EMPLOYERS

Economy slowing down

Sluggish productivity levels

Employment growth weakening

Consumer confidence faltering

MESSAGE TO EMPLOYEES

Focus needs to be about how to support  
HR through imminent transformation:

- Make smart technology a priority
- Extend your talent pool
- Seek out the mavericks
- Offer non-financial motivators
- Align values
- Simplify the workplace 
- Lab not factory atmosphere

Time to think and act upon some, 
if not all of the following areas:

- Become a lifelong learner
- Stay connected
- Be proactive and curious
- Flexibility part of your arsenal
- Hone softer skills 
- Embrace and accept change 
- Live on the edge
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One area which has enormous potential is around 
training and development – growth through 
learning. Those companies that truly invest in their 
people with a combination of external educators, 
internal seminars as well as ‘mobile’ learning sends 
a big message out that the company cares about 
your future. In light of all the disruption going on 
which causes much of employees’ angst, a company 
stepping up and providing the resources to combat 
such disruption is likely to foster a greater sense of 
loyalty among its troops. 

 
“ Loyalty tends to be  
bred from non-monetary 
factors such as status, 
responsibility and 
environment.”

Keely Woodley, Head of Human Capital, 
Grant Thornton

Investing time and money in your greatest asset 
is of paramount importance and quite frankly, 
paramount urgency if businesses are to even have 
the slightest chance of success in the future. It is 
not a one-way street though; employees have a 
role to play and it is only when both parties work 
together will extraordinary results unfold.

A How has your recruitment 
strategy evolved and what 
additional talent pools are 
you taking advantage of?

B How much extra support 
are your current leaders 
going to need to ensure 
future success and what 
resources do you have?

C Are there any elements 
in your existing rewards 
scheme that are working 
better than others? 
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Along with many other iterations of a ‘health’ 
resolution, getting fit or improving fitness is 
typically featured in most people’s top 10 list. The 
drive behind this or the intention can be anything 
from resilience training or endurance to speed or 
simply better quality of life. 

WHAT THIS MEANS

There is no hiding from the fact that we have 
become incredibly reliant on technology and many 
would go so far as to say addicted to our devices, 
both in and outside of work. IT has always been 
a part of business strategy but the advances we 
are now seeing in technology mean it is more 
than just a room at the back of the office where 
all the servers sit. Most would agree that growth 
typically comes from innovation and what drives 
much of this, whether seen or unseen, is incredibly 
sophisticated tech. That said, businesses today need 
to put ‘IT’ front and centre and lead with a digital 
mindset if they want to have any kind of a future by 
embracing all things related to IoT, automation, AR, 
VR, robotics, AI and even what is now considered 
‘basic’, the cloud.

BRAND SPOTLIGHT

Xerox remains to this day one of the most 
fascinating (failed) business stories. At the height 
of its success, the company share price was worth 
over $64 but plummeted to a devastatingly low 
$7 years later. There is somewhat of an ironic 
twist to the brand’s demise in that some of the 
most innovative minds worked at Xerox, heralded 
as producing world-class ideas. Sadly, it was not 
meant to be as Xerox (now a household name and 
featured as a verb in the dictionary) wanted to 
expand in other business areas, not satisfied with 
being the number 1 photocopier. Despite all the 
know-how and latest technology, poor management 
was the catalyst that led to failure, not consumer 
rejection

KEY LESSON:  
KNOW YOUR STRENGTHS 

RESOLUTION 5

‘BE FITTER’
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TECH-RELATED ACTIONS

TACTICS

THINK DIGITAL FIRST

Although it may sound simplistic, shifting 
company mindsets to think differently 
about technology by having digitally-led 
discussions, remains a crucial part of any 
future success. Important to remember that 
technology is not the innovation but merely a 
means to creating solutions that add value.

TECH EXPERIMENTATION

The speed at which tech is evolving is 
intense and the variety of options can be 
overwhelming. There is no one-size-fits-all 
and no pressure for anything specific but 
now is the time to start experimenting. Major 
progress seen with AI offering many benefits 
– perhaps developing a chatbot could be a 
good place to start.

AUTOMATE OR DIE

There needs to be a universal shift in attitude 
towards automation. Firstly, because it is 
happening whether we like it or not, but 
mostly because there are many benefits to 
be had and the ongoing fear needs to subside 
so that possibilities can be imagined and the 
future of human and robot can be imagined.

The way we now communicate with one another, 
regardless of age (although there are some obvious 
generational behaviour patterns), is changing 
rapidly as seen by the enormous growth in the 
use of various messaging platforms (Facebook, 
WhatsApp, Kik to name but a few). That said, it also 
means that ‘brand’ conversations are happening 
in far more environments and so it is crucial for 
marketers to be part of this and potentially build 
competitive advantage. 

We now live and breathe in the digital age and are 
expected to adapt to oncoming changes as fast as 
they come. It has been suggested that in the 21st 
century we won’t experience 100 years of progress, 
but more like 20,000 years at the rate we’re going 
today.

Future success very much depends on evolving 
your business with a ‘digital first’ mindset 
whether that be internal operations, external 
communications or brand identity – broadly it can 
encompass all of the different business areas in the 
visual on the left9.

BRAND

SOCIAL

WEBSITECOLLATERAL

MARKETINGANALYTICS

DIGITAL 
STRATEGY
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The speed of development for other immersive 
technologies such as robotics and machine 
learning, is also gaining momentum around the 
world, although we are yet to see any significant 
traction here in Australia. There can be much to 
gain from such advancements and each represents 
another way for consumers to be able to interact 
with your brand. 

This table10 suggests that the travel sector is a 
potentially strong candidate for such technology:

“ Estimated that $12 
billion spent on AI and 
machine learning last 
year and analysts expect 
this number to increase 
significantly by 2021, 
reaching well over $50 
billion.”

IDC

BREADTH OF AI APPLICATION

Artificial intelligence (AI) stands out as a 
transformational technology of our digital age. 
Questions about what it is, what it can already 
do—and what it has the potential to become— cut 
across engineering, psychology, politics, economics, 
science fiction, law, and even ethics. AI has been 
around for a while but in some regards, it still 
feels early days – hence why there is still much 
debate around the application and benefits of AI and 
breadth of use for both employers and employees.

In more than two-thirds of our use cases, AI can improve performance beyond 
that provided by other analytics techniques

NOTE: Numbers may not sum due to rounding. 
Source: McKinsey Global Institute analysis

Potential incremental value from AI 
over other analytics techniques

Breakdown of use cases by 
applicable techniques

%

TravelFull value can be 
captured using 
non-AI techniques

AI necessary to 
capture value 
(“greenfield”)

AI can improve 
performance over 
that provided by 
other analytics 
techniques

128

89

87

85

85

79

67

57

56

55

55

50

44

44

44

39

38

36

30

Transport & logistics

Retail

Automotive & assembly

High tech

Oil & gas

Chemicals

Media & entertainment

Basic materials
Consumer packaged 
goods
Agriculture

Banking
Healthcare systems 
and services
Public & social sector

Telecommunications

Aerospace & defense

Average = 62

Pharmaceuticals & 
medical products

Advanced electronics/ 
semiconductors

Insurance

15

16

69
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Here are just some of the less told possibilities that 
AI offers: 

INCREASED PRODUCTIVITY

Sophisticated analyses will be able to tell 
companies just how productive teams or 
even individuals are – whether there is a 
difference between gender, departments, 
type of task, time of day or day of the week. 

GREATER PAY EQUALITY

With the use of algorithms and predictive 
analytics, it is possible to set compensation 
more fairly based on different variables such 
as education, experience and certification 
-potential to reduce employee turnover.

STRONGER MANAGEMENT

Used to conduct full assessments of leaders 
based on how they spend their time so that 
management can provide detailed feedback, 
ensuring leaders know exactly what their top 
priorities are to avoid time inefficiencies.

IMPROVED OPERATIONS

Use of more technologies like video meetings 
with collaborative spaces, it is possible to 
have team profiles on screen, so you know 
exactly what kind of person you’re working 
with so as to optimise outcomes.

“ The Future of Jobs 2020 
report states that 45% 
of all current tasks 
could be automated with 
present technology.”

McKinsey

ROBOTICS: FRIEND OR FOE?

Every day there will be some new headline in 
the news about the impending loss of jobs and 
each time the forecast or statistic changes. This 
innate fear of job loss as a result of technological 
progression has been around for hundreds of years 
and to some extent, as scary as it may seem, today 
is no different to the fear back during the Industrial 
Revolution. As we head further and further into the 
Fourth Industrial Revolution (or as some like to call 
the Intelligence Revolution), that angst has further 
intensified. The dramatic changes we are witnessing 
is more widespread as pointed out by Jerry Kaplan in 
his book (Stanford academic, author of Humans Need 
Not Apply): The AI Revolution is not only affecting 
blue collar workers; but in fact, workers with collars 
of every known colours – from artists, musicians, 
writers, combatants, analysts, and so forth…

1 in 3
Australian jobs are at risk 

of being automated by 
2030 according to Adzuna11
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Amidst all the fear and scaremongering, there 
is another side to the story which is the fact that 
automation is not actually something to be fearful 
of, in fact, many argue it will bring about more 
jobs and better jobs that are more fulfilling. There 
is much to be gained from looking at the bigger 
picture and seeing the possibilities that can emerge 
if robotics is utilised correctly and the ‘human’ 
touch remains a strong part of this ever being a 
success. At least for now, let’s assume that the 
machines and ‘bots’ are coming in to take away all 
the mundane tasks that we all dislike anyway – 
freeing us up to be more creative and have time to 
think during the day.

 
 
“ Australians must be 
vigilant and continue 
to think about jobs 
that will be difficult to 
replace in the future. 
Build a career in a job 
that requires emotional 
intelligence and tasks 
that cannot be replicated 
by a machine.”

Raife Watson, CEO of Adzuna

Never has it been more pressing for companies 
to get in better shape when it comes to the 
implementation and integration of technology –at 
the front end to benefit the consumer but also 
behind the scenes to improve organisational 
efficiency. The ‘lean’ disruptors typically have 
the upper-hand as being hi-tech permeates their 
existence, so it is even more critical for the rest of 
us to play catch up and be fully informed as to what 
latest technology can best help their organisation 
thrive in the future.

A Does your organisation 
have a unified way of either 
communicating or running 
projects via a platform or 
other software?

B Where along the customer 
journey are there 
opportunities to ‘wow’ 
using automation or other 
technology?

C What steps can you take 
to ensure employees 
work harmoniously with 
machines and AI?
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Perhaps more relevant to a slightly older audience 
but nevertheless there is always something that 
someone wants to learn whether it be a language 
for an upcoming holiday, a new sport, cooking, 
painting or just how to grow your own herbs. As 
such, there has been an explosion in the online 
learning sector which is experiencing ongoing 
developments in market dynamics and consumer 
behaviour. 

WHAT THIS MEANS

Just as much as we are seeing a rise in 
subscriptions to online learning sites, so too is 
the learning phenomena gaining traction in the 
workplace and as people begin to realise that their 
skills will be a key factor in the future of their 
employment. There is an increase in the demand for 
access to additional training and development. With 
the vast technological changes that are underway 
coupled with the ongoing evolution of digital in our 
lives, it would seem we are moving towards an era 
where greater value is placed on learning (and the 
learned) and the future will ultimately belong to 
those who take it upon themselves (in and outside 
of work) to become a lifelong learner.

BRAND SPOTLIGHT

For many, the Blackberry was the entry point 
into the smartphone arena and for a long time 
was held in high regard as many functions were 
sheer novelty. Unfortunately, RIM was not able to 
keep up with the rapidly evolving market and on 
top of that remained steadfast about their design, 
unwillingly to make any adjustments. Once the 
iPhone was launched and reaching fans far and 
wide, Blackberry stubbornly refused to make any 
changes, not even to the touchscreen which was 
obviously what consumers were most excited by 
back then. 

KEY LESSON:  
CHANGE IS INEVITABLE

RESOLUTION 6

‘KEEP LEARNING’
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“ The illiterate of the 21st 
century will not be those 
who cannot read and 
write, but those who 
cannot learn, unlearn, 
and relearn.”

Alvin Toffler, Futurist

KNOWLEDGE-BASED INITIATIVES

TACTICS

SKILLS AUDIT

Ideal time of year to plan for a companywide 
skills audit (keeping present and future needs 
in mind). Aside from the basics of upskilling 
or re-training, businesses today need to 
focus on re-skilling as well as bringing in 
new divergent thinkers with an emphasis on 
tech, data and computers to ignite internal 
discussions.

BECOME DATA DRIVEN

It is becoming increasingly common for 
businesses to work with data scientists who 
then team up with marketers to uncover 
future growth streams. As long as the data 
is quality, literally any issue can be mined. 
Those companies that have become data 
driven continue to reap the benefits.

ONGOING IMPROVEMENT

Japanese business culture has a way of 
working known as ‘Kaizen’ which means you 
persistently look for ways to make small 
incremental adjustments along the way so as 
to improve overall efficiency. There is merit in 
this approach that will help stay at the top of 
your game.
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In a recent survey by 
LinkedIn, it was revealed 
that 57% of business 
leaders believe soft skills 
are the most important 
qualities they look for in 
new employees12.
Regardless of what industry you are in, it is highly 
recommended that you take the time to thoroughly 
assess your current position with regards to skills 
in the workplace (must vs nice-to-have) and then 
project out a couple of scenarios, one 5 years from 
now and the other 10 years and assess what skills 
are likely to be needed. Then work backwards and 
devise a plan as to how you are going to transition 
and evolve your people. If done properly, your 
analysis should help you understanding a number 
of different aspects as well as highlight where the 
priorities lie:

•  The absolute number of employees is going to 
fluctuate and the overall composition

•  The type of work will likely be the biggest reveal 
in terms of the skills no longer required (due to 
automation) and the skills needed in the future

•  Big decisions revolve around what exactly is to 
happen to current staff, ranging from a number 
of different options: upskill/reskill, redeploy, new 
hire, contract, redundancy

•  What other resources besides human labour will 
be required and whether there is a transitionary 
period if significant amounts of technology are 
involved

•  What likely changes will need to be made to 
the working environment and all the other non-
monetary factors associated with staff e.g. working 
from home

INCREASE IN SKILLS SINCE 201313:

200% 150%
more than

around

DIGITAL CRITICAL 
THINKING

25%
by

PRESENTING

60%
more than

CREATIVITY
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THE FUTURE OF WORK

In 2016 a new book hit the shelf and whilst the 
overall content was relatively simplistic (blatantly 
obvious for some), the authors share a number 
of interesting insights about the future of work, 
despite the fact that even the title alone conjures 
up negative connotations: ‘Stretch: How to Future-
Proof Yourself for Tomorrow’s Workplace’. By now, 
most are accepting of the fact that it will not be 
all rainbows and unicorns and so the title feels 
befitting of the challenges ahead to future proof 
ourselves in the workplace.

One of the key messages which stands out relates 
to employees and their attitudes: in order to 
stay relevant in tomorrow’s workplace, it is not 
recommended that anyone takes a back seat and 
just waits to see what happens – now is the time 
to take ownership and control and be in the driving 
seat of your future work prospects. They urge us 
all to, “Stretch how we learn, stretch to stay open in 
our thinking, stretch to build diverse networks and 
experiences, and stretch our motivation.” They do so 
not for vanity’s sake, rather to ensure employees do 
not become obsolete, research they unearthed that 
happens to be a large concern of ours as it relates 
to the future of work.

The World Economic 
Forum estimates that 33% 
of jobs in 2020 don’t even 
exist yet. We don’t even 
know what one third of 
people will be doing by 
then or what skill they’ll 
need to have.
DECISIONS BY DATA

One of the biggest areas in the limelight at the 
moment is analytics and all things data related. 
There is no hiding from the fact that there is a 
significant shortage of skilled workers even today 
and this will only worsen as time goes by. That 
said, many believe it would be highly advisable for 
everyone to brush up on their knowledge of at least 
how to interpret data. If you feel overwhelmed now 
by the volume floating around, brace yourself as 
there is going to be even more in the future. 

Interestingly, there has been a slow but steady rise 
in the global interest of data science as seen here 
from a search using Google Trends. The future 
is not just about being able to read the data and 
make sound decisions, it is about finding new data, 
being able to integrate multiple data sources and 
tell meaningful stories as well as learning how to 
work with technology (whether computers or even 
robots); those who can find a way to harmoniously 
synch and produce solutions to drive the business 
forward, will have a secure place in the future. 
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This area of the business is one that is going to 
see huge benefits of being able to utilise advanced 
technologies, automation, AI and machine learning 
since it will permit analysts to conduct much bigger 
pieces of analysis at a much quicker speed (not to 
mention near perfect accuracy).

At this stage the list is endless as to how and where 
analytics and data science can help businesses 
future proof themselves, the issue right now is not 
only about talent shortage but the fact that most 
are a little in the dark not knowing what they don’t 
know – time will only tell. Suffice to say, a key 
application will be to assist in better forecasting and 
planning using sophisticated algorithms covering 
vast numbers of scenarios to set businesses up as 
best as possible to cope with future change.

E-LEARNING EXPANSION 

Alongside all the developments we are seeing in the 
workplace, there has been significant developments 
in the online learning market, with the arrival of 
new brands and the expansion of industry leaders. 
For example, Khan Academy has a free, world-class 
e-learning site used by 100+ million people all over 
the world. Access to such learning at affordable 
prices is unprecedented and there are so many 
options and new ways of building confidence or 
learning something new. This brings incredible 
opportunities for all kinds of people to improve 
themselves and by doing so enhancing their 
marketability. What is becoming increasingly clear, 
is that anybody’s success in the future is dependent 
on whether they proactively become accountable 
for their future – now is not the time to sit back and 
wait for somebody else to make it happen. 

In 2015 IBM estimated  
that one third of 4.4m  

data & analytics positions 
were unfilled14.
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“ Learning how to learn” 
was highlighted by 
technologist Kevin 
Kelly (author of The 
Inevitable), as the skill of 
all skills, the uber meta 
skill that sits at the top 
of the food chain and is a 
must if you’re to survive 
anywhere in the future.

It will be important going forward to let go of any 
preconceived ideas about education and learning, 
especially relating to the start and finish line. If 
predictions are anything to go by, we are entering 
into a period of non-stop learning. In order to better 
your chances at survival, everyone will be required 
to head back to school and continue learning, or 
at the very least, embrace the idea of becoming a 
lifelong learner, taking what opportunities arise to 
build knowledge as you go.

A How much focus have you 
or your organisation given 
to softer skills such as 
emotional intelligence?

B Have you considered 
any kind of a fast track 
leadership program for your 
senior team members?

C Do you currently have any 
data scientists or roles that 
handle advanced analytics 
on your payroll?
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The power of love is widely acknowledged as is the 
fact that love is the answer to almost everything – 
we certainly need more love in the world if events 
over the last 12 months are anything to go by. Yet 
this resolution is about more than just love itself, 
it is taken on by many who are looking to improve 
relationships overall by making an effort and 
committing time and energy to someone. 

WHAT THIS MEANS

As mentioned, consumers today are very much in 
the driving seat and hold an enormous amount of 
power which also brings with it ample possibilities. 
We are currently in a period often referred to 
as the ‘distrust economy’ so it is no wonder that 
relationships are incredibly important right now. 
This lack of trust brings with it a serendipitous 
opportunity to declare love to existing or potential 
customers. Take time to consider how you can 
deepen the relationship by strengthening the bond. 
Without getting too creepy, brand owners shouldn’t 
think twice about becoming obsessed with 
customers’ every move to better understand needs 
and behaviours.

BRAND SPOTLIGHT

Many have touted Abercrombie & Fitch as a brand 
grossly out of touch with consumer tastes and at 
one point created quite a media hype, so much so 
that critics believed customers turned to hating the 
brand due to the offensive imagery portrayed. Not 
that far back, this was a relatively cool brand that 
had many loyal fans who soaked up the exclusive 
preppy look of the model-like brand ambassadors 
in the 90’s but they eventually became irrelevant 
and not part of society. Consumers were very 
vocal, wanting a less ‘shiny’ brand, one with 
greater authenticity. Sadly, none of this was taken 
seriously and this then became the catalyst to the 
subsequent demise of the brand, at one point voted 
the 2nd most hated brand in America. 

KEY LESSON:  
LISTEN TO CUSTOMERS

RESOLUTION 7

‘MORE LOVE’

http://thebhive.com.au


thebhive.com.au42

CONSUMER-CENTRIC ACTIVITIES

TACTICS

CUSTOMER JOURNEY

Permission now granted to become slightly 
obsessive about customers and journey maps 
are a perfect tool to help you dig deep into 
understanding deeply understanding journey 
maps offer a far comprehensive overview 
of where your brand fits into their lives and 
who/what else surrounds you.

REAL-LIFE IMMERSION

It’s shocking to think that marketers spend 
so little time in the consumer’s world. Only 
by observing them in-situ will any compelling 
human insights be uncovered which can feed 
into innovation planning. Having an ongoing 
dialogue with your target audience is crucial 
to remain relevant and able to survive in the 
future

TRIAL CO-CREATION

There are various examples of this type of 
initiative happening across industries and 
overseas and can be executed in different 
ways whether full in-person collaborative 
approach during innovation or regular check-
in’s. The point is not how it’s done but to 
initiate the idea and engage consumers

WALK IN THEIR SHOES

In any discussion about what makes an iconic 
brand or which brands are at the top of the league 
tables, there are a few that typically always come 
to mind: Virgin, Apple, Zappos, Amazon. That’s for 
a very good reason since they all have one thing 
in common – they live and breathe customer 
centricity. To be clear, this is not just about great 
customer service, it is much more than that and 
it is highly likely that these organisations have 
painstakingly gone through their customers’ 
journey and ensured they are over-delivering every 
step of the way. 

While we might not be sure what the future of 
technology is, the one thing we can be sure of is 
that truly understanding the customer – mind, 
body and soul – needs to be at the heart of 
business strategy. Customers are people and 
what makes people uniquely human is that they 
have emotions. Tapping into this can yield huge 
benefits for a business as this stat on the right from 
Deloitte alludes to – but be sure to get it right with 
employees first.

Customer-centric 
companies are 60% more 

profitable compared to 
companies that are not 

focused on the customer15
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HEALTHY OBSESSION

To help future proof your business there needs 
to be a collective effort across the organisation 
to think differently and consumer insights. They 
are experiencing 2 forces at play: firstly, decision 
making is becoming increasingly sub-conscious, 
maybe even non-conscious; secondly, consumers 
are very switched on now to market research and 
so skilled practitioners need to find new ways to 
uncover compelling insights. To find rich, deep 
human truths that affect brand choice, requires a 
new suite of tools, techniques and methodologies. 
For example:

•  Implicit tools that reveal more meaningful 
truths about behaviour can be derived from an 
understanding of what consumers don’t say, such 
as monitoring speed of response to different 
stimuli

•  Tracking a person’s actual behavior rather than 
relying on a version of their stated behavior 
is a far more accurate predictor of the future, 
especially illuminating when comparing on and 
offline and also tackling sensitive topics

•  Analyses of unstructured data such as images/
photos and videos (from social media) can be 
incredibly powerful, and can now be ‘translated’ 
via smart technology into quantifiable data which 
is much easier to diagnose on a mass scale

•  Technology clearly plays a big role in all of this 
but especially when you consider the volume of 
data that is now potentially available through 
connected devices and the outputs from 
wearables

The aim is to gather a more intimate understanding 
of your customer, some might call this having 
a ‘healthy obsession’, regardless, by immersing 
yourself into their ‘real’ life and disrupting the usual 
way of conducting research is a surefire way to 
figure out what your customer needs.

WORKING TOGETHER

Co-creation with consumers or anybody else 
external to the business has been around for many 
years and has been embraced by companies far and 
wide – some with great success and others being 
left in a worse position. Fast-forward to today and 
the dynamics we are currently operating in, it would 
seem another opportunity to enhance relations 
with customers and the approach can be adjusted 
according to the particular needs of the business. 

There are also many agencies (design and 
research) that also buy-in to the benefits of co-
creation in helping their clients come up with new 
ideas or work through brand issues. Regardless of 
who is working with the customer on joint projects, 
there are a few key factors to bear in mind if you 
want to maximise outputs:

•  Carefully selecting who it is you are going to invite 
into the boardroom – a typical starting place 
would be fans on social media and not just people 
who ‘like’ the brand but seek out those who truly 
support and promote the brand in a positive way, 
kind of like your online ambassadors

•  Outlining upfront exactly what it is your hoping to 
get from participants sounds obvious but the more 
clarity from the go-get will help in the long-run as 
well as clearly communicating any parameters or 
guidelines so as not to go off track

•  Having a solid yet flexible framework is crucial 
not only to stay focused and ensure both parties 
get the most out of the experience, but there are 
proven models out there that help navigate these 
kinds of discussions such as Design Thinking.
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It is likely that the concept of co-creation is here to 
stay and if a business (just like those to name but 
a few) can fathom how to do it right, then we know 
the benefits can be bountiful (not to mention the 
significant costs that can be saved in R&D). 

That aside, it is a healthy and worthwhile tactic 
just going through the process of having outsiders 
grapple with your biggest issues. 

Brian Solis, author of The End of Business as 
Usual, sends a crucial message to all businesses 
who are looking to future proof their brand that the 
relationship between organisations and customers 
will only have a chance at success in the future 
if it embodies customer centricity – he refers to 
The C Generation which he goes on to explain are 
‘connected’ consumers and this approach is the 
only way to win their hearts and minds. 

“ Starbucks Coffee is the #1 
purveyor of coffee in the 
world. We are here to educate 
and enhance the best possible 
customer experience. Our 
coffee is exceptional, yes, 
but emotional connection is 
our true value proposition. 
Starbucks is not a coffee 
company that serves people. 
It is a people company that 
serves coffee.”

Howard Schultz

Whilst not covered in great detail within this 
paper, there is much to be gained from having a 
comprehensive segmentation study in place so as 
to (a) better understand the intricacies of different 
consumer typologies and (b) to help businesses 
prioritise which segments offer the greatest 
potential, and which should be left un-resourced – 
there is, after all, only so much love to go around!

A Have you historically 
created opportunities for 
the consumer (literally) to 
come into the boardroom 
and work with you?

B Are there any data sources 
that you do not currently 
have but wish you could get 
access to?

C What system, if any, do you 
have in place to be able to 
monitor, track, diagnose 
and act upon social media 
diagnostics?
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Quick Recap

  LOSE WEIGHT 
 Maybe it is time to start thinking about 
shedding any undesirable mindsets 
lurking in the organisation that could 
potentially thwart future success?

CARE MORE 
Have you got your employees 
best interests at heart and is your 
leadership team solid enough to be 
able to ride future storms?

TRAVEL OFTEN 
Do you have a rigorous plan in place 
for additional revenue streams that 
also involves an innovation portfolio?

BE FITTER 
Has there been enough of a 
commitment to embracing smart 
technology to allow the business to 
compete with confidence in the future?

GET ORGANISED 
How much internal red tape could be  
rectified by embracing the latest ways 
of working in the current climate? 

 KEEP LEARNING 
How prepared is your business for 
imminent automation and how are you 
helping to develop your key asset?

 MORE LOVE 
Does the customer sit at the heart of  
your business and do they have a 
voice across all functions?

As with the new year resolutions 
you make in January, the point is 
not to feel overwhelmed by taking 
on all of these initiatives, but 
importantly having discussions with 
your leadership team as to what the 
2 or 3 top priorities are – focus and 
commit to them but also be mindful 
of the other resolutions to ensure 
you are as rewady as you can be for 
the future.
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Final Word

Clearly there is no escaping the future. There is 
also no way to avoid change and further disruption. 
To try and ‘protect’ any business to avoid all this 
is a futile exercise. However, it is possible to 
‘renovate’ your business and prepare for whatever 
the future holds. By digging into the seven 
previously mentioned areas of business will lay the 
foundations for creating a future-ready organisation 
that will have a much better chance at tackling any 
kind of disruption that will emerge.

The point is not to fix all of these issues but instead 
to at the very least, start to invest time in each 
and try different things to see what impact can be 
achieved. By understanding your position today, 
you have a better chance of being able to handle 
future challenges which is why as a start point you 
should take the assessment test at the end of the 
paper to see where your most urgent matters lie. 
Of course, there will be plenty of tactical changes 
that will need to be implemented but above and 
beyond, one of the key issues to get right from the 
go-get is ensuring the companywide mindset is all 
on the same page – without it, no matter how hard 
you try or how big your other changes, the business 
will always struggle when company attitude is not 
aligned. 

Trying to find the time to do all of this whilst trying 
to physically run a business can be a challenge for 
most but making sure you have the time to think 
about the future is crucial to create a future-ready 
business. Nobody knows this better than the brains 
behind Virgin and Richard breaks it down and 
makes it sound so simple: 

One of the easiest ways 
to do this is simply to 
start a conversation 
and invite others to join. 
Through our ‘Virgin 
Disruptors’ programme, 
we regularly ask experts 
from both inside and 
outside our team to 
discuss cultural tensions 
and innovations in a 
particular industry.
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There are many other variables not covered in this 
paper that play their part in the future success 
of Australian business such as the education 
system, government spending and support as 
well as relationships between public and private 
industries. That aside, if you can start to at least 
think differently, then that first step goes long 
way to shifting perceptions as indicated in the 
image: become customer obsessed, create the 
right mindset from top down, develop leading 
skills and ensure your innovation goes beyond just 
technology.

At the end of the day, yes, the future does seem 
daunting if not a little scary, but just changing your 
lens and looking behind all the fear, lies an endless 
amount of opportunities that are up for grabs no 
matter what size or what kind of business you have. 
So, what are you waiting for? Write down your 
priority resolutions, start making plans for change 
and more than anything, enjoy the ride that 2018-19 
brings!
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HOW 
FUTURE READY  

ARE YOU?

START YOUR ASSESSMENT 

ASSESSMENT TOOL

http://thebhive.com.au


thebhive.com.au49

How Future Ready Are You?
START YOUR ASSESSMENT 

HOW TO USE THE TOOLIn just a few minutes by completing 
this short assessment tool, you’ll see 
just how prepared you are for the 
future and where, if at all, your weak 
spots lie.

There are seven topics covered 
by the tool

Each topic has one statement 
and three responses

Answer which you feel the 
strongest pull towards

Count up how many A’s,  
B’s and C’s you got

At the end is a short diagnosis

ASSESSMENT TOOL
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1. Mindset

Having the right mindset is  
crucial for any organisation who 
is serious about future success.  
A growth mindset rather than one 
that is fixed is imperative today 
as well as cultivating a culture 
which is conducive to innovation 
and fosters collaborative ways of 
working so that creative minds 

can flourish.

  We are quite a conventional 
company and have a preferred 
way of doing business which 
some might call old-school but 
employees are pretty happy.

  My organisation is focused on 
core business, delivering KPI’s, 
meeting milestones and avoids 
consuming energy on anything that 
is considered non-core activities.

  My culture encourages people 
to think differently and work 
freely; it’s a place where you can 
go out on a limb knowing you’re 
supported throughout the good  
and bad times.

A

B

C
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2. Strategy

The approach any business puts 
in place to help achieve strategic 
goals in the short and long term 
will have a huge impact on how 
future-ready it will be. A key 
factor in success is capitalising 
on emerging trends and insights 
where growth opportunities 

reside. 

  We have an action plan for the next 
12 months, monthly targets and 
our focus is on core business. 

  I know the business has a plan 
which is set in stone at the start of 
the year and I’m pretty sure we tick 
most of the boxes when it comes 
to reaching our financial goals and 
bettering our existing processes 
and margins. 

  Everything our organisation does 
takes into consideration all those 
involved and we go above and 
beyond to seek out new business 
opportunities and revenue lines 
that require upfront investment. 

A

B

C
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3. Systems

How an organisation operates to 
gets things done and what steps 
it takes to strengthen it’s ability 
to innovate greatly influences 
the level of success that it can 
achieve in the future. Everything 
from day-to-day functions, 
systems and processes, how 
decision-making is dispersed 
and the pursuit to do more than 
drive business efficiency and 
effectiveness.

  We have an adhoc innovation 
system which generally sees a few 
ideas tested and developed each 
year although the time taken to 
move from invention to commercial 
exploitation could be years in the 
making. 

  We are currently going through 
an expensive and challenging 
stage where the business is 
becoming more digital and mobile 
focused and re-inventing products, 
processes and services. 

  Our open and network structure 
allows ideas to flow regularly 
and we have developed a reliable 
innovation system, we are a 
learning organisation and we see 
innovation as increasing our output 
and shareholder value, a key 
indicator of sustainability. 

A

B

C
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4. Talent

An organisation’s workforce is 
one of, if not the, most valuable 
asset and having a diverse blend 
of employees will undoubtedly 
affect performance in the future 
and the right talent management 
strategy extends across the 
business whether attracting or 
maintaining employees.

  Retaining our top talent, managing 
turnover to minimise loss of 
corporate knowledge and investing 
in training and development is 
essential. 

  We have created a more inclusive 
and open working ecosystem that 
facilitates a more collaborative 
and flexible way of working that 
appeals to all demographics

  Our workforce is a blend of interim 
and permanent workers, we 
offer flexible working conditions 
and are advocates for working 
across departments and levels, 
to experiment with new ideas. We 
empower our people to contribute 
their ideas in meetings or forums 
to encourage an inclusive, open 
and cohesive culture. 

A

B

C
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5. Technology

Since technology now plays such 
a significant role in all aspects of 
business internally and externally, 
gone are the days of IT procuring 
laptops and fixing computers. 
Technology now drives operations 
at every level of the organisation 
and IT is now a linchpin in helping 
transform organisations. 

  We only have a few tech guys 
in the office but they are always 
happy to help when there’s a 
problem with your computer or you 
need some new software.

  Almost everything we do nowadays 
involves our technology team and 
the team has tripled in size, they 
are a huge support for the flow of 
day to day business. 

  Our IT department has shifted from 
a cost centre to a business partner 
across our organisation and we see 
managing technology as a strategic 
asset and critical to the future of 
our business.

A

B

C
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6. Skills

The business world is changing at 
an unprecedented speed and so 
too are the necessary capabilities 
required to keep-up. How quickly 
your workforce can adapt to 
these changing needs and more 
importantly how businesses can 
support employees through this 
transition is one of the keys to 
future success. 

  There are a few different ways that 
staff have access to education and 
development and the more senior 
you become the more opportunities 
you have to learn.

  We have a good mix of internal and 
external learning opportunities 
that occur every other month and 
staff can ‘apply’ to attend specialist 
development programs.

  Employee development is taken 
very seriously from the onboarding 
on day 1 to the range and styles of 
learning options, exposure to cross 
functional teams and projects, and 
a proactive plan to help fine-tune 
and develop their skills. 

A

B

C
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7. Customers

Organisations have never been 
so intensely focused around 
the customer and their needs 
as they are today. In order to 
be future-ready, it is critical to 
cement decision-making across 
all business functions that impact 
core segments as well as help 
identify emerging customer 
opportunities.

  We have a bi-annual online 
tracking study which provides a lot 
of data about customer attitudes, 
perceptions, usage and behaviours.

  There is a vault of data we have 
access to and mostly we are able 
to respond in a relatively timely 
manner should there be any 
significant changes in market.

  Many different kinds of data 
streamlined and disseminated 
regularly but key for us is hosting 
consumer forums every quarter 
with key stakeholders and even 
partners.

A

B

C
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Results

MOSTLY A

MOSTLY B

MOSTLY C

Review assessment with all senior 
management and agree a way forward.

ACTION

Identify 2-3 weak spots impacting the 
business today and put rigorous future-
ready plans in place over the next 6 
months. 

ACTION

Assess what areas can be improved in the 
short term and plan to tackle the weakest 
to gain further competitive advantage. 

ACTION

Unfortunately there is much work to be done. It 
appears your business is not fully aware of the 
dramatic changes taking place out in the real world. 
There is little evidence of change or progress which 
means there is a strong chance that your business 
is going to suffer sooner rather than later. 

Your efforts should be commended.  
It seems your business has started to take the 
necessary steps to ensure it remains competitive 
in the future although there are some areas which 
clearly need some level of attention if you are 
serious about being future-ready. 

Congratulations for being one step ahead.  
It appears your business is well informed about 
future developments and has taken a variety of 
steps to ensure the staff and business are as ready 
as they can be for anything that comes their way, but 
now is not the time to be complacent.

For additional detail around what this diagnosis means,  
contact The B Hive at enquiries@thebhive.com.au

http://thebhive.com.au
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The B Hive is a business transformation consultancy 
that helps people and businesses to transform, 
perform, grow and innovate their way to ongoing 
success. We work across three areas to help 
people and businesses future proof themselves 
against the rate of technological change.

BUSINESS 
OPTIMISATION

GROWTH INNOVATION

As Hospitality & Tourism industry specialists with 
extensive experience across all areas of business, 
The B Hive provides strategy, direction, planning, 
implementation, advice, insights, education and 
mentoring to people and businesses at all stages, 

from start-up to established. The B Hive is focused 
on delivering real outcomes for individuals, your 
people and business. And, by providing business 
optimisation, growth and innovation, education 
and insights services and initiatives, we offer a 
path to transformation for businesses and people 
so that they become agile and competitive, and 
can withstand disruption and adapt more easily.

Today, people and businesses are faced with 
ever-increasing levels of volatility, uncertainty, 
complexity and ambiguity, with many people, 
employees and leaders alike, either unaware of 
feeling ill-equipped to deal with this dilemma.

At The B Hive, we believe that to be successful  
now and into the future, people and businesses 
must jump on board the Path to Transformation.

About The B Hive

For more information about The B Hive’s  
Path to Transformation or anything else 
covered in this paper, please contact:

Tammy Marshall 
Managing Director 
The B Hive 
E: tammy@thebhive.com.au 
W: thebhive.com.au

INNOVATION TRANSFORMATIONGROWTHOPTIMISATIONOPERATION

INNOVATION TRANSFORMATIONGROWTHOPTIMISATIONOPERATION
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