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The Reinvention Of Office Space

A Leadership Challenge

Executive Summary- When Strategy Becomes Physical

Corporate leadership has to think in much
broader terms today — not just about business
strategy and people, but also about how those
people engage and interconnect. This includes
the physical space they inhabit: the office. The
way in which it is structured for operation, and
meets the needs of a diverse group, are
increasingly recognized as critical to business
performance.

Open Offtes Can Creat&Valls

After over a decade of accepting ‘open plan’
offices as the new virtue, it has become more
complicated. In The Transparency Trap (2014),
Harvard Business School professor Ethan
Bernstein describes his findings: that too much
transparency can leave employees feeling
exposed. As a result they may conceal what they
are doing — even when making improvements —
reducing productivity and, paradoxically,
transparency. Professor Bernstein’s solution was
a template for companies to create four distinct
‘zones of privacy.’

Office Design is About Business DNA
Companies across very different industry sectors
are having to navigate their own unique way
forward when it comes to ‘office design’. Not
just about architecture, it is about developing
new ways of thinking about the business and its
aims. Rapid technological change, market
uncertainty, and for many, the need for a mobile
workforce, have added to a sense of urgency.
Coca-Cola’s new office space in London, for
example, aims to blend organizational
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inheritance and future purpose. Described by its
Human Resources Director as “an inspiring,
collaborative and modern space”, she says “it
manages to reflect the values and culture of our
company today, but it also celebrates the 128-
year heritage of the Coca-Cola brand.”

Architecture Builds Brands

As sustainability is increasingly deemed to be a
‘must have’, new office space is also, inevitably,
in part a branding exercise. Deloitte has made a
lavish statement about being at the cutting-edge
of sustainability (and innovation) with its new
shared headquarters The Edge in Amsterdam,
with offices looking down in to a 15-storey
atrium. Some 60% receive natural light, and
employees can directly access public transport, a
high-speed rail link and the cycle route, with 500
bicycle spaces and entirely wireless connectivity.
At The Edge’s opening, a drone bearing its
sustainability certificate descended through the
atrium in front of a large audience.

Office SpaceReflects SectoralChanges
The financial services sector has long been
characterized by a dichotomy of open plan
offices and hidden hierarchies. The Dutch bank
ING’s CEO Ralph Hamers recently instigated a
redesign of its headquarters, replacing one floor
of traditional corridors and offices with an open-
plan layout of beanbags, swing chairs and white
boards. This was done simultaneously with a
financial restructuring, a change in staff working,
and a preparation for a digital revolution in
banking. At Credit Suisse, the Smart Working
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programme has a mandate for all non client-
facing areas: eliminating assigned desks, reducing
the emphasis on job titles, installing a floor with
project zones, quiet, home and garden zones—
which have more plants, and privacy, with space
intending to foster collaboration.

Human Diversity Is The Driver

Human beings are always changing and evolving,
but businesses sometimes struggle to keep up or
demonstrate they are out of touch by creating
office space that does not ‘work’ and fails to
cultivate demographic diversity. This can be
risky, leading to a pitfall of absolutes. It is
counterproductive to press people into operating
in a uniform way without taking different
personalities and preferences into account.

Change Must Be Piloted

Changing office space is a dramatic shift in an
organization’s life, requiring diligent planning and
execution. While employees have to embark
upon a potentially difficult process of changing
habitual behaviour, businesses all the way up to
the boardroom must be prepared for significant
(and sometimes unpredictable) reactions.

It is critical, therefore, to carefully structure each
phase of the process, factoring in time to
harvest- and process - employee feedback, and
distinguish fleeting, from more fundamental,
concerns. Furthermore, people’s expectations
must be managed: with incremental change
unless health and safety is at stake.
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The Reinvention of Office Space

A Leadership Challenge

Corporate leadership is being asked to think in much broader terms ©ulatyjust
about the strategy of the business and its people, but alsouthow they engage
with one another andnterconnect. This includes the very phykgj@acethat those
peopleinhabit: the office. ie way in which it is structured for operation, and how it
meets the needs o& diverse group of individuals increasingly recogmed as
playing a critical role ibusiness performance

And yet, aftermore than a decade of accepting seemingly radical assumption that
Copen plwerethe mel Yirtue, i s all become rather more complicated.

In his book The Transparency Trap published in 2014, Harvard Business School professor Ethan Bernstein
argued that privacy is just as important as openness at work.

He found, through field research and experiments, that too much transparency can leave employees
feeling exposed. As a result, he wrote, they may actively conceal what they are doing — even when making
improvements — reducing productivity and, paradoxically, transparency. Professor Bernstein’s solution was
to offer a template for companies to create four distinct ‘zones of privacy.’

But companies across very different industry sectors today are finding they have to navigate their own
unique way forward when it comes to ‘office design’. Inevitably, it is not just about architecture, but about
developing new ways of thinking about the business and what it aims to achieve. A backdrop of rapid
technological change, market uncertainty, and for many businesses the need for a mobile workforce, has
added to a sense of urgency.

Coca-Cola has recently built an iconic new office space in London, using a 1920s building which has been
refitted throughout. It is set over four floors, covering 66,000 square feet and features a roof terrace, café,
meeting rooms, open plan office space and hot desk facilities. O

The interior of the building was designed by award-winning architectural-designer MoreySmith and is
described by the company as “a celebration of Coca-Cola’s heritage and place in popular culture.”

"The new office creates an inspiring, collaborative and modern space for us all to work in, and that was our
main aim. It manages to reflect the values and culture of our company today, but it also celebrates the
128-year heritage of the Coca-Cola brand” said Sarah Hutton, Human Resources Director, Coca-Cola.
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Branding and the CNew Look:

The refit at Coca-Cola has also been done with a watchful eye on
sustainability and a hope that the office will achieve the SKA
Gold rating in recognition of the work undertaken to fit out the
building.

While sustainability is increasingly deemed a ‘must have’ for any
business, the creation of expensive new physical office space is
also in part a branding exercise. At Deloitte, the professional
services firm, Rotterdam-based Ronald Meijers, Partner for
Transformation, Leadership and Governance in the Financial
Services practice, says: “Deloitte wants to make an impact on
society as a whole, and not just for its clients.”

The company has certainly made a lavish statement about being
at the cutting-edge with its new shared headquarters (with AKD)
in Amsterdam, opened last year.

The Edge, designed by PLP Architects, provides 40,000 sqm
(430,000 sq ft) of office space, with offices looking down in to a
15-storey atrium. Some 60% receive natural light, and employees
benefit from access to public transport, a high-speed rail link and
the cycle route network. There are 500 bicycle parking spaces on-
site, while connectivity is entirely wireless, reports Gizmag.

According to Philips, one of the companies working on The Edge,
the building has achieved Building Research Establishment
Environmental Assessment Methodology (BREEAM) Outstanding
certification. This recognizes that best practice has been used to
ensure that the building is designed, constructed and operated to
high sustainability standards.

The Edge had a theatrical
new opening, complete
with the certificate arriving
by drone in a packed
atrium in front of an
audience of emploges
and clients.

The Edge had a theatrical new opening, complete with the certificate arriving by drone in a packed atrium

in front of an audience of employees and clients.

“We want to be seen as leaders but to trigger others to join —and in fact, to surpass - us in a drive towards
sustainability . And of course, we also want to be seen to be innovative as a professional services firm” says

Mr Meijers.

But branding aside, he is also adamant that first and foremost, _
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