HOW HUMAN IS
YOUR ORGANISATION?
7 HEALTH-CHECKS TO HELP TRANSFORM YOUR
BUSINESS AND ENSURE FUTURE SUCCESS

TAMMY MARSHALL
THE B HIVE, MANAGING DIRECTOR
1

thebhive.com.au

CONTENTS

Synopsis

3

Introduction

4

Drivers of Change

5

(Health) State of the Nation

7

Thrive, Survive or Die?

8

The 7 Human Health Checks

9

Human Health Check #1: Heart

10

Human Health Check #2: Eyesight

15

Human Health Check #3: Hearing

20

Human Health Check #4: Blood

25

Human Health Check #5: Bones

30

Human Health Check #6: Brain

35

Human Health Check #7: Weight

40

Doctor’s Verdict

45

The Humanator Assessment Tool

46

About The Author

51

References & Sources

52

2

thebhive.com.au

SYNOPSIS: WHAT’S UP DOC?

“We can’t solve problems by
using the same kind of thinking
we used when we created them.”

By focusing on being more human and revisiting
the roles people play inside their business,
organisations can take the necessary steps to
revitalise the current operations and ensure
success in the future is optimised. This will require
taking into consideration issues such as training,
values, structure, systems as well as going back
to basics and looking at the company’s core
purpose and whether this is still relevant today.
The degree of success may be anticipated by the
extent to which each of the aforementioned issues
are addressed through a new lens, one which
is more human-centric. It is fair to say that the
most critical goal is to better understand how to
harness technology to increase humans’ unique
capabilities such as creativity, innovation, empathy
and communication.

Albert Einstein
No matter the industry, it is widely accepted that
business today is equally more challenging as it
is exciting. We live in more complex times with
increasing fragmentation combined with slowing
economic growth. Despite this, recent years have
also brought extraordinary change, one of the most
remarkable is the shift in focus towards ‘purpose’,
that is, brands and employers going out of their
way to become more meaningful. Today, there is
mounting evidence that those who make the leap
do eventually prosper. This brave new world also
includes greater empowerment, life-long learning,
the balancing act between hi tech vs hi touch and
at the core is a growing conversation around the
importance of humans in the workplace.

All the developments we have witnessed over
the last few years, combined with changes on
the horizon, means this new human-approach
should not just be a ‘maybe-one-day’ strategy,
but instead the top priority for any organisation.
The benefits are clear: brands are able to improve
customer service, teams have better health which
leads to less absenteeism and will undoubtedly
have an impact on productivity, engagement and
overall retention. Regardless of size, geography or
industry, businesses must act now and make the
decision to do things differently, seek advice, talk to
their staff and step by step implement change that
is appropriate for their organisation.

This new era, otherwise referred to as the
4th Industrial Revolution, is less well-known,
unbelievably more competitive, completely
unpredictable mostly because the ‘rules’ have
been thrown out. It is imperative that businesses
discover and adopt new ways of thinking and
working, that is if they have a desire to survive, let
alone thrive. As new players enter all facets of the
business world, we see many corporate ‘dinosaurs’
fall to the wayside, at least those that are unwilling
or unable to embrace change. To pull through and
compete in the future, organisations need to rethink much of what they have been doing for the
last decade, particularly with regards to how they
utilise the power of technology and automation
alongside their greatest asset, the workforce.
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INTRODUCTION

“Organisations that put humans
first, seeing the unique human
qualities as their secret weapon
and holding the societal ecosystem as sacred, have found
the real source of competitive
advantage”

It seems we are reaching a tipping point when it
comes to all things human, so much so that it was
recently considered the next marketing buzzword
and in an article published in Marketing Week
that raised the curtain further: “societal shift in
relationships requires brands to behave like humans
in order to connect with consumers and build trust.”
Right now, this conversation has broken through the
walls of marketing and is rapidly becoming the topic
of the day hence the urgency for all organisations
to jump on board this bandwagon and prepare
themselves.

Unilever, EY and the B Team
Historically, organisations were mostly run to be
as efficient as possible with the sole purpose to
generate profits – people simply went to work
and did what they were told. As information
technology advanced over the years, work-life
was transformed and so the dynamics between
employer and employee shifted. Decades later,
it is clear that employees need something more
from work if they are to thrive in what they do.
The pressure has steadily built for employers to
address the situation by listening to what their
employees need whilst at the same time taking into
consideration emerging trends impacting the very
nature of how business is done.

Organisations that want to succeed in the future
will need to embrace new ways of thinking and
working, whether that be creating a workforce
full of lifelong learners; implementing a system
that allows for co-creation with consumers;
embedding internal processes that are grounded
in human centered design thinking or finding the
right balance between robots and people. The holy
grail is utilising automation to re-humanise the
workplace rather than dehumanise it. This paper
intends to look at all the variables causing such
dramatic changes and importantly outline what it
will take for organisations to become more humancentric in the future.

Over the last few years there have been more and
more organisations stepping up and proclaiming
their humanity or at least, showing the rest of the
world just how human their company is. Chevron
talks about being the human energy company; Dow
is the human element; JetBlue claims to ‘air on the
side of humanity’ whilst Samsung is designed for
humans; Cisco is the human network and the list
goes on.

It is time to put an end to the ongoing (some might
argue pointless) debate around when the robots are
coming to take over the world. The reality is robots
are already here. Instead, the debate needs to shift
gears and re-focus on how humans can embrace
technology in the future to maximise the potential
benefits for themselves and the company they
work for. In order to do this though, organisations
need the right culture in place and need to adjust
their mindset into believing in the importance of a
human-centric approach to business.
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Whether we like it or not, the digital world has
already transformed our lives significantly in how
we work, live, shop, entertain and how our country
is run not to mention how we manage our money,
health, security and even love lives. The speed at
which people, markets, industries and the like are
unfolding should send alarm bells to any business
who wants a place in the future. The topics
outlined in this paper provide some much-needed
context to facilitate discussions to help identify
problems, find solutions and above all else, avoid
being left behind.

DRIVERS OF CHANGE
“In this current era of business
process transformation, AI
systems are not replacing us;
rather, they are amplifying our
skills and collaborating with us
to achieve productivity gains
that have previously not been
possible.”

At the end of the paper there is a simple
assessment tool (‘The Humanator’) which allows
you to better understand how human your
organisation currently is and provides guidance on
what the key focus should be going forward to help
optimise future success.

Accenture
There are many factors influencing the way in
which organisations, workplaces and indeed
employees are evolving around the world, far too
many to cover comprehensively in this paper. That
said, some of the more prevalent dynamics that
are likely to have a greater impact on shaping the
future include:

HUMANATOR
ASSESSMENT TOOL

EVOLVING WORKFORCE COMPOSITION:

7 HEALTH-CHECKS TO HELP TRANSFORM YOUR
BUSINESS AND ENSURE FUTURE SUCCESS

As the demands from workers continues to shift,
organisations will need to be offering greater
flexibility when it comes to employment packages
and must keep an open mind when it comes to the
overall make up of staff e.g. far more likely to be
successful if a ‘contingent’ workforce is adopted
which means having a variety of part/full time,
contractors, freelancers, job-shares etc...
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CHANGING NATURE OF WORK:

ECONOMIC AND POLITICAL DYNAMICS:

The collision of the changes expected in the
workforce composition together with the impact felt
once robotics are implemented, will dramatically
change the skills individuals and organisations must
have in order to maintain any degree of competitive
advantage. There are many approaches businesses
can take to manage this transition whether
re-skilling, up-skilling, creating entirely new roles,
outsourcing or even sub-contracting in a completely
different country – the important first step is to find
out (a) whether people have any preferences and (b)
what ultimately will be right for the business.

Globalisation continues and there will be new
business models popping up at the same time as
sustainability gathers momentum and unexpected
‘voices’ will be heard that previously have been
drowned out. Very likely that we will continue to
see a growing divide when it comes to economic
equality and the imbalance of wealth and ownership
will reach record levels, ultimately impacting
the economy – the catalyst to governments and
leading enterprises sitting down for talks about
collaboration and trying to find mutually beneficial
solutions.

SMART TECHNOLOGY AND AUTOMATION:

ENVIRONMENTAL ISSUES MOUNT:

There will be a growing presence of robots in the
workplace which in turn will lead to widespread
job losses. However, what must also be taken into
consideration is the role organisations can play when
it comes to managing terminations and supporting
employees through some form of a transition
program, to either stay in a different capacity or find
alternate work outside. Not forgetting, that all the
time they must continue to promote the benefits of
creating a work environment that harnesses the
power of both technology and people.

More and more we are seeing debate in this space
be more than just ‘green matters’ in that the whole
discussion around sustainability has a far greater
degree of complexity about it than just concerns
about the environment and extends to the greater
planet. The pressure will be on for all organisations
to embed ‘good behaviour’ into their DNA and
effortlessly demonstrate across all operations that
they are going above and beyond to help the cause.
Needless to say, organisations are going to be
feeling a lot of pressure in the coming months and
years when it comes to many of the forces just
outlined. Half the battle will be taking the first step
to actually acknowledge that they exist, then figure
out how to overcome the challenges.

EMERGING SOCIAL PHENOMENON:
Highly probable that businesses are going to find
themselves with five generations all working under
the one roof, each with a different set of expectations
and attitudes. Whilst this brings many challenges
that will need to be addressed, organisations need
to also brace themselves for the opportunities this
unique situation offers and should work quickly to
ensure they are able to utilise the wisdom from the
older workers and combine with the brave creativity
the millennials bring.
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(HEALTH) STATE OF THE NATION

“Business as usual is no longer
an option. The old models of
doing business just don’t work
anymore and there is a vital
role for entrepreneurship and
business leadership to improve
people’s lives.”

Today, many organisation structures, systems and
processes do not appear to be helping, nor is any of
the technology that has been put in place, supposedly
to improve the lives of employees. Instead, internal
politics and bureaucracy contribute to slowing
progress down and igniting conflict in the office
due to the silo mentality. When people are feeling
overwhelmed by the sheer volume of work and you
combine this with outdated technologies, it is no
wonder that many people are having to work longer
hours which subsequently puts pressure on home life
and in some cases can become so challenging that
people’s health and wellbeing are compromised.

Sir Richard Branson
So where does this leave us? The unfortunate reality
is that businesses today are finding themselves
in increasingly vulnerable positions which in turn,
of course, has a negative impact on those in the
workforce. It is fair to say that virtually no type of
organisation is exempt from feeling the effects, but
naturally some drivers will affect others to a greater
degree, some will be easier to resolve, and some
will have an ongoing impact. Sooner or later most
businesses will have to face the fact that across the
board many employees feel less engaged with their
work. For a long time, most companies may have
thought that this is not the end of the world and
HR can do something ‘fun’ to fix this, but mounting
evidence suggests that this is a much bigger task
than ever before. A workforce complaining of higher
levels of stress due to bigger workloads, less
resources and more complex work, cause a dominoeffect which leads to a rise in absenteeism, reduction
in productivity as well as increases in office toxicity.

For employees around the world, the current
‘mood’ is one of depletion, feeling uninspired and
suffering from stress. Constantly being told by senior
leaders to ‘do more with less’ is never going to be
sustainable and will inevitably lead to either poor
quality work or worse, could lead to a rise in the
number of accidents at work.
This paper will enable business leaders to see for
themselves that power-based, task-driven operating
via command-and-control principles, will not amount
to anything nor is it what anyone wants in the
future. Instead, the pages that follow will hopefully
demonstrate that organisations grounded in purpose,
built on compelling values and guided by a moral
compass with the best interests of both the workforce
and their surrounding communities; embodies a
culture which permeates every inch of the business,
evident by engaged employees, inspired leaders all
collectively driving success with a long-term vision.
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THRIVE, SURVIVE OR DIE?

“Technology is changing the
nature of work in many ways,
but businesses and society still
depend on the resilience and
creativity of human beings for
their success.”

to contribute in making people’s lives better by
transforming workplaces so that they become
thriving hubs of passion, innovation and creativity.
The road ahead requires a significant amount of
time, energy, commitment and resources, not to
mention sheer grit and determination, but will all
be worth it in the end.
In ‘What To Do When Machines Do Everything’, the
reader is taken on a whirlwind journey through all
the complexities of business today and is left with
a very straightforward decision to make, one that
simply boils down to business leaders choosing
which path to take, each has remarkably different
outcomes:

Paul Polman, CEO, Unilever
There’s a definite sense that we are at a turning
point where dramatic change has the potential
to cause a major divide: those that rise and
transform by taking action versus those that fall
and decline because they did nothing. The topics
covered in this paper will inevitably challenge
organisations sooner or later. Perhaps the most
pressing discussion centers around people and the
idea that human-led organisations provide a new
way of thinking and operating that moves us away
from human resources and more towards human
beings.

1. Easier route of adding projects will
undoubtedly lead to burn-out and decline, as
the business will be consumed by the neverending technological developments;
2. Despite riskier, will require the business to
overcome many challenges, adjust ways
of working to become more inclusive and
collaborative.

Challenging any action, however, is the divide
amongst senior leaders when it comes to what
needs to be done and how. Last year one research
study reported that around two thirds of CEOs from
a variety of industries, place more value (and by
doing so greater importance) on technology than
with people. This thinking is concerning on many
levels, not least for the employees who work at any
of these companies. It is not about either/or, but
about how we creatively blend the two together.

We are currently at crossroads, and business
leaders across the world must take the time to
seriously think about which direction they are
going to take and fully understand the human
implications of all their choices. Being more
human at work is what the future needs and the
momentum for changing the narrative to be more
focused on people is becoming more evident.
Will the business world self-correct or will we be
taken over by technologies? Is the notion of being
purpose-led just a flash in the pan? What exactly
are the steps necessary for organisations to take to
this quest to become more human? Hopefully this
paper will answer most if not all of these burning
questions, and the rest is up to you. Are you ready
for the challenge?

To be prepared for the future, there needs to be a
major mindset shift – moving away from outdated
practices and beliefs such as businesses being
purely driven by profits for shareholders. Instead,
there needs to be a clearer understanding of what
incredible potential is available for businesses
8

thebhive.com.au

WHAT IS THE HUMAN
HEALTH-CHECK?

67%

“ We should automate work and
humanise jobs. Let’s give the
mundane to the machines and the
purpose back to people.”

Of CEOs in a Korn
Ferry study, believe
that technology will
create more value
than human
capital1

Matt Hancock, UK MP
We all know how important it is to take care of
our own health – some take this very seriously
and every year will take the necessary steps to
ensure their health is optimal: by eating right,
exercising, getting enough sleep, drinking gallons of
water and squeezing in the odd bit of mindfulness
whenever there’s a quiet moment. Anyone in charge
of an organisation will also know how important
regular check-ins are with the many different
business functions.
Just as there are a number of priority health checks a
person can undergo, so too are there a set of factors
that any organisation wishing to thrive let alone
survive in the future, will need to tackle and address
in the not too distant future. For the purpose of this
paper, the health check analogy has been bridged
between human and business with interesting
parallels. From ears that represent listening to the
customer and the human heart symbolizing the core
purpose of a business to the blood that runs through
our veins reflecting the culture that runs through any
business.
In no particular order, each human health check will
bring to life a critical area that organisations need
to address face-on today, if they want to be around
tomorrow. In keeping with the theme, you will see
what’s under the microscope and be able to read
about key observations, learn from case files, receive
doctors’ orders and eventually receive a detailed
prognosis together with your own prescription to
ensure the health of your business is in tip top shape.
9
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HUMAN HEALTH-CHECK #1
HEART=PURPOSE

“Purpose is not just a fad
or feel-good notion. There’s
ample evidence to demonstrate
it is actually good for your
shareholders: the report stated
that purpose-led companies
outperformed the S&P500 by 10
times between 1996-2011.”

SPOTLIGHT

Ernst & Young, ‘Winning with Purpose’

There has been much focus around organisations
becoming more transparent with their mission and
vision, not only because it provides a great vehicle
to help unite workforces, but because it also sends a
positive message to customers, partners, suppliers
and increasingly even potential talent. More recently,
there have been published papers which even go
so far as to say that almost 9 in 10 business leaders
believe that companies with a compelling purpose
eventually will reap the rewards as seen on the
bottom line assuming their intention is more than
just making money. Patagonia is quite possibly the
living embodiment of this thinking around the world
– ever since the company existed it has been first and
foremost about supporting environmental causes
and to this day still makes honourable gestures with
profits, giving back to worthy causes.

Whilst not every company has a perfectly articulated
‘purpose’, the majority would nevertheless be able
to describe either why they got into business in the
first place or what it is that makes their particular
company stand out from the rest. Just as the heart
is a crucial part of the human body, which needs
attentive caretaking, so too does a business need to
invest time to fully explore what it is that gives them
meaning.

The start point, relates to one of the most important
(and frightening) health checks that many people
will have to undertake at some point in their life, and
that is the heart. Just as our human ticker is central
to virtually everything that we do, so too is what a
company purports as being its purpose, or reason for
being.
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HUMAN HEALTH-CHECK #1 HEART=PURPOSE

Given the amount of time we spend at work, many
people are becoming increasingly attracted to
companies they can identify with and feel proud
to work for. As we continue to ‘disconnect’ from
our lives, the trend towards people wanting to
authentically connect and by doing so feel part of
something bigger, continues to build momentum.
Understanding what a company stands for helps
create a sense of belonging.

87%
of business leaders
believe companies
perform better if their
purpose goes beyond
profit2

Building on this idea that people are becoming
more disconnected and so craving the need to
belong; so too are we seeing more evidence which
suggests people are looking to companies to
provide meaning in their lives. This behaviour
is especially true for millennials which will
undoubtedly reach a tipping point fairly soon since
this group will represent an astounding 75% of the
total workforce by 20253. This is rapidly becoming
an important element of a company’s pitch to
potential employees who are wondering how this
company could help support them in their quest to
make a difference.

OBSERVATIONS
As company’s become more transparent, sharing
values and opening up about what they stand for
as well as what contribution they are making to
the world, there is equally a much-heated debate
going on behind closed doors regarding employee
values upon which the company was built. There
is an ample amount of evidence that relates to the
importance of defining company and/or employee
values as well as proof that it is not just a ‘niceto-have’ but actually something that can drive real
impact. Bain & Co published results from one of
their studies in the Harvard Business Review which
suggested inspired employees over-deliver (by
an incredible 225%) when they are aligned to the
company’s purpose and values.
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HUMAN HEALTH-CHECK #1 HEART=PURPOSE

CASE FILES

The US car riding service Lyft, rival to Uber, distinguishes itself as a
brand built around core values. From the beginning their mission has
been to improve people’s lives through the world of best transportation
which perfectly accompanies their vision to reinvent cities around people,
not cars. It’s not difficult to notice the fighting spirit of this challenger
brand in the way it presents itself to the world, and to date, is putting up a
very good fight against Uber. The company has grown rapidly and much
of their success they believe is down to strong values and employee
culture that ‘fosters human connection and feel-good experiences’. You
certainly notice this by the sheer fact that most passengers get in the
front seat, whereas with Uber they mostly ride in the back.
What an incredible year for Intrepid, the world’s largest adventure
travel company, finally achieved personal greatness by becoming the
world’s largest B Corp, now sitting alongside so many other impressive
organisations who also want to define success other than just the
bottom line. This is truly a landmark moment not only for the company
themselves but for the travel sector overall, as it really puts everything
out on the table to be thoroughly scrutinised. This victory should pave
the way for other travel companies to fully embrace all aspects of
the sustainability movement. It also acts as a very clear message to
potential customers just how serious Intrepid is about protecting the
environment and doing the right thing.
US based, JUST Capital, was created to help individuals, companies
and markets make better decisions by doing the right thing and
by monitoring a comprehensive set of behaviours that have been
identified as being important to your average American. Last year,
Adobe was fortunate enough to rank in the top 10 of America’s most
JUST companies and was particularly called out due to the efforts
Adobe makes with regards to employee wellbeing and the products
and services it manufactures for their customers. That said, special
praise was also given to the tech giant for commitment to diversity
and inclusion which forms a significant part of their company purpose
captured in one value: ‘Own Your Own Career’.

12
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HUMAN HEALTH-CHECK #1 HEART=PURPOSE

DOCTOR’S ORDERS
START / CONTINUE
As more focus is placed on purpose-led organisations, evidence would suggest
that when time is taken to establish an authentic meaningful purpose, a positive
impact will be visible on the bottom line. Values can equally be very powerful,
but not when they hang on a wall somewhere in the office, it is crucial they are
metaphorically pulled off the walls and brought to life in the halls! This means, do
whatever it takes to have them become the fabric of the organisation, and be sure
to take regular moments to reflect, celebrate and acknowledge those people living
and breathing any of the values.

CONSIDER / TRIAL
Once you are happy with the values you have created, typically 4 or 5 will suffice, now
is when the hard work starts – embedding them into the heart of the business. This can
be a highly engaging and worthwhile exercise for the entire organisation, not to mention
fun! Ensure steps are taken to involve everyone in the business so there is a collective
input and ownership. It is worth revisiting values periodically (at least annually), and no
harm regularly discussing new and different ways to bring them to life around the office
e.g. themed rooms, people ambassadors, special dates or food & drink events.

STOP / AVOID
In cases where an organisation has either witnessed or been informed of an issue with
their purpose or any kind of feedback to suggest it is in some way no longer relevant,
then immediate action should be taken to avoid further damage. This applies to the
feeling within company walls as well as to what the external perception is, since today’s
talent war is as much about keeping existing employees as well as attracting new, who
are just as keen to learn more about what makes a company stand out and whether
there are opportunities to add further meaning to their life.
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HUMAN HEALTH-CHECK #1 HEART=PURPOSE

A heart check-up is without doubt one of the most vital tests you or a loved one can have, and in much the
same way, spending time figuring out what a business stands for, unlocking and defining core values, will
help shape a company’s purpose, helping to create future success, along the way achieving great things that
hopefully benefit not just the company and employees, but society as a whole.

FROM

TO

Organisations that are purely
driven by profits, meeting
board-imposed KPIs and doing
just enough to be ticked off as
sustainable…

Organisations that stand for
something by giving back to the
world by supporting individuals
and going out of their way to
support the planet

IMAGINE …
A world full of businesses that have strong values and operate with a wholesome
purpose: these organisations last longer; brands created with purpose are more likely
to prosper and people who are purpose-driven thrive. Do you have a human, purposedriven organisation?
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HUMAN HEALTH-CHECK #2
EYESIGHT=PEOPLE

“Organisations that succeed,
put their own people first, even
above customers, because they
recognise that their employees
are the key to creating long-term
value.”

SPOTLIGHT
There is no escaping the fact that the workplace is
going through a seismic transformation right now. On
the surface it would seem the benefactors would be
employees, but more examples continue to emerge
where it genuinely is a win:win for both employer and
employee. The current phase of evolution we are
now in does not (at first glance) look that favourable
for employees. However, if we look a little closer,
perhaps employees will have the upper-hand in the
long run. Right now, all eyes are on employers who
are quickly realising that employee expectations are
rising, and they no longer have the power position,
and instead need to take responsibility to look after
their workforce, if they want to survive.

Christine Porath, Professor,
Georgetown University
The next test is associated with one of the most
complex of all our organs, which are constantly
working hard for us: that is, having our eyesight
tested. Interestingly, as amazing as they are, they do
have a slight flaw in that each eye has a blind spot,
but they work together so that humans don’t notice.
They process unfathomable amounts of information
every hour and ‘rank’ higher than our other senses.
Our eyes are a pretty big deal. In much the same way,
the prized assets of a company are the workforce.
One could say that employees are the eyes of a
company and because of this, they’re incredibly
important and so great lengths must be taken to take
care of them.

A report produced by PwC called Workplace Wellness
in Australia, highlighted that human capital i.e.
attracting and retaining talent, is a top priority for
business today. It went on to explain that given the
changes we are now experiencing, it is no longer
enough to just simply offer more money to a potential
candidate to lure them into the.
The corporate wellness industry is booming as
businesses scramble to provide the best ‘packages’
for their prized assets, some reports indicating that
employers can invest anything from $800 up to
$10,000 per employee. It’s not all wasted money
though, as pointed out by Harvard University’s
workplace study: every $1 spent yields $3.27
in healthcare cost savings and $2.73 savings in
absenteeism.

15
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HUMAN HEALTH-CHECK #2 EYESIGHT=PEOPLE

OBSERVATIONS

Caution. Before investing a small fortune in the
latest and greatest wellbeing gimmickry, a report
published by the Australian Institute of Management,
outlined in detail that it is no longer just about the
financial remuneration that sways people’s decision
to take a job or not, but instead, factors such as ‘job
satisfaction, new and interesting challenges, feeling
valued and appreciated and the provision of work-life
balance’, were higher up the pecking order.

Overall, the makeup of our workforces is undergoing
dramatic change and as they continue to evolve it is
crucial that organisations find ways to accommodate
the impact of these shifts e.g. boomers returning to
employment; more people working remotely, and the
growing presence of millennials means the presence
of multi generations in the same work place is more
common.
That said, at a more basic level, there are many other
challenges at work that need addressing before any
of the bigger issues are tackled. For example, need to
ensure employers are meeting simple requirements
like civility in the workplace. Two of the most cited
needs expressed by employees are respect and
recognition. No longer is it just about the pay check
at the end of the month, organisations need to be
pitching so much more above and beyond pure
financial gain.

$40b
estimated cost
each year due to
absenteeism in
Australia4

Currently, there appears to be two dynamics at play:
on the one hand, as pressure mounts for companies
around the world to secure the best talent, it is
becoming abundantly clear that there is an imbalance
with supply and demand, as well as an unequal
distribution of talent in some parts of the world. A key
contributing variable to this is the fact that there is
a lack of innovation and creative thinking in the field
of HR and talent acquisition. Very few advances have
been made utilising today’s technologies to improve
search capabilities, although there are signs that
change is imminent.
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HUMAN HEALTH-CHECK #2 EYESIGHT=PEOPLE

CASE FILES

Global travel company, Expedia, recently embarked on a company-wide
journey to better understand inclusion and as a result implemented a
series of new behavioural frameworks. Over the course of almost 12
months, a small team led by the VP of Inclusion Strategies, were on
the road traveling the world and hosting events along the way creating
dialogue and debate with a view to improve understanding of this topic.
Prior to this initiative, vocabulary relating to inclusion did not exist within
the company, not even at board level. Although still early days, the topic
has quickly become an important element of daily life at Expedia and
something that employees are proud to be associated with

Last year Marriott was ranked in 2nd position on the US Diversity list,
climbing up 6 places from 2017, which now means they are the highestranking-hotel company. The list was created to recognise America’s top
companies who demonstrate commitment to diversity and inclusion in
the workplace. In particular, acknowledgment of any efforts concerning
women at work, LGBT and people with disabilities. CEO Arne Sorenson
said, “Marriott International is a place where everyone is embraced,
and uniqueness is celebrated”. Following this, the head of HR was
reported as saying ‘’Our founders created a business with simple, yet
powerful principles: Put people first in every decision and open doors to
opportunity for everyone.”

From day one, Airbnb’s mission was to create a sense of belonging in
the real world, and to this day, the founders work hard to make this a
reality. Internally, they are just as focused on people and they are a shining
example of how putting big data to good use can be fun. For example, each
year they host an enormous global get-together for all employees and
rather than it just be a free-for-all, they intentionally go out of their way to
ensure that their employees make the best use of this time and engage
with people they may not have met before but who might be interesting to
connect with – and they do all this with the use of smart AI algorithms that
produce a master seating plan based on various employee criteria.
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DOCTOR’S ORDERS
START / CONTINUE
Given the amount of disruption and that organisations are currently experiencing, in
particular the HR function, it is highly recommended that all internal policies, protocols,
systems, ways of working etc. are reviewed and either revised, upgraded or even
reinvented where appropriate. Industry reports suggest that some of the absolute
basics are not getting done and with the current talent shortage, organisations cannot
afford to lose out on potential talent for the sake of some minor ‘glitch’ in how they
recruit or onboard staff.

CONSIDER / TRIAL
The current state of many workplaces is not great: employees are disengaged, they
are feeling more tired and overwhelmed than ever before, over-worked and some
developing more serious mental health issues due to stress. With the growing vault
of evidence that a more human-centric workplace has the potential to help employees
thrive, now would be a good time to experiment and try different approaches to tasks
such as onboarding, appraisals etc… and investigate how best to utilise smarter
technology to enhance relationships throughout the organisation – be more connected
with your people.

STOP / AVOID
It feels like now is the opportune moment to stop and re-think the entire role of HR and
what the ideal function should look and behave like. If we look at everything through a
‘human lens’ and throw out all the conventional ways of doing HR practices and take
a blank sheet of paper and re-write what their purpose is and from there decide what
technologies and/or best practices will help the team to be successful, by offering more
intelligent, strategic guidance on hot topics such as skills/training, talent acquisition,
streamlined onboarding, creating a contingent workforce and so much more.
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Having our eyes tested is not such a harrowing experience, in fact it is almost always pain-free. Problems start
to arise when you neglect your eyes and do not have an eye-care system in place. In a similar way, most of the
time when everything is running like clockwork and employees are content, there is nothing to worry about.
Sadly, this is not always going to be the case and the warning signs are clear right now that it is better to be
more ‘preventative’ when it comes to looking after your precious assets rather than waiting for issues to occur
and then dealing with them.

FROM

TO

Organisations who recruit mostly
based on candidates’ qualifications
and have a predominantly
fixed workforce who receive an
appraisal once a year…

Organisations that look for
talent based on skills and their
experiences, culminating in a
contingent workforce who receive
ongoing coaching

IMAGINE …
A world where all companies committed wholeheartedly to their prized human-assets:
offering travel opportunities, regular surprise perks, constant learning, as well as top
remuneration packages and a cool human-designed workspace. Are you ready to talk
human-beings rather than human-resources?
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HEARING=CUSTOMERS

“Fulfillment of a human need lies
at the heart of every business.
To design a sustainable,
successful business you must
deeply understand people’s
behaviours and motivations,
beyond data and surveys.”

relationships with customers by fine-tuning listening
skills and developing levels of empathy, which is one
of top vital skills in the new world order, according to
Arianna Huffington5.
Organisations need to collaborate internally to
discover new ways to re-humanise the customer
experience, as chatbots and other tech-inventions
are not going to build sustainable, long-term loyalty.
Humans thrive off connections and now more than
ever brands and businesses must find better (and by
that we mean more authentic) ways to engage with
customers, and ensure the connection is ongoing and
consistent i.e. tone of voice and messaging should
be received in the same style across campaigns,
mediums and devices.

IDEO
Of course going for a hearing test is important, and
it would be devastating to suddenly lose the ability
to hear. In the context of this paper, we are more
concerned about the ability to be able to ‘listen’
rather than just ‘hear’. Simply put, active listening or
empathy is quickly becoming one of the top priorities
for businesses in the future. Listening to customers
and having two-way conversations are fundamental
yet often disregarded (sometimes even abused)
essentials that marketers need to embrace.

As technologies continue to evolve and become more
intelligent, it is critical for brand owners to grasp at
least the basics so as to be able to implement greater
efficiencies and improve overall effectiveness of their
efforts. One of the more obvious (and easier) ways
to do this is to embrace AI and utilise its capabilities
to better understand customer behaviours and
preferences, with a view to ultimately being able to
predict their wants and needs, better than they can
themselves.

SPOTLIGHT
There is a huge amount of money spent on new
product innovation each year and yet only a fraction
of ideas make it to shelf, for two reasons in particular.
First, companies that innovate for the sake of
innovating, where the idea does not relate to actual
consumers and most likely solves no issue in their
lives. Second, the idea was created based on internal
hypotheses without any actual testing with real
consumers. We need to get better at building deeper
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OBSERVATIONS
We must not forget that as businesses go through
their own transformations, so too is the customer
equally experiencing just as much change and
disruption. These are unprecedented times for
consumers who now live hyper-connected lives.
Some might say they are taking everything in
their stride including the ability to be able to
seamlessly move from one device to the next and
across channels whether shopping, banking, being
entertained, finding love or socializing – expectations
are high. The key message to businesses here is that
consumers now expect the same when interacting
with brands, no matter what the category or industry.

$9.6b
total sum of
investment by
Australia into R&D
throughout 20186

Rose-tinted glasses do not work for everything
though. There is another darker side to all this
constant change. One impact is people are feeling
incredibly overwhelmed and whilst they are finding
their way (mostly trial and error), a tipping point
has been reached: the abundance of choice is now
causing decision paralysis for many. This creates
a perfect opportunity for brands to swoop in and
provide the skill and expertise as curator, to help
consumers navigate, either through complex decision
processes or simply curate content, options, deals
etc… so they don’t have to.
Technology aside, the power shift to consumers in
the wake of prolific social media conversations, now
sees them sitting in the driver’s seat. They are looking
to connect with brands at their level, to engage with
them in a personal, authentic way. Brands that try
to resist this or worse try to elevate themselves,
will be left behind. Consumer brand-promiscuity is
rife, so brands need to demonstrate more human
characteristics to help strengthen their bond,
whether emotionally (speaking with rather than at) or
functionally (being responsive, friendly or thoughtful
shows that you care).
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CASE FILES

From humble beginnings, the ‘star’ that is Starbucks, has risen to become
one of the most iconic brands in the world, built on solid values such as
“We are performance driven, through the lens of humanity”. This alone
provides plenty of clues as to what drives this brand, people: world-class
customer service combined with strong bonds internally between staff.
Digging a little deeper, Starbuck’s success can be attributed to their
focus on the customer journey which provides clear guidance on how to
make customers feel recognised. This dual approach is heavily tied to the
brand purpose which they honour consistently: to inspire and nurture the
human spirit one person, one cup and one neighbourhood at a time.

As chatbots continue to pop up here, there and everywhere, a new day
just might be dawning in a category you would not expect. Last year,
T-Mobile made the surprise announcement that a new initiative was to
be imminently launched and had nothing to do with chatbots. CEO John
Legere spoke about the need to bring walls down so that his company
could better communicate with customers in a more human way. The
launch of ‘Team of Experts’ would go some way to helping resolve this
disconnect. Each customer would be assigned a team of 30-40 agents, all
of whom live within close proximity, giving them a better understanding of
local nuances with which to build a better rapport. This kind of bespoke,
concierge-style level of service, is what customers are longing for and has
the potential to provide competitive advantage if done properly.
There is no denying that staying at any Four Seasons around the world
will be a pleasant experience, not too dissimilar to any other night’s stay
at one of the many competitor chains. What sets the Four Seasons apart
could lie in the persistent mantra voiced by the CEO, Isadore Shorp. She
is steadfast with her belief that the hotels’ success is mostly attributed to
the fact that everyone treats everyone they come into contact with, just as
they would want to be treated themselves: honouring basic human needs.
To demonstrate this further, one nice touch they have implemented, is
that upon joining, all new recruits get to stay overnight in one of the hotel
suites – it is believed that by having this experience, the newbie will go on
and deliver the same quality experience to guests they serve.
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DOCTOR’S ORDERS
START / CONTINUE
There is no escaping the fact that consumers are attached, if not addicted to their
phones, no wonder given this is where they spend the majority of their time, hence why
it is vital for marketers to also occupy this environment. No longer is it enough to just
have a mobile-first strategy, the goalposts have moved and now it’s equally important
to consider the type of content, timing of delivery and most of all, customisation. As if
that wasn’t enough, competitive advantage can be achieved if brands are able to remain
highly personable i.e. high-tech high-touch, whilst finding the right balance.

CONSIDER / TRIAL
Taking a leaf out of Starbucks philosophy, the ideal way to better understand customers
and by doing so build empathy, is via the customer journey map. Since we are moving
at a rapid pace nowadays, every journey map is going to be in constant flux and so it is
worth considering re-visiting on a regular basis. There are many new technologies now
available which digitally map out the stages and overlay other sources of data to make
it much more meaningful. Once confident with the overall structure, with a little help
from AI and other new (touchpoint) software, it is easier than ever to really start to own
the journey and deepen relationships with your customers.

STOP / AVOID
This may sound blindingly obvious, but you would be surprised at just how many
companies still make big decisions without any customer dialogue or observation of
their behaviours. Ongoing tracking research and monthly dashboards are great and do
have their uses, but in order to have genuine empathy with customers, it is crucial for
cross-functional business units to regularly get out of the office and spend real time
with real people in-situ. It is time to stop shutting customers out and instead invite them
metaphorically into the boardroom (perhaps even literally!) More than ever, raw human
insights need to be baked into any new ideas before they are given the green light to be
developed further.
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Sadly, there is not much we can do to improve our hearing nor are there really any steps to take over the years
that will help prevent ever losing the ability to hear. In stark contrast, when thinking about listening rather than
hearing, there is a great deal businesses can do to improve how they communicate with their customers and
much room for improvement when it comes to active listening capabilities.

FROM

TO

Organisations who continue to
create standardised products/
services with very little
customer contact based on
separate data sources…

Organisations that go the extra
mile to personalise CX based on
human truths uncovered by cocreating with the customer

IMAGINE …
A world where companies actually listened rather than just heard what customers
were saying. Where ideas were created to solve real problems and the process
was designed with empathetic collaboration at its core. Are you ready for some
uninterrupted human listening?

24

thebhive.com.au

HUMAN HEALTH-CHECK #4
BLOOD=CULTURE

“The ideal workplace of the
future will be one where
culture and humanity coexist as business leaders’
foremost priorities are for
creating a ‘great place to work’
environment.”

SPOTLIGHT
Research findings suggest, that when employees
live and breathe the company culture, any average
employee is 51 times more likely to be engaged
with their work, which ultimately leads to happier
employees who have increased productivity.
A strong culture can be incredibly powerful and a
useful asset when exploring activities outside of the
organisation such as local community events, as well
as engaging with non-profits whom the organisation
has a vested interest in.

Eric Mosley, The Power of Thanks
If you were paying attention at school in Biology class,
most people will know that blood is the life-giving
fluid that delivers all kinds of nutrients and oxygen
to cells around the body. Impressive to say the least.
One could say that the culture of a company is as
vital to its success just as blood is to our survival.
Often cited as equally ‘life-giving’ and if created with
good intent and nurtured lovingly, it can have a
profound impact on business, both internally in terms
of how it ‘feels’ to work there, but growing evidence
that businesses with strong cultures financially outperform those without.

COMPANIES
DRIVING POSITIVE
CULTURE
Globoforce (gratitude)
Humanise (decisions)
Kenexa (onboarding)
Do something
(giveback)
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OBSERVATIONS

The ‘culture bubble’ which many organisations
have created over time, provides a safe-haven for
all employees, meaning they have license/freedom
to fail without any repercussions of guilt or shame.
The bubble gives off wholesome, positive energy
and by doing so creates a space that employees
feel comfortable in, allowing them to play devils’
advocate. Whether a company has a strong, well
defined culture or not, the workplace should always
represent a place of mutual respect and people
should feel comfortable enough bringing their ‘whole
self’ to work, and nothing less.

Culture is believed to be one of the driving forces
behind some of the most successful companies in
the world who are now at the top of their game –
and everyone wants to be a part of it whether that
be competitors, business consultants, potential new
hires or academics wanting to crack the holy grail.
The workplace is going through some of the most
disruptive change it has seen in a very long time
and this level of upheaval is bound to have its
toll on those who are part of it. Aside from all
the nice fluffy elements which often form part
of a strong culture, one of the most basic and
functional requirements of any culture, is for the
organisation to have a tried and tested approach
to communication and have the correct systems in
place that enables this.

89% OF COMPANIES
RATE CULTURE AS AN
URGENT ISSUE, YET
ONLY 14% REALLY
KNOW WHAT “GOOD
CULTURE” LOOKS LIKE7.

No matter what industry, sector, type of business
or size, there is a universal feeling transcending
geographies, and that is, people are overwhelmed,
overloaded, drowning in the non-stop world of
work. Probably many more ways to describe
these feelings but they all ladder up to the same
thing: the 24/7 connection that people have to
their devices has paradoxically left them feeling
disconnected.
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CASE FILES

Play sits very much at the heart of the Lego business and is central
to virtually all decision making. The culture over at Lego is incredibly
compelling and all the time still very much about having fun and
woven into the fabric of the organisation. Amongst other anecdotes,
the CEO is famed for explaining what culture means to him/Lego: “a
strong company culture means not having to look into a manual or
having a rule book but having an intuitive sense on how to do things;
a problem does not have one solution to the same problem but having
many solutions to the same problem.”

There are countless case studies and even papers written about the
phenomenally successful shoe company known as Zappos. Right
from the beginning, they emerged with a strong identity and enviable
company culture. Held in high regard by many for several reasons, but
one simple initiative that stands out is their Wow program. The idea
was to be able to catch people literally in the act of doing some good.
The fairy godmother like ‘power’ is bestowed to all staff, if and when
they see another employee being a good human, they can award that
person on the spot a $50 ‘WOW voucher’. Albeit a small gesture, it is a
perfect example of how simply company values can be brought to life.

An airline that continually wins awards in recognition of exemplary
commitment to company culture and their relationship with
‘crewmembers’, is JetBlue. It is difficult to know where their culture
starts or ends, and perhaps that is the point: woven into the fabric of
the company, seamlessly living inside and outside the brand. Many
different ways to experience company values brought to life such as
their ‘Lift Program’ which allows staff to spread a little joy with gift
cards, creative and engaging onboarding process, lack of hierarchies
and to demonstrate their commitment to giving back JetBlue has
its own non-profit (JetBlue Crewmember Crisis Fund), which offers
employees financial assistance if/when the need arises.
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DOCTOR’S ORDERS
START / CONTINUE
Culture is not something that just miraculously happens overnight. Regardless of the
extent or degree to which your culture permeates the business, it is crucial to get the
basics right and lay strong foundations – matters that are symbolic of a healthy thriving
culture such as your company policies relating to diversity and inclusion. It has never
been more important for an organisation to build a dynamic and eclectic workforce,
especially since it is well documented to be a significant contributor to overall success,
especially when it comes to innovation.

CONSIDER / TRIAL
Business leaders today need to recognise that human connections are crucial for both
the individual and the organisation. At every opportunity possible, relationships should
be held in high regard and honoured, to such a degree that it becomes part of everyday
life. Do not be fooled into thinking this is just about people socialising more face-to-face
– we need to encourage people to make an extra effort to build connections at work, as
some technologies are eroding this. That said, there are tools emerging that support
such behaviour - OfficeVibe is an online platform that helps large dispersed teams
spread the love by fostering a culture of feedback and recognition.

STOP / AVOID
Workspaces have a major influence on how people experience work. As further
shifts emerge, organisations will be forced to re-think what they want their space to
represent; how it functionally works as well as how aesthetically appealing it feels.
Intentional workplace design is a hot topic and boils down to actively think about how
it can benefit employees rather than leaving it all to chance. In the future, organisations
will need to factor-in anything from coping with virtual teams, the growing gig economy
to multi-generational workers and the contingent workforce, now all under one roof, as
well as creating zones to ensure core skills such as collaboration and creativity.
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In many ways, the choices we make every day in terms of what we eat and drink as well as how much sleep
and exercise we do, all contribute in some way to how healthy our blood is. Similarly, there are so many factors
and component parts that make up a thriving company culture – the key to success is knowing that it takes
time and commitment; importantly it must also be embraced and nurtured from top down as well as bottom up.

FROM

TO

Organisations who have great
values hanging in reception,
host a variety of culture-based
activities and once a year giveback to the community…

Organisations who live and
breathe their values since they
are woven into the fabric of the
company who play a significant
role in their communities

IMAGINE …
A world where all kinds of different cultures co-exist and harmony still prevails.
Even beyond ‘harmony, it is these very contrasts and differences, when shared and
experienced together, that open up and allow the incredible to occur. Are you ready to
mix things up, human-style?
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BONES=GROWTH

“Employees who are thriving,
actively seek opportunities to
learn and develop, experiment
with new ideas to propel their
learning forward, and take
initiative in developing their
careers.”

SPOTLIGHT
E-learning company, Coursera, publishes an annual
ranking of top online courses and for the last 2-3
years one which has repeatedly appeared in the
top 10 list is ‘Learning how to Learn’, another sign
that people around the world are reviewing their
‘knowledge bank’ and building on what they have
to offer potential employers. 65% of millennials say
the opportunity for personal development is the
main factor when seeking employment8.

Society for Human Resource Management
The next test is perhaps less common but
nevertheless still important particularly during
younger years and later in life, and that is a test
for your bones. Let’s face it, without our bones we
would not get very far in life. Medically, our bones
stop growing during puberty, but throughout the
course of our lives, their density and strength
change constantly. So how does this relate to
personal growth? Having a broad set of skills
and capabilities will be more advantageous in the
coming years – what we know helps us get through
each day and of course, sometimes we are on point
and other days we are not.

$4b
Is what Australian
businesses invested
in corporate training
in 20189

As with our bones, we need to continually work on
our personal growth by embracing every learning
opportunity as a way to keep our smarts strong.
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It is imperative for organisations to continue
investing in L&D, as the benefits in the long run will
be well worth it. The challenge right now, is trying
to make sense of all the data, trends, predictions
and recommendations as to where exactly
investment should be targeted. On the one hand, it
is about engaging with existing employees to better
understand their needs. On the other hand, it is
crucial for any business to take a wide lens view of
the entire organisation and what it needs in order
to compete in the future.

The focus right now is on skills and capabilities,
and we are seeing a shift from some of the more
‘traditional’ skills to a new set of ‘soft’ skills. A
report published by Deloitte Access Economics,
suggests the following skills will be needed in the
workplace by 2030:

Accepting that big changes are imminent (33%
of jobs will be replaced by technology by 2025),
whether the introduction of smart machinery or
the adoption of robotics in the workplace, is just
the first step. Looking ahead, it will be incredibly
important for any organisation to embody the spirit
of being more human at work, in situations where
jobs are being lost and replaced by technology – it
is hoped that a contingency plan would be put in
place and either those employees will be supported
in securing alternative employment or, perhaps
more favourable, is that they invest to retrain those
that wish to stay with the organisation.

COMMUNICATION

INNOVATION

CRITICAL THINKING

DIGITAL LITERACY

TEAMWORK

EMOTIONAL JUDGMENT

SELF-MANAGEMENT

PROBLEM SOLVING

OBSERVATIONS
Globally, organisations are experiencing dramatic
changes in what, when and even how they do
things at work – mostly as a result of ongoing
technological advancements, new innovations
not to mention the arrival of robotics. With all
these developments comes new talents, updated
skills and capabilities. Of course, employers have
a role to play in ensuring that their employees
have the latest training, but the onus also lies
with employees. In order to stay relevant in the
future, people will need to embrace the notion of
becoming ‘lifelong learners’ and literally go back to
school.

As the ‘Gig Economy’ continues to evolve, it is clear
that when people are in their flow and doing what
they love, great things happen i.e. highly creative
ideas are formed, productivity levels rise etc.. As
conventional ways of thinking continue to dissolve,
organisations are waking up to the idea that
anything is possible in the workplace so long as
employees are engaged, committed and productive
– so why not have them bring their passion or
‘side-hustle’ to work?
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CASE FILES

For over a decade, senior leaders at global food manufacturer General
Mills, have been practicing mindfulness on a 7-week specially designed
‘Mindful Leader’ program. As you might expect, everyone is super positive
about the experience and results that follow, but what is it all about?
Essentially, it’s about “training our minds to be more focused, to see with
clarity, to have spaciousness for creativity and to feel connected so we can
feel compassion to ourselves, to everyone around us, our colleagues and
customers.” The main benefits centered around personal productivity and
less stress both in the office and at home. Of the senior executives who
attended, 80% reported a positive change in their ability to make better
decisions, 9 in 10 said they became better listeners.

A hot topic that continually weaves its way into conversation is that
of ‘emotional intelligence’ – it too has also recently been ‘updated’ to
‘emotional agility’. At tech giant, Microsoft, many employees attend
‘Precision Questioning’ training which contributes to strengthening
a person’s emotional intelligence. More specifically, Microsoft reports
that due to more efficient meetings and effective decision making, the
training allows individuals to become more focused which can improve
innovation processes, level of team engagement and ultimately how happy
employees are. The course also covers many of the soft skills which
forecasts suggest will be critical in the workplace in the coming years
e.g. active listening, constructive feedback and an increasingly in-demand
module which delves into ‘office civility’.

Pixar is a great example of a company that plays to its strengths whilst
also taking into (serious) consideration the ongoing development of their
workforce. They offer all staff a variety of different in-house courses (most
are optional but there are few that they encourage all staff to watch) under
an initiative called Pixar University. As with normal student life, you get to
pick and choose but most importantly you have the opportunity to mix with
all kinds of different people, with the sole intention to bring down the walls
between disciplines. The internal belief is that the university helps reinforce
the mindset that you never stop learning and it can actually be fun.
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DOCTOR’S ORDERS
START / CONTINUE
Maintaining a healthy interest in wanting to grow and develop is a critical priority for
businesses today and should be top priority when thinking about ways to help nurture
employees. There is no doubt that it is going to get even more competitive and the
search for exceptional talent will be that much tougher. Organisations should think
about creating workplace environments that encourage and inspire people to be their
best and to excel in everything they do – this level of competence will require a new
mindset, one that is focused on growing, one that has the mentality of life-long learning
at its core.

CONSIDER / TRIAL
One of the more challenging suggestions for organisations is a request to be more open
to new ways of doing things, particularly around the composition of their employees.
Despite being unchartered waters for most, any business must get comfortable with
the idea of moving towards a ‘contingent’ workforce and move away from it being more
‘fixed’ i.e. the bulk of employees being 9-5, Mon-Fri employees. This will require all new
systems and protocols etc.… but it does not need to happen overnight, so long as they
start to introduce new ideas gradually, trialling a few until they reach a point which feels
right for their particular operation.

STOP / AVOID
As a matter of urgency, organisations need to stop all existing practices that relate
to learning and development and carry-out a company-wide skills audit. First
and foremost, it is important to establish where they currently stand in terms of
requirements for the future as well as gauging what gaps exist and whether these can
be filled with existing talent, technology or new hires. It might also be worth exploring
initiating a dialogue with members of academia and local government, who will most
likely have a more up-to-date view on further changes and such collaboration can
ensure that young Australians are studying appropriately for their future careers.
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This is typically one of those check-ups that occurs either when very young and bones are still being
formed, or later in life when they are weak and need care. There are certain parallels when it comes to the
context of personal growth, that is, the importance of learning when young and it being just as relevant
later in life. Just as strong bones are essential throughout our lives, so too is a solid knowledge base and
commitment to continual learning.

FROM

TO

Organisations who provide
regular off-the-shelf training
delivered mostly by internal
staff using PowerPoint in the
company boardroom...

Organisations who acquire
the best-in-class thinking on a
variety of topics, delivered by a
vast network for every employee
when/where they want

IMAGINE …
A world full of opportunities where an abundant supply of knowledge is available,
and everybody has access to their own personal ‘Learning Academy’ which is
constantly refreshed and updated to suit needs and desires. Are you ready to
become a lifelong learner?
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“We are 16 years into the 21st
Century and yet businesses
are still created, funded and
operated with 20th Century
resources, including people in
the name of shareholder value.”

SPOTLIGHT
Many businesses today are still structured with
departmental silos in place which invariably
are disconnected despite co-existing under the
same roof. This lack of closeness not only breeds
(unhealthy) rivalry but minimises collaborative
thinking and collective learning. All of which
describes just one office in one market, when
you factor in the lack of cohesiveness across
geographies, any progress will be severely stifled.
This lack of collaboration breeds unproductive
behaviour such as time wasted in meetings.

Luminary Labs, The Human Company
Manifesto
Over the last decade, mental health has really
become a huge issue in many developed nations,
first in terms of the visibility of health-related
problems and also the depth of the illnesses
associated with the mind – it is very complex and
utterly damaging for anyone suffering and those
around them. In business, oftentimes the mentality
of the employees can be a huge influencer on
whether the company flourishes or not. So many
organisations today are stuck with old ways of
doing things and a mindset which is not evolving
at the same rate as reality and this will ultimately
lead to their downfall.

70%
agree meetings are
unproductive and
these lost hours
equate to almost
$1m10
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The focus right now is very much on those with
leadership roles, and a desperate need for them
to let go of old ways of thinking, step up and
become a beacon of inspiration for the rest of the
organisation. This will undoubtedly involve some
major shifts e.g. from a ‘command and control’
style of leadership to one that is more ‘encourage
and empower’. Progress will only be possible with
a new collaborative perspective where governance
takes on the form of empathetic leadership,
mutual trust and respect, a willingness to take
risks together with an appetite to explore and
experiment.

The raging debate around robotics, smart
technologies and the likes of AI invading
organisations and taking all the jobs has been
well documented over the last few years and more
recently has reached fever pitch. For a while, it was
entirely plausible that all these new machines with
supreme intelligence, advanced computing power
that work at lightning speed, could absolutely have
a major impact on workplaces and disrupt them
like never before. However, a new debate is slowly
emerging, leaving the notion behind that mass
unemployment is just around the corner – and the
conversation is now turning towards the idea that
job prospects for people with the right mindset and
mix of capabilities have never been better. Those
organisations that embrace the same thinking, that
the new world order has significant potential when
man and machine find ways of working together,
will be the ones that thrive in the future.

Brands such as Amazon, continue to demonstrate
that by having the right mindset, one which is
tuned in to how consumers are thinking and
behaving, helps them thrive in our ever-changing
world. Not only are they able, but also willing to
adapt and change quickly, and they do this with
supreme confidence. How or why you might ask?
The mindset embedded into their culture is one
where failure is not feared, change is welcomed
and loving the customer really is genuine.

There are many organisations who are either in
the process of change or have resisted entirely
and one of the main factors hindering progress
being made is legacy mindsets and perspectives.
Many executives today do not want to even believe
they need to change or see a need for it. Human
barriers that predominantly stand in the way
include ego, politics, fear, sabotage not to mention
those who do not have any sense of urgency
whatsoever. Senior leaders don’t know what they
don’t know, and when their focus is purely on
satisfying shareholders’ needs, they fail to see how
the customers’ world is evolving and so are unable
to respond effectively.

OBSERVATIONS
It is a well-known aspect of being a human, that
we crave and thrive off connections and feeling
like we belong or are part of something. Taking
this notion into the workplace is no different, in
fact, it is probably even more relevant since many
jobs today involve vast amounts of technology are
causing a disconnect between workers. Having
positive, healthy relationships at work has proven
benefits – such bonds are associated with physical
and psychological health and better problem
solvers. Strong connections at work invariably lead
to greater levels of happiness and this is highly
contagious, and this combined with job satisfaction
can have a significant impact on performance and
thus productivity.
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CASE FILES

Through the Virgin group, Richard Branson created an ongoing collective
who run an initiative called 100% Human. The people behind this
extraordinary group go by the name of The B Team and is made up of
global business leaders and entrepreneurs who are passionately striving
for a better way of doing business for the good of all people. The team
comprises people such as Arianna Huffington, Jochen Zeitz (original cofounder), Indra Nooyi, Kathy Calvin and Marc Benioff to name but a few,
all of whom represent some of the world’s most influential movers and
shakers that collectively unite with a genuine vested interest in making the
world a better place.

It doesn’t always have to be something big and grandiose when it comes
to making a difference in the workplace. As big and impressive as the
global operation Deloitte is, just one small initiative had a ripple effect
throughout the organisation, so much so that it quite literally became the
vernacular of working life. Around 12-18 months ago, one of the senior
leaders introduced a new concept known as Mindful Mondays, which
involved team members taking some time-out, around 30 minutes to be
precise, to get themselves really grounded and mentally prepared for the
week ahead. This simple act of mindfulness in the workplace, is said to
have had a major positive impact on employees in terms of focus, clarity,
decision making not to mention better working relationships.

CEO walking the talk … took a stance for fostering better connections in
the workplace. To do that people need to get out of their inbox more, out
of their chairs and speak with people. Whilst only representative of one
person, this particular initiative meant that global CEO of Unilever does
not respond to any emails throughout the day, and instead prefers to be
fully present whilst in the office, door open and ready to engage with any
member of staff who wants to discuss anything.
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DOCTOR’S ORDERS
START / CONTINUE
In terms of priority, there is an urgent need for organisations to take an honest look
at themselves and ask whether they are doing enough to ensure they are evolving
according to the world outside? Are they changing themselves to accommodate the way
their customers are also changing? Now, more than ever, is the time to start having
conversations about internal ways of doing things, how senior leaders are thinking and
begin the arduous task of removing anything that does not serve them in the new world
order e.g. systems, practices, protocols, rules, processes, attitudes, beliefs etc...

CONSIDER / TRIAL
A simple way organisations can help with cultivating a healthy workplace mindset, is
to find ways to encourage employees to build better and more diverse connections
at work, and once formed ensure that opportunities are put in place for these bonds
to be nurtured and developed. For some time now, research has shown that strong
relationships created at work leads to happier employees, who in turn become notably
more engaged, committed and overall their productivity levels increase over time.
This might involve changes to office layout, internal team structures, company events,
particular protocols or even the introduction of a shadowing program.

STOP / AVOID
Put an end to the debate around technology and robots coming to take over and
steal everybody’s jobs. Not only is this inaccurate, but any such gossip will only breed
negativity and unhealthy behaviours in the workplace. Organisations need to make
a stand and communicate to employees’ details about the future and what the likely
developments entail, covering both pros and cons of upcoming changes i.e. the future is
about working together with smart technology rather than simply replacing people.
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The mind is a delicate part of the human body and even the slightest indication of something being ‘not
quite right’ or ‘off-balance’ can have a profound effect, not only on the individual but also those around
them. In much the same way, an organisation (on the surface) can appear incredibly switched on, moving
in the right direction, showing signs of growth, even reporting profits … but if there is any evidence of toxic
conversations, polluted thinking, mind games or presence of people with a mindset stuck in the past, then
it is likely that this organisation will be held back until resolved or worse, if not dealt with, will face an
inevitable decline.

FROM

TO

Organisations who prioritise
technology needs and have a
company-wide fear of failure,
created by a fixed mindset when it
comes to innovation …

Organisations who put people at
the heart of all decision-making;
they innovate with a growth
mindset in an environment where
failure is celebrated

IMAGINE …
A world where someone has pressed the reset button and collectively, we all align
our thinking, our perceptions, assumptions and as if by magic we are all in the flow
of the universe, effortlessly gliding along. Are you ready for some human-to-human
mind syncing?
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WEIGHT=AGILITY

“We are a species with a
seemingly endless capacity
to flexibly and quickly create
new realities – as long as we
collaborate. This quality makes
us human.”

SPOTLIGHT
Much has been and continues to be written about
agile organisations, what makes them so attractive
and hence why they are in such demand. Quite simply,
research has shown that there is a direct correlation
between organisational agility and business success.
At their core, agile organisations are businesses that
are well able to proactively adapt to change, quickly.

Jon Ogden
Many of us have felt a little bigger than usual and
dreamed of being thinner at some point in our lives
– typically right before a summer vacation whilst
trying clothes on in front of a full-length mirror, none
of which will fit. This is the moment you realise it is
time to do something. Carrying the extra weight does
not feel good and can profoundly affect us every
day. Similarly, organisations may find themselves
‘weighed-down’ with legacy operating systems or
generational protocols that no longer serve them
and become overwhelmed by all the different options
allegedly leading to success. Just as we set goals to
get back to the ‘skinnier you’, businesses need to set
goals to become more nimble, able to pivot quickly,
make decisions on the spot and operate using an
agile approach to business.

37%
Rate of revenue
growth achieved by
agile organisations
compared with nonagile11
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OBSERVATIONS

Going a little deeper, some of the more notable
characteristics of an agile business include having
a flatter structure; deemed to be more egalitarian
in nature and would have strong inspiring leaders
who empower and encourage rather than dictate
and delegate. Operationally they are flexible,
efficient as well as innovative and creative, and
perhaps their most distinctive trait is that they are
able to pivot (improvise) when required as opposed
to simply executing the agreed annual strategy.

Just taking a look at recent events helps
understand what we are up against: Amazon taking
out Borders, Netflix knocking Blockbusters off the
face of the earth, Apple demolishing Kodak not to
mention the rising mite of Google. These ‘winners’
that emerging right in front of our eyes, are the
organisations who are operating with a new set
of rules, ones that are rapidly spreading across
industries and geographies. Any attempt to hold on
to old-world, conventional business rules, will likely
lead to either a take-over or downfall. Everything
from the data they gather, the technologies they
utilise, software they integrate right through to
the talent they attract, the business models they
construct and attitude they imbue.

Alarmingly, 8 in 10 business leaders believe
organisational re-design is necessary but only 1 in
10 feel capable of doing it. There clearly needs to
be more thinking done around solving this issue.
Perhaps the answer lies in another significant trend
which is brewing.
It is estimated that by 2025, three quarters of the
global workforce will be made up of millennials.
Not only does the size of this generation represent
challenges for employers in the future, but also
the many layers to the types of work organisations
are going to be met with. Generally speaking,
millennials are currently feeling unprepared for
Industry 4.0 especially when it comes to their
skills and knowledge; their overall perceptions of
business are far from rosy; they are motivated by
money and thriving cultures but they also care
about diversity/inclusion, demand flexibility and
an emerging dynamic is their eagerness to work
with companies that are making a positive impact
in the world. So, the jury is out as to whether this
millennial dominant future will be a blessing or
curse.

Moving towards a new dawn, a new way of being
and doing things is not just about novelty value.
There are significant reasons why the move is
necessary and makes sound business sense. The
previous, more traditional organisations were rife
with inefficiencies and waste and most, if not all,
of the systems, tech, protocols etc... simply got in
the way and held businesses back. In the long-run,
totally unsustainable.
These emerging newer, transformed organisations
look, feel and operate differently; there is a clear
distinction that runs through them which is
gradually being realised as ‘human-centric’, and by
that we mean the organisation is human-led, the
focus is on people, they are built with networks of
teams, attention is given to employee experience,
careers are redefined, learning is a top priority and
culture is the glue that holds the entire operation
together.
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CASE FILES

Amazon continues to be one of the most admired organisations in
the world and heralded as an exemplar of best in class in running a
smooth operation. This is a company, that from the beginning, just thinks
differently and was built to be agile. For example, Jeff Bezos simple rule:
if you need more than 2 pizzas to feed everyone at a meeting, then it is
too big and unproductive. Everything at Amazon is nimble and being agile
permeates the business. From how they innovate to how they launch new
ideas – processes are built to allow for constant testing and learning,
leading to more iteration before launching.

3M allows employees to spend up to 15% of their time working on
personal projects – in fact, it has been suggested that it was this very
process that birthed the first post-it note. This entrepreneurial way of
working is not new and countless brilliant ideas have been discovered
e.g. Slack, Groupon. Another aspect to this initiative which 3M are very
proud of and makes the whole process complete, is at the end of the
year they host an event for creators to showcase their innovations, much
like a ‘science fair’ you would attend at school. Even if your organisation
is nothing like 3M or Google (who also have a similar initiative for
employees), the key take-out is to think about what potential benefits could
arise from such practices.

When Gap had tried several tactics to improve employee engagement
and productivity, such as no-meeting Friday afternoons, seminars on
best practice meetings, work/life balance tools etc.) with only marginal
improvements, it was clear the solution needed to be more innovative. After
seeing the positive results of ROWE (Results Only Work Environment) at
another retail outlet, HR believed the company and its culture was ready to
try this radical approach. A year after the initial pilot and the results were
in. Productivity increased by 21% and quality improved by 15%. Even more
impressive was the drop in turnover 18% to 5%.
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DOCTOR’S ORDERS
START / CONTINUE
Start to transition the organisation to the new agile way which could involve
democratizing employees to provide greater flexibility; ignite a discussion about what
tasks/jobs could benefit from automation. Despite the uncertainty, most organisations
will need to get comfortable with being uncomfortable very quickly i.e. start to create a
more ‘contingent’ (virtual teams, flex working, shared/gig economy workers) workforce
and move away from a ‘fixed’ one (mostly employees working 9-5, Mon-Fri).

CONSIDER / TRIAL
Organisations should experiment with different systems and processes to find ones
that suit their operation – this might involve running projects with ‘Human Centered
Design’ approach or could be the use of ‘Design Sprints’ to help improve creativity and
the innovation process – first step is to establish the existing company philosophy;
dissect overall approach and understand all inputs/outputs; with the ultimate goal of
improvement. There are plenty of examples of success and it could also be the right
time to consider bringing in external expertise to help with certain aspects of business
e.g. digital transformation.

STOP / AVOID
Business leaders today are so focused on the short term that they are unable to
think long-term. Now is the time for leaders to stop procrastinating and embrace the
imminent changes and start to decide what their priorities are. Future success for any
organisation, at the very least, will require: an inspiring leadership team and a purposedriven captain (usually the CEO) to help bring the rest of the organisation along – a
united front is essential from the go-get and a fragmented workforce early in the game
will certainly delay progress.
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The ability to shed unwanted kilos, leaves most feeling incredibly uplifted and empowered. Similarly,
those organisations that are able to successfully shift to a more agile way of doing business will see
major changes in their business and ultimately reap the rewards. From more innovative work practices to
being able to better read and respond to changing market conditions, the transition will see them become
more adept at implementing adaptive solutions and by doing so avoid the usual crises that would have
hit traditional structures hard. The proof typically shows up as ‘success’ in the financial reporting: agile
organisations are more efficient; productivity levels increase; employees are more proactive to customer
demands and response times improve – net result being happy and loyal customers and an inspired
workforce that is less likely to jump ship!

FROM

TO

Organisations that are hierarchical
and structured using tired, slow
processes where departments
still work in silo’s away from one
another…

Organisations are flat and operate
more like mini networks and
adopt lean ways of working and
thrive off the relationships they
build.

IMAGINE …
A world where we have all the resources we need in order to achieve optimal levels
of success, all possible through smart thinking, efficient processes and stronger,
more meaningful collaborations. Are you ready for your organisation to bend-it-likeBeckham?
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DOCTOR’S VERDICT

“To compete and thrive in
today’s reshaped business
world, more leaders need to
embrace a human approach,
answering to the needs of
millions of people who are
crying out for leadership that
can inspire them and elevate
their behaviour.”

Pressing the reset button and embarking on a
journey to build human-centric organisations is no
longer a nice-to-do or suggestion as the right thing to
do, it is rapidly becoming clear that it is an essential
step for any organisation to take if they want to
secure their position in the future. Of course, there
is much to do, but fundamentally it has to start with
many intangibles (such as culture, mindset, purpose)
which need to be properly put in place before any
of the bigger issues (such as new technologies and
additional talent) are tackled. The following are most
important to keep at the forefront of one’s mind:

Dov Seidman, Author ‘Why How We Do
Anything Means Everything’

We all get caught off-guard every now and again
and we also find ourselves in emergency situations
where time is of the essence. With that in mind, if ever
caught in a jam with not much time to think or do,
the list provides a snappy reminder of the different
elements you should be thinking about when it comes
to transforming your business into a more humancentric organisation, fit for the challenges the future
holds. All are equally important and there is no right
or wrong order of priority, the most important thing to
remember is that they all, in some way, contribute to
the transition of an organisation stuck in the past, to
one that is prepared for the future.

There’s no denying that most people have the
potential to, if not fully achieve, a sense of wellbeing
from their work. Economics alone would suggest
that organisations need to work hard at maintaining
employment levels simply to ensure society
functions, workers remain happy and the talent pool
continues to provide. We also now understand that
for people to thrive, they need to be able to achieve a
feeling of balance, and through continuous learning
opportunities discover ways to develop levels of
mastery in whatever they so desire, and all the time
feeling more and more like they belong to something
much bigger that adds meaning or purpose to their
lives, beyond the wage packet.
Technology has been guilty in the past of creating
barriers to this new world order, but the time has
come where we are seeing how newer smart tech can
not only help but actually drive the future of work.
Whilst somewhat of a paradox, it is believed that we
have the opportunity to re-humanise the workplace
using emerging technologies rather than continue
down the path of de-humanising the workplace, as
has been the case over the last decade.
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HUMANATOR
ASSESSMENT TOOL
7 HEALTH-CHECKS TO HELP TRANSFORM YOUR
BUSINESS AND ENSURE FUTURE SUCCESS
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WHAT IS THE
HUMANATOR?

WHY IS ‘HUMAN’ SO
IMPORTANT NOW?

Developed by the folks at The B Hive, The Humanator
is a quick self-assessment tool which comprises seven
multiple choice questions and covers various aspects
of business. It has been designed to help organisations
understand how human they are today and how they
can improve for the future. Upon completion, you will
receive a snapshot ‘human’ diagnosis across the seven
areas.

“There is a difference between
doing the next thing right, and
doing the next right thing.”
Peter Drucker
The over-reliance of technology by businesses is
proving to have a sell-by date and this new tech era is
crying out for a return to some basic human touches.

There are no right or wrong answers, participants are
simply asked to go with their gut instinct and not to
over-analyse their responses. The topics covered in
the survey relate directly to The B Hive White Paper
‘How Human is Your Organisation?’ and reflect the
most burning issues being faced by businesses today.

We are seeing more organisations stepping up and
shifting their focus to care more about humanity. A
combination of rising role of technology combined
with realisation of the role people play in building
great brands and businesses at a time when
workforces are changing dramatically and the
skills necessary are changing. Chevron talks about
being the human energy company; Dow is the
human element; JetBlue claims to ‘air on the side of
humanity’; Samsung is designed for humans whilst
Cisco is the human network.

Whilst not based on any primary research or a
scientific study, the tool has been compiled by a senior
team at The B Hive and is meant to act as a proxy and
the output can be used to incite further discussion
either with your internal stakeholders or with the team
at The B Hive.

A tipping point is just around the corner at which
point everything will be all about being human. In
fact, we might already be there – recently Marketing
Week named it the new buzzword and proclaimed
“societal shift in relationships that requires brands
to behave like humans in order to connect with
consumers and build trust.”

The overall results should help identify not only
weaknesses but potential areas of strength i.e. an
aspect of an organisation that is exceeding expectations
in how ‘human’ it is currently operating and building
on this, will provide guidance on areas that need
improvement.

2019 feels like the year when this dialogue broke
through the walls of marketing and is rapidly
becoming the topic of the day, hence the urgency for
all organisations to join the quest to becoming more
human.
This isn’t one of those Facebook quizzes, instead,
it provides an understanding of your organisations
humanity which simultaneously helps you to better
assess your overall capacity for performance.
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HUMANATOR
1. PURPOSE

2. PEOPLE

Thinking about your business purpose, goals and
what your company stands for, I think…

 hen it comes to looking after employees, the
W
wellness program at your company is…

A Values? What values? Oh, those in the
	
Welcome Pack, that we discuss at appraisals?

A Pretty basic, can’t even really remember what
	
is included as a new starter

	
B Most employees know the values by heart,
and we have awards at the Christmas party

	
B On a par with most other companies in my
industry that are of a similar size

C We literally live and breathe by our values
	
and they’re ‘present’ in everything we do

C Probably one of the best and stands out from
	
other leading organisations

3. CUSTOMERS

4. CULTURE

The best way to describe the approach we take
with our customers is most like...

How well would someone know & understand your
culture if visiting just for the day...

A We only really start to dig into the little data
	
when we have an issue such as falling sales

A You would have to look near and far to find it
	
before you could work out what it was

	
B With the help of some tech, we have a team
working to keep up with competitors

	
B If you sat near certain people and we ran one
of our ‘activities’, you’d get it for sure

	
C Through ongoing and engaging 2-way
dialogue we’re able to meet all their demands

	There’d be no escaping it and you’d be
C ‘feeling’ it by the time you were leaving
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HUMANATOR
5. GROWTH

6. MINDSET

When thinking about learning and development,
your company’s attitude is similar to...

If asked about the company mindset of your
organisation, it could be described as...

A Offers the industry standard in terms of
	
breadth and depth of training

A Feels like there is a big gap between ‘them/
	
us’ and we are ‘stuck’

	
B Tries to stay ahead of the latest and greatest
thinking so everyone is able to grow personally

	
B We’re all in it to win but we just don’t have
the most inspiring leaders

C Provides a fully flexible and customised
	
roadmap for personal and work growth

C Made to feel like everyone has a part to play
	
and we celebrate and fail together

7. AGILITY
When thinking about internal organisational
matters, my company is more like...
A We are quite a traditional company and
	
structured in a conventional way
B We have adopted some agile approaches
	
particularly in our IT area but we have not
really considered across the business
C We work collaboratively, regularly upgrade
	
tech and re-think the way we work together
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WHAT DOES IT ALL MEAN?
YOUR RESULTS

MOSTLY As

MOSTLY Bs

MOSTLY Cs

HUMAN PRETENDER

HUMAN BATTLER

HUMAN NINJA

Summary: your organisation has
probably not given very much
thought to any of this, and is
unlikely to even know where to
start in becoming more human

Summary: your organisation
has given some of these issues
considerable thought and actions
have been taken that has yielded
positive results

Summary: your organisation
has implemented many great
changes to become more humanled, but there is still room for
improvement

Caution: although incredibly
daunting for any organisation
in this position, it is critical to at
least take one small baby step as
a matter of urgency

Caution: it is likely that your
organisation is at a tipping point
and so balance needs to be
maintained between man vs robot
where cost is not the only driver

Take-out: time is of the essence
and no longer can your
organisation continue to ‘pretend’
that everything is going to be ok.

Take-out: for continued success it
is important to explore new ways
of achieving the same results that
feels less like a battle.

Caution: it is tempting to sit
back and enjoy the benefits of all
your hard work but the killer for
organisations is complacency –
your work is never done in this
area
Take-out: instead of comparing
yourself to your leading industry
peers, see who else is winning
across all industries.

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