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“The best way to predict 
the future is to invent it.”

– Alan Kay,
Internet-Pioneer
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Foreword

Dear Readers, 

Big data and digital trans-
formation are changing our 
society in ways we cannot 
yet fully gauge. It is equally 
difficult to predict how 
these approaching changes 
will affect the future of our 
work lives. In light of this, it 
is more important than ever 
to deal with the future – as 
unforeseeable as it may 
seem – and to remain agile 
and adaptable to new devel-
opments and currents. Only 
then can we continue to 
actively shape our business-
es and keep them fit for a 
new world. 

As a leading international 
designer and furnisher of 
modern office and work en - 
vironments, our mission is  
to anticipate changes in 
these areas as early as pos - 
sible and to provide new, 
intelligent solutions for our 
customers.

Earlier Bene Trend Reports 
have shown that we at Bene 
have the capability to trans-
late the future into usable 
office concepts and prod-
ucts. This Bene Future of 
Work Report provides you 
with our latest findings and 

offers a comprehensive overview of 
what the future of work could look 
like. The report is based on spe-
cialised literature and on the opinion 
of more than 40 experts from well- 
established international companies, 
start-ups, the science community, 
and consulting firms. Our team has 
led numerous interviews with opin-
ion leaders and hosted round table 
discussions particularly in Berlin, 
London and Vienna. Based on our 
research, we believe the following 
four aspects will play a decisive role 
in the future of work: Digital Trans-
formation, Leadership, Purpose of 
Work and Open Collaboration.

In dealing with these four topics, 
we’ve taken a closer look at trending 
buzzwords such as robotics, self- 
organisation, artificial intelligence, 
shared economy, Internet of Things, 
fluid leadership, virtual reality,  
3D printing, clickworker, and many 
others. Our (work)life is subject to 
a series of highly complex and 
multiple changes, so there is more 
than one possible future. Instead of 
suggesting final answers, or insisting 
on a singular prediction, our prima-
ry aim is to portray current moods 
and to provide food for thought on 
how businesses can shape their own 
future. And we at Bene will definite-
ly come up with new sustainable 
concepts and products to help you 
shape your future. Stay tuned!

We are looking forward to your 
feedback and exchanging opinions!
Your Bene Team

futureofwork.bene.com

http://futureofwork.bene.com
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Digital transforma-
tion is entering all 
areas of our lives, 
revolutionising how 
we work and live. 

The following chapter takes a clos-
er look at how digital business 
models, robotics, artificial intelli-
gence, the Internet of Things and 
other digital technologies influ-
ence and change life as we know it. 

FOR-

MATION
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DIGITAL BUSI-
NESS MODELS It’s 
no longer the best product 
that garners the most suc-
cess. Experts seem to agree 
that, in the future, busi-
nesses that generate the best 
data and turn it into the 
best services will come in 
first. Even so, the sharing 
economy and giveaway cul   -  
ture trends also have a 
downside: users make their 
data transparent and thus 
more vulnerable to manipu-
lation.

ROBOTS AND AR-
TIFICIAL INTEL-
LIGENCE The young 
generation of digital na-
tives is expected to deliver 
intuitive and promising 
solutions. Various forms of 
artificial intelligence will 
increasingly help them. At 
the same time, routine tasks 
in production and adminis-
tration will be performed by 
robots. While people be-
lieve that this development 
will give individuals greater 
freedom to do what they 
enjoy, they are still wary of 
a difficult transitional 
phase, in which many people 
will lose their jobs.

THE INTERNET  
OF THINGS One of the last 
years’ buzzwords describes a world 
in which not only smartphones  
and tablets are linked in networks. 
Everyday objects like refrigerators 
or washing machines will also be 
connected as they collect, commu-
nicate and process data. These  
new smart devices will have a life  
of their own, programmed to invi-
sibly assist people at home and at 
work. These developments will 
bring lasting changes, which pro-
voke a range of reactions, from 
gasps of amazement to fear.

OTHER DIGITAL 
TECHNOLOGIES Techno-
logical developments in 3D printing, 
3D projectors, VR glasses etc. will 
have a lasting effect on our daily 
lives. While some see them as posi-
tive innovations in a globalised, 
mobilised working world, sceptics 
fear our lives will gradually be taken 
over and dictated by new techno-
logies. 



DIGITAL 

BUSINESS 

MODELS
Increasing numbers of organisations are fa-
cing the issue of digitalisation, and how their 
businesses should react to it. The answer is 
not always to digitise their entire business 
model. It is far more common only to adapt 
elements of the value-added network. The di-
gital revolution has shown the absurdity of 
long-term planning. The goal is always the 
same: to be a more agile organisation where 
correct decisions can be implemented more 
quickly and cost-effectively. In the modern 
world of VUCA, it is more a question of being 
able to react quickly to change. A digital  
business model has the same effect on pro duc-
tion speed and the degree of automation as it 
does on processing quality. There is a simi lar 
need to rethink approaches to tasks, use of 
technology and data exchange, as there is to  
redefine relationships to customers, part  ners  
and competitors.

“One advantage of digi-
tal business models  
is that it’s now much 
quick er to test the po-
tential of new ideas using 
simple tools such as 

click rates and A-B tests. We soon know 
if a theory or an idea for a product or  
a set- up is promising.” 
 
– Mark Poppenborg
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DIGITAL PHENOMENA PRESSURISING THE 
BUSINESS COMMUNITY  
According to Prof. Christoph Mandl, 
Ph.D., Business Management In  sti  - 
tute, University of Vienna, it is  
important to note that the “sharing 
economy” seems to be a lasting 
trend.” This means that people are 
prepared, at a low cost, to share 
their property or,  for example,  to 
make their knowledge available in 
online communities.  At the same 
time, there is a movement towards 
“zero marginal” cost as digital pro-
ducts and services entail ever low er 
costs. In the new business models, 
users pay with their data, which 
they make available and which is then 
used for advertising and other pur-
poses. “A core consequence is that 
in future the most successful com-
panies will  no longer be those with 
the best products, but those who 
generate the best data, with which 
they offer the best services,” adds 
Prof. Mandl, Ph.D.. In this context, it 
is also clear that accessing re-
sources is becoming more important 
than own ership. Even today, busi-
ness es can be highly successful without 
owning strategically important re-
sources themselves. They gain access 
to resources by collecting data, or for 
example, via crowdsourcing, through 
which they can make use of the world’s 
best knowledge workers without need-
ing to hire them themselves.

These developments give rise to new 
ways of adding value. Suddenly, the 
winning business models are sharing - 
based, while companies with integ -
rat ed supply chains, who previously 
benefitted from economies of scale, 
will need to rethink. One dramatic 
outcome of these trends is the cre-
ation of “winner- takes-all  monopo-
lies”, where network effects emerge 
and customer benefits increase in pa-
rallel with customer numbers. This 
means that success increases expo   -
nen tially as customer numbers rise. 
Many hitherto successful organisa-
tions are facing the same challenge: 
how best to prepare for these changes.

CENTRAL CHANGES FOR BUSI-
NESS Start-ups are the 
prime example of how to implement 
digital business models. Experts 
agree that prestigious companies in 
traditional sectors should be partic u- 
larly careful not to miss the bus 
here. “Many established firms such as 
banks, publishers and others have 
dinosaur-like business models. They 
must either reinvent themselves  
in the digital world or die out,” ex-
plains Prof. Michael Bartz,  

professor of the International Business Institute, 
IMC University of Applied Sciences, Krems. It  
is obvious that this means radical changes  
in working life, and in consumer relations.“In 
the digitalisa tion era, it is becom ing increas ing  - 
ly impor tant to get to know your customers  
better, and to recognise their needs and de sires. 
It’s a matter of adapting processes to your clients 
and speeding up internal production,” says 
Robert Ehlert, co-founder, CEO, Smart in Cul-
ture. Many experts recognise the need to make 
greater use of such new methods as pro totyping, 
pivoting and design thinking. Lars Gaede, jour-
nalist; co-founder, workawesome.com puts the 
expert opinion in a nut shell: “a measure of 
courage to try new things and learn from your 
mistakes” is cen tral to success with digital 
business models. 



ROBOTICS

ARTIFICIAL
INTELLIGENCE

The major advances in robotics and artificial 
intelligence we are currently experiencing  
are based on three factors. Firstly, on rapidly 
increasing processing power, which allows  
machines to react and make decisions in the 
blink of an eye. Secondly, on the growing vol-
ume of data: by comparing a situation with a 
seemingly endless number of examples, a ro-
bot or processor can identify patterns and re-
act specifically to solve problems. And third-
ly, on algorithms, which are becoming more and 
more optimised. Experts note that machines 
have surpassed human intelligence in many 
f ields.  But human acceptance is the decisive 
factor in determining whether, and to what  
extent, artificial intelligence will spread and 
enter our private and work lives. 

AND “Intelligent systems are already 
self-learning today. By calculating 
an infinite number of examples, 
they find new solutions that hu-
mans could never conceive. We 

can’t even retrace how the machine came up 
with its suggestion. Deeply fascinating,  
but also a bit spooky.”  
 
– Lars Gaede
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“Today – at least for an averagely 
tech- savvy person – it  is  nearly im-
possible to escape automated data- 
collecting and processing environ-
ments. As soon as you use Amazon, 
Google, Facebook or maybe Siri on 
your iPhone, you hand your per sonal 
data to artificial intelligence soft-
ware. We should all be aware of this,” 
remarks Prof. Michael Bartz, pro-
fessor of the International Business 
Institute, IMC University of Applied 
Sciences, Krems.

“Facebook experimented 
with two artificial general 
intelligences which devel-
oped their own language, 
which was much more  
efficient than ours. This 
new language was much 
shorter for expressing their 
kind of ideas and the  
human programmers were 
no longer able to under-
stand it. That was very 
creative actually. When we 
go further than machine 
learning, when we go into 
artificial general intelli-
gence, then we come into 
areas that have the poten-
tial to be creative. I am 
afraid of that.” 
 
– Petra Hauser

WHAT DO EXPERTS THINK WILL 
CHANGE? A study published 
by the World Economic Forum shows 
that 65 percent of jobs that we will 
have in ten years do not yet exist. Re-
searchers also found that most peo-
ple will have a lot more to do with 
robotics and artificial intell i  gence, 
both at work and at home. Whether 
this is considered a chance or a threat 
is a matter of perspec tive: posi tive 
voices claim that shorter working 
hours (or at worst mass unemploy-
ment) could lead to people spending 
their newly found time with mean-
ingful things. On the other hand, 
there are concerns that “the transition-
al phase will hurt many, as a lot  
of people will not be able to cope with 
a transfer,” Ali Mahlodji, co-founder, 
whatchado. Of course politics and 
the economy are called on to adapt 
our system accordingly, so the gap 

be    t ween rich and poor does not become even 
wider. Whether winner-takes-it-all  tendencies 
can be successfully countered will depend  
heavily on global initiatives. 
 
Whether technological progress will actually 
have positive effects on work is yet to be seen. 
Will people really have more time to spend  
on creative tasks or human relationships, while 
machines take care of boring routine jobs? 
“Someone was saying to me the other day, to 
have a job in 20 years’ time, what you need  
to be is an artist because it’s the one thing that 
computers will struggle to replicate in terms 
of artificial intelligence. That is an interest ing 
idea,” says Tom Lloyd, co-founder, Pearson-
Lloyd. One thing seems clear: robots and ar ti -
ficial intelligences will profoundly change orga-
nisations and their personnel structures.  
“We need business leaders who already deal with 
these issues, so they can set the right course 
for the imminent shift ,” believes Peter  
Schuhmacher, Ph.D., president, Process Re-
search & Chemical Engineering, BASF. Our edu-
cation system is also in need of a paradigm 
shift if we want today’s children to be well- 
 pre pared for tomorrow’s job market, experts 
agree.

WHAT ADDED VALUE DO HUMANS HAVE 
TO OFFER?  Whether more than the human 
touch – as Alibaba founder Jack Ma puts it – 
wil l  distinguish humans and machines cannot 
yet be answered. Researchers assume that dif-
ferences in quality will be increasingly tied to 
the question of whether or not something  
was produced, or a service was rendered by hu-
mans. “When it comes to functionality, ma- 
 ch ines can cover the majority of tasks, but the 
added value of a hand made watch, for exam-
ple, cannot be replicat ed. Just like a fast-food 
chain where robots serve food could never 
compare to the fancy service you would re-
ceive in a top-notch restaurant,” points out  
Dietmar Dahmen, innovation consultant,  
fu turologist,  chief innovation officer, exc.io,  
an IBM company; author, speaker; founder, 
Bamm-Institut. It is obvious that progress in 
the development of artificial intelligence will 
substantially change internal processes and  
the customer experience. For example, instead 
of human customer service, many businesses 
today rely on chatbots who have automated 
conversations with their cus tomers.

Experts believe that we need to agree on glo-
bal rules for artificial intell igence as soon as 
possible. “Otherwise we may cross a point  
of no return and lose control over the subject. 
Policymakers in the US, Europe and the rest 
of the world aren’t as aware of the subject as 
they should be,” says Dietmar Dahmen.



THE

OF

THINGS
Our experts agree that our lives will be in-
creas  ingly changed by using networked objects, 
which communicate independently and help 
their owners to carry out particular tasks, as 
will  the closely linked develop    ment of “big 
data”. According to the market research ins titute 
Gartner, over eight billion things will be net-
worked around the world by the end of 2017, 
and by 2020 the number is set to rise to over 
20 bil l ion. Gartner esti  mates that two bil l ion 
dollars will be invest  ed in the technology glo-
bally in 2017. A growing trend.

INTERNET
“At the moment, we don’t 
even know what a strong 
currency our data is, or how 
much we could purchase 

with it. I wonder whether in future 
we’ll be more inclined to be fru  - 
gal with our data than our money.” 
 
– Prof. Christoph Mandl, Ph.D.
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SMART ROUTINES Intelligent 
net worked systems in a smart office 
are now seen as essential for eco-
nomic success. This view is found in 
the 2016 publication “Zukunft s chan-
ce Digitalisierung” issued by the Ger-
 man Federal Ministry for Economics 
and Energy (BMWi), and elsewhere. 
Employees are also making ever high-
er demands in this area. According 
to the “Future Workforce Study 
2016” by Dell and Intel,  52 percent 
of German employees are sat isfied 
with their current office equipment, 
yet 38 percent of respon dents believe 
that their “office is not modern 
enough”. For Generation Y, who grew 
up with the internet, smartphones 
and tablet PCs, mod ern communica-
tion technology is even more import-
ant. According to the Future Work-
force Study, an intelligent work place 
is a key criterion when they chose 
employers. In this context, they ex-
pect new inspira tion to come from 
augmented and virtual reality (AR/
VR) and connection to the Internet 
of Things.

SMART WORKPLACE ENVIRON-
MENTS A smart office also 
includes continued technological  
development of buildings, rooms 
and furniture, the experts stress. 
They also see additional benefits 
from these technologies, particu-
larly in terms of activity-based work  - 
ing. This contemporary open-office 
concept offers employees the option 
to work from a varied array of en-
vironments according to their current 
needs. “The IoT could help people  
in open offices to find a place that 
best fits their current work. Room 
booking would also be much easier,” 
says Sander Schutte, Ph.D., CEO, 
Mapiq. Ulrich Blum, Zaha Hadid  
Architects, goes a step further: “We 
believe we could use a lot of the ge-
nerated data – such as when and 
where employees change the office 
temperature – to drive design and 
make workplaces more comfortable.”

CYBER SECURITY AFFECTS 
EVERY ONE Of course, data se-
curity is a key theme here. Accord-
ing to McKinsey, 75 percent of IoT 
experts are convinced of that. But 
only 16 percent think their firms are 
doing enough. It is not only com-
panies who need to prepare rapidly 
for these changes, however. The 
voice-activated all-rounder “Alexa” 
is a clear example of how far this 
trend is now part of everyday life. 
Prof. James Woudhuysen, author, 
journalist,  visiting professor,  

London South Bank University offers two per  - 
s  pec  tives here: “As is generally the case with 
new developments in IT, opinion is divided  
between uncritical boosters and alarmist doom-
sters. Boosters think we will simp ly marvel at 
the bil  l ions (or is it tril l ions?) of devices that 
may be connected up in the next few years – as  
if that alone was enough to convince an ignorant 
general public of the IoT’s merits. By contrast, 
doomsters focus on the threat that the IoT 
could represent to perso nal security, safety and 
privacy; on how every thing from mobile  
health devices and cars could be hacked, for 
example.” The potential danger of cyber  
at tacks on whole nations is pointed out by  
Markus Spiegel, Ph.D., partner, Schaffer  
Con  sult ing New York among others: “it’ll really 
get go ing in the next few years. The attacks 
we’ve seen so far are just a foretaste.”



OTHER

TECH-

NOLOGIES
As digital technologies continue to develop ra-
pidly, companies have a greater need than 
ever to question their business models and pro-
cesses. After big data, robotics, artificial in-
telligence and the Internet of Things, this chap-
ter will focus on the other three drivers of  
the digital revolution; 3D printing, virtual and 
augmented reality.

DIGITAL
“Physical proximity to 
other people is a key  
ingredient in innovation. 

That’s the strength of Silicon 
Valley.”  
 
– Prof. Christoph Mandl, Ph.D.
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3D PRINTING     Studies show that 
3D printing will transform entire 
sectors. Bioprinting, using 3D print 
to produce human tissue structures, 
is already used in medical research. It 
is not yet possible to reproduce hu-
man organs, but work on the idea is 
underway. Likewise, “customised med-
icines” to combat diabetes and high 
blood pressure are already on the 
market. If 3D printing is making in-
roads into such a highly sensitive 
and tightly controlled field as medi-
cine, we must ask ourselves what 
else customers might soon be able to 
print to their own specifications?  
It is already possible to 3D print an 
entire house in just 24 hours and, 
experts say, we can assume that many 
production companies will need to 
rethink their skill sets.

“There is a link between 
neuroscience and archi-
tecture – buildings affect 
the way you think. Our 
brains can’t help but react 
to the spaces we occupy. 
That’s the fascinating 
thing about how to marry 
up the increasingly digital 
world – as all of us spend 
a huge amount of time in 
virtuality – with the phys-
ical working environment. 
For me, ‘place’ has real 
meaning, and I think this 
meaning will only get 
more important in an in-
creasingly virtual world.”  
 
– Philip Tidd

VIRTUAL REALITY (VR)  
AND AUGMENTED  
REALITY (AR)  These tech-
nologies are spreading slow ly but 
surely through our everyday lives. VR 
and AR have a shared aim – to let 
users immerse themselves in a virtu-
al world – but use different meth-
ods. AR users remain in the real world 
while interacting with virtual ob-
jects, whereas VR is entirely isolated 
from reality. VR users are plunged 
into an as realistic a virtual world as 
possible. 

Experts have nuanced views on the 
potential of VR and AR in day-to-
day work. Many think that VR tech-

nologies will have a greater role to play, parti-
cularly in marketing and sales. There, custo- 
mers will be able to look at and test life-like 
versions of individually config ured products 
even before they are produced. A completely 
virtual world seems to have less short-term  
relevance to internal processes, however. By con-
trast, there is consensus that AR has consider-
able potential to optimise workflows in the near 
future, e.g. in warehouse organisation, finding 
replace ment parts or repair instructions. Lars 
Gaede, journalist; co-founder, workawesome.
com, offers a vivid example:  “ instead of spen-
ding ages searching lists or manually flicking 
through catalogues to see which screw fits, 
you’ll be able to use AR glasses to easily find 
the right part in a vir tual catalogue.”

BUILDING RELATIONSHIPS REQUIRES 
PHYSICAL PRESENCE   The experts 
agree that in future more collaboration will 
happen in a virtual space. Critical voices 
warn that a lot of relevant information will get  
lost as a result. Body language, smells and 
subliminal information that shape moods and 
feelings will now be perceived differently.  
Therefore, personal meetings will remain as in-
dispensable as ever. “I think that the more  
realistic the virtual world looks, the more it 
gives the impression of being a real space  
the more this technology will be used, especi-
ally in global teams. On the other hand, I’m 
convinced that there will still be proper meet-
ings. While they will be used less to discuss 
shared projects, it will become much more im-
portant to get to know each other and work  
on a shared vision or a common mindset,” says 
Ali Mahlodji, co-founder, whatchado. Every - 
one considers it significant that the virtual 
world cannot replace the physical realm. “In 
some sectors, there’s a trend towards in  creas-
ing teamwork. It is increasingly possible to 
collaborate virtually. Despite virtual spaces, we 
need to create an atmosphere where people 
can think creatively. Where everybody feels com-
fortable and able to concentrate,” adds Sarah 
Claes, project leader, Zenon Concept GmbH. 
Davide Dattoli,  co-founder, CEO, Talent  
Garden, is also convinced that real space  
will still have a key role to play: “digital meet-
ings will become more important in the fu-
ture. You can be very productive working with 
people online, but you cannot have a great 
personal relationship”. 

Boris Gloger, founder, CEO, borisgloger Con-
sulting, sees things similarly: “in the early 
20th century, Vienna’s coffee houses were at 
the heart of debate and development. And  
today, in innovation clusters like Berlin, Boston, 
New York and Tel Aviv, we see that lively per-
sonal discussion gives rise to more innovations 
and ideas. It seems that, despite increas  ed 
electronic and digital communication, we still 
need this constant dialogue”. There is also  
unanimous agreement that a shared vis ion is 
gaining importance in a digital world.



SHIP

LEAD-

ER-





SHIP

LEAD-
77 percent of business 
leaders in Germany 
believe that we need a 
paradigm shift in 

leadership culture. Net  work eco-  
nomy does not work so well with 
traditional hi er archal structures, 
but rather thrives on cooperation, 
self- organisation and teamwork 
among equals. The following 
chapter explores how businesses 
organise themselves and manage 
their staff in the future.

ER-



21

Leadership

SELF-ADAPTIVE 
SYSTEMS The fact that 
businesses are fluid systems, 
and not static entities, is 
often overlooked. Many 
things can neither be anti-
cipated, nor planned, as 
human interactions constant  - 
ly change and evolve. It is 
up to smart leaders to under - 
stand and support this co- 
evolution and to support 
employees in their learn ing 
process and teamwork 
efforts. 

SELF-ORGANI-
SATION As work pro-
cesses are becoming more 
and more complex and dif - 
fi cult to standardise, exec-
utives’ expectations are 
chang ing, too. Nowadays, 
managers seek employees 
who deal with their tasks 
independently and self- 
sufficiently. Experts agree  
that trust and responsibility 
are key factors in this de-
velopment, which can also 
have positive effects on 
moti vation and stability.

FLUID LEADERSHIP
In an unpredictable, globalised, and 
increasingly complex world, trad- 
itional management mechanisms like 
command & control no longer get 
the job done. Like an orchestra con- 
ductor or coach, managers face the 
challenge of coordinating their 
staff to reach a common goal. This 
requires staying focussed on the big 
picture, while also paying attention 
to people’s individual strengths and 
weaknesses. In this sense, “fluid” 
stands for a new permeability in busi-
ness structures, going beyond tra  -
ditional communication channels 
and hierarchies. 

EMPLOYEE  
ENGAGEMENT Experts 
agree that employee wellbeing  
is often neglected as a determin  - 
ing factor for business success. 
This chapter takes a closer look at 
the growing need for a healthy 
work-life balance. We discuss how 
in trovert and extrovert types thrive 
in different work settings and how  
positive relations to colleagues and 
leaders can favou r  ably influ ence 
both a sense of wellbeing and  
productivity.



ADAPTIVE
SYSTEMS

“I like to compare leaders 
with music conductors, who 
are ultimately responsible 
for coordinating a group  

of people with different skills to reach  
a common objective.” 
 
– Prof. Marion Weissenberger-Eibl, Ph.D.

VUCA (an acronym for volatility, uncertainty, 
complexity and ambiguity) refers to the changed 
and changing conditions that have upended 
traditional corporate structures and leadership 
principles in recent years.  Ever -growing 
amounts of data and information are gener-
ated and exchanged all over the world at un  -
precedented speed. This leads to an equally 
accelerated rate of change, visible, for ex    - 
am ple, in stock markets’ increased volatility. 
Un  certainty is also on the rise, as variables  
and their causalities become more and more 
dif f icult to follow. One example is the rise  
of disruptive businesses – one of the last years’ 
buzzwords – which stands for the deve lopment 
of new markets replacing old ones practically 
overnight. There has also been a steep increase 
in ambiguity when it comes to information.  
It is becoming more and more difficult to find 
clear interpretations, while misunderstand-
ings are multiplying. The complexity of our 
lives, the multi- layered, multi-  channelled  
interaction of many, at times unknown, varia-
bles will continue to increase along with the 
growing stream of data. Our system, our rela-
tionships to each other and the flow of de ci sion-
relevant knowledge have undergone funda-
mental changes.

SELF-
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WHAT ARE SELF-ADAPTIVE  
SYSTEMS? Businesses have al-
ways been complex, adaptive systems, 
but it is only with recent changes 
brought about by technological, po-
litical and economic developments 
that this approach has garnered more  
attention and further research in 
practice. The basic assumption on 
self-adaptive systems is that all 
parts of an organisation interact and 
continuously influence each other. 
“This co-evolution means that every 
action leads to multiple unpre dic t-
able reactions. Some connections are 
stronger, while others are weaker.  
We surely should not assume a rigid 
structure, but rather a lively, cons-
tantly evolving organism”, ex plains 
Markus Spiegel,  Ph.D., partner, 
Schaffer Consulting New York. Bu-
si  ness leaders should look at the 
fundamental dynamics of this or-
ganism from a systemic, holistic per-
spective.

WHAT DOES LEADERSHIP  
CULTURE MEAN?     Business 
lea ders today must do more than 
make decisions. Staff must be taken 
along and involved in the process. 
Only when they share responsibility 
can decisions lead to lasting suc-
cess. Trust and communication are 
key factors. Employees should also 
be supported in their learning pro-
cess and collaboration – this opinion 
is a common theme in expert inter-
views. 
 
Paying too much attention to control 
numbers and projections seems to 
be the wrong path, many experts be-
lieve. “Large corporations usually 
work with multi-layered management 
structures, tuned to minimising risks. 
This approach, however, is no long er 
fit for today’s fast-paced world. “We 
must learn to allow much more open 
structures and more space for develop - 
ment”, explains Peter Schuhmacher, 
Ph.D., president, Process Research & 
Chemical Engineering, BASF. The 
idea is  not to cl ing to long-term 
plans, but rather to lead in an agile 
way, adapting to contexts as neces-
sary. This means organisations need 
to be resilient and strong. “We have 
to let go of the idea that we can  
predict or plan the future. It’s beco-
ming increasingly important to learn 
how to handle uncertainties, parti-
cularly when it comes to leading bu-
sinesses,” Markus Spiegel elaborates.

Experts agree that courageous lea-
dership decisions, independent of 
common trends and predictions, are 
the way to go. “Business leaders 

should have the courage to forge into new  
territories and to leave behind old paths in or-
der to discover new ones. This means you 
have to know how to handle mistakes, too,” be-
lieves Dietmar Dahmen, innovation consultant, 
futurologist, chief innovation officer, exc.io, 
an IBM company; author, speaker, founder  
of the Bamm-Institut. Often, fail ure is subjec-
tively and uncritically attributed to change. In 
fact, however, the risk of failing because  
of change is just as high as the risk of failing 
because things stayed the same.

“During my studies, I found that 
leaders who create adaptive sys-
tems are complex thinkers. They 
understand the fact that you canˇt 
control; you have to steer because 
you are dealing with something 
dynamic. They didn’t talk about it 
in terms of these concepts but all 
of them actually understand them 
as leaders. They had three things 
in common no matter what kind 
of organisation it was – all had  
a really clear idea of what they 
were there to do (which they com-
municated); all had a tight set of 
values and all were pragmatic  
optimists.  
 
This meant that other aspects of 
leading could be more flexible 
because everyone in the organisa-
tion knew where they were going 
and they felt supported, so they 
were willing to step into the un-
known. Complex-thinking leaders 
understand what needs to be 
tight so that people have some-
thing to steer against, and what 
can be loose so that people have 
room to innovate – that is how 
they create adaptive companies.” 
 
– Prof. Fiona Kerr, Ph.D.



ORGANI-

SATION

“It’s not true that staff need an 
inter nally-generated goal to  
orient themselves by. They know 
perfectly well what needs to  
be done to keep the customer 

happy, to get the job done properly, and 
conduct themselves accordingly. To that ex-
tent, I’d say that self- organisation has a 
much better chance of adding value smooth-
ly and efficiently than the illusion of  
classical management.”  
 
– Mark Poppenborg

More and more businesses are realising that 
internal bureaucracy and monitoring pro-
cesses bring less in success than they cost in 
time and energy, which could be better in - 
vest ed in external added value processes. The 
goal is to free people up to turn their atten-
tion outwards, towards the market, and to re - 
duce the burden of internal processes. 

“Self-organisation” is a hot topic in this area. 
It means that teams are at their most effective 
when there is no top-down imposed hierarchy 
with responsibilities pooled by a manager. It is 
more about giving teams the freedom to direct 
their own customer- and market-focussed actions, 
according to need. Who is responsible for what, 
and when, varies from project to pro ject, and 
will be agreed within the team. Decision-making 
is not aimed at getting a group consensus, but  
at giving the final say to the person with the re-
levant skills. 

SELF-
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HIERARCHIES AND POWER 
STRUCTURES HINDER AGILITY 
“To create an agile organisation,  
you have to disband hierarchies and  
power structures. The decision- 
ma king process should be different  
in every case,“ says Ali Mahlodji,  
co- founder, whatchado. This means 
that various team members might take 
on leadership roles according to  
the task at hand. “Colleagues decide 
among themselves who will take  
on which role and assume the leader-
ship for which project,” confirms 
Robert Ehlert, founder, CEO, Smart 
in Culture. “Self-management makes 
it possible to master the new chal-
lenges posed by digitalisation. Only 
a stable, resilient system will be 
able to cope with the rapid changes 
we’re seeing and enable agile reac-
tions. The concept is stable because 
it is based on the fun damental val -
ues of trust and freedom,” notes Patrick 
Kenzler, co-founder, partner, Dark 
Horse GmbH, speak ing from experi-
ence. He adds: “I believe that this  
level of trust sustains intrinsic mo-
tivation, making it a key building 
block in our work.”

Numerous practical examples prove 
that “self-organisation“ works, but 
for this approach to succeed, busi-
nesses need to share responsibili-
ties differently, to rethink and rede-
fine decision-making processes. 

SELF-ORGANISATION – THE NEW 
MAGIC BULLET? Not every 
company is ready to introduce this 
kind of organisation. Without com-
mitment from senior management and 
a considered implementation pro-
cess, including coaching for teams 
and individual team members, this 
form of non-leadership risks ending 
up in chaos and dissatisfac tion. Get-
ting the timing right is crucial to its 
success. The experts agree on a need 
for detailed self- analysis of the whole 
organisation, and that every com-
pany has to find its own way forward. 
Rober t Eh ler t suggests as an ex-
ample a consistent approach that 
works in his company: “we don’t have 
employment contracts but confi-
dence agreements, in which the wis-
hes, aims and duties of both sides 
are laid out. Instead of an HR depart-
ment to determine salaries, bonuses 
and holidays, all staff mem  bers  
take responsibility for themselves.” 
 
A LEADERSHIP VISION 
Not everybody is convinced that fu-
ture management issues will  vanish 
into thin air, however. It is more a 
question of the impact of “self- 

organisation“ on managerial responsibilities 
and skills. “It is becoming more important for 
management to set conditions in which people 
can work – not just effectively but also creative  - 
ly. To create an atmosphere that gets results 
you need a light touch and knowledge of human 
nature. A good manager should allow teams to 
orga nise themselves,” says Wilhelm Schünemann, 
project manager, Zenon Concept GmbH. Accord-
ing to Anne-Sophie Tombeil, Ph.D., Service and 
Human Resources Management, Fraunhofer In-
stitute for Industrial Engineering IAO: “it ’s not 
that we no longer need management, but more 
that in future everyone will be networked with 
the most important people to themselves, and 
con sequently will be able to push ahead with 
their own projects. It depends on the organi    -
sa tion whether, and to what extent, it will be 
possible to introduce self-management.”

“Instead of managers laying down 
rules, colleagues need the oppor-
tunity to take their own decisions 
according to their skill sets, and 
to be able to assume the respon-
sibility for them.”  
 
– Robert Ehlert



LEADER-

SHIP

“Today, managers can 
no longer know every-
thing and have all  

the ideas themselves. They need to 
swallow their narcissism and make 
the most of their em ployees’ skills.” 
 
– Boris Gloger

In a network economy, undergoing drastic  
change, ever more new abilities are gaining im-
portance, what we learnt at university is often 
already irrelevant, and we may find ourselves  
asking who should lead. Those with most ex-
perience, the most appropriate training, the  
best relationships or other key skills? It is fre-
quently clear that companies can only fulfil 
their true potential when management are pre-
pared to follow employees who have greater 
skill in particular areas. Meanwhile, power plays 
and dominance can be a hindrance because 
staff on the ground are often better placed to 
assess the most customer-focused decision  
to take in a situation. 

FLUID
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Martin Pongratz, head of Workplace 
Strategy CEE, CBRE describes  
current developments: “at the mo-
ment, organisations are shifting into 
a kind of organic cell situation, 
where you somehow have a leader-
ship that sets clear boundaries, an 
outside and an inside. A nucleus that 
ensures the inside of this cell has 
the right equilibrium to survive and 
grow. A fluid system manages on  
its own, led, here and there, by the 
nucleus who issues some command 
to change things in a certain direc-
tion, but it is not particularly clear, 
it is fluid.” These changes are already 
being seen in a lot of companies to-
day, as Hermann Arnold, author; co- 
founder, CEO, Haufe-umantis AG  
underlines: “today, everyone has to 
be able to lead. Management doesn’t 
always mean directing whole pro-
jects or teams. A lot of the par ticular 
tasks employees have to carry out to-
day require skills that would once 
have been the boss’s responsibility. 
That means that everybody has to be 
able to lead, and also follow from 
time to time.”

FLUID ORGANISATIONAL STRUC-
TURE According to the 
experts, a kind of shared leadership 
can be created in both major orga-
nisations and smaller teams, so long 
as the structures are right. They 
emphasise that senior management 
will often keep the same functions 
as before, while things might need 
to change at middle management le-
vel. Unlike self-organisation, “fluid 
leadership” only requires the soften-
ing of existing hierarchies rather 
than their complete abolition. “The 
question of who leads will always  
be on the table. We need to find a win-
win situation where managers, em-
ployees and technology lead, when-
ever necessary. But I think KPIs  
will still be needed; that means that 
managers stay as they are, to an ex-
tent, which is also something we have 
to respect” says Axel Bachmeier, 
lecturer Future Organisational De-
sign, University of Applied Sciences 
Vienna; Strategic Personnel- and 
Organisational Development, s IT 
Solutions, a Member of Erste Bank 
Group. “In future, there will be 
more elected committees and tem-
porary managers,” adds Ali Mahlodji, 
co-founder, whatchado. 

QUINTESSENTIAL LEADERSHIP  
Road traffic can show clearly how  
a system can work without a boss to 
take every important decision. Of 
course, we need rules that everyone 
knows, and which every road user 

keeps. We are taught knowledge and skills by a 
driving instructor, and our driving licence is 
the proof of our competence. After that, every-
body is expected to take responsibility for 
themselves and not to endanger others. Herman 
Arnold applies this idea to modern organisa-
tional structures: “although we don’t yet know 
exactly what the new leadership rules will  
look like, we’re in the process of trying it out, 
learning and conducting experiments; at some 
point we’l l  understand how it works. Not that 
long ago, nobody could imagine just being able 
to organise journeys and flights for themselves. 
But the internet and learning new skills have 
made it the most ordinary thing in the world.” 
He thinks it is also important to rethink our 
own understanding. Leadership should be seen 
as support, not constraint.

“Leadership should be about  
empowering and enabling your 
team to be as good as they can 
be.”  
 
– Rosie Haslem 
 
PREREQUISITES: SELF-REFLECTION  
AND EMOTIONAL INTELLIGENCE          
“Fluid leadership” involves new responsibili-
t ies,  de cision-making processes and associated 
experiences. Consequently, as experts agree, 
for ward- thinking companies should invest more 
heavily in structured and goal-oriented measu  res 
to prepare their employees and man agers. “A 
manager should be a role model and, l ike a 
coach, only intervene in a sup  port ive way. 
We’ve been reading that for 25 years now. The 
problem is that most managers never pro per ly 
learnt those skills,” criticises Prof. Gunter  
Dueck, Ph.D., mathematician, author, philoso - 
pher, futurologist. “The key point for sus-
tainable leader s hip is the mindset of the leader. 
Man agers need to act as mentors and try to 
sup  port their staff. Underlying this is the wil-
lingness to start by understanding and work-
ing on themselves,” adds Robert Ehlert, co -
founder, CEO, Smart in Culture.



ENGAGE-
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“Maybe we 
have to 

work less to be more 
productive.”  
 
– Martina Schöggl

Work-life-balance and employee wellbeing are 
familiar topics in today’s business community. 
Yet for many, the question of the extent to 
which soft factors make a measurable contri-
bution to corporate success is still open. 
When push comes to shove, or in hard finan-
cial times, it  often seems easiest at first to  
economise on staff. It is often only in retro-
spect that you start to wonder about the  
consequences of colleagues working too hard, 
or feeling pressured for other reasons, by 
which time it may be too late. Although com-
pany loyalty to staff, and vice versa, have  
demonstrably declined, the experts believe that 
its employees are still among any or gan  i sa  - 
tion’s most valuable resources. Prof. Christian 
Blümelhuber, Ph.D., professor for Strategic 
Organisational Communication, Berlin Univer-
sity of Art, explains: “it seems to me that when 
employees are happy, they are not only more ef  - 
ficient, but more loyal to the brand. That 
doesn’t mean that you do everything your staff 
want – it’s more about bal  an ce and fairness.” 
“We are now realising that if your workforce are 
happy and moti vated they will deliver more 
productivity to you. There is an understanding 
now that there is a greater connection between 
the wellbeing of staff and the health and well-
being of the business. Some of the impacts  
are physical, such as the right amount of light, 
the right amount of oxygen, having elements  
of nature, but there are also social impacts 
about how you connect, the feeling that you 
are in a com munity etc. The power of the so-
cial is clearly a very important aspect of  
wellness in the workplace,” adds Tom Lloyd,  
co- founder, PearsonLloyd.

EMPLOYEE 
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WELLBEING IS PERSONAL  
Employees often have a good under-
standing of themselves, and know the 
conditions in which they work well 
and effectively. According to the ex-
perts, many organisations are mis-
sing the chance to use this knowledge 
to promote productivity. Every one  
is agreed that employees can have 
very varied wishes. 

These non-tangible factors include 
not only appreciation from manage-
ment and colleagues, but also a 
pleasant, supportive working envi-
ron ment. What this actually means 
depends on both personal taste and 
job requirements. “At the moment,  
a lot of spaces are designed for com-
munication and collaboration. This 
paradigm overwhelms all the more 
introverted people. We have a lot of 
employees who are crucial to our busi-
ness model but don’t feel comfort-
able in this buzz-environment. For me, 
the main question is how to provide 
an environment that allows these dif-
ferent people to work in their own 
style,” contributes Klaus Sandbiller, 
Ph.D., head of Group Real Estate 
Portfolio, Transactions & Projects, 
UniCredit. Prof. Fiona Kerr, Ph.D., 
professor, Neural and System Com-
plexity, University of Adelaide, takes 
this point further: “we’ve created  
environments that are taking the per-
sonality out of the environment.  
We are working with so many clients 
now who are questioning this  
whole idea of hot-desking and desk- 
sharing. I think one of the reasons 
activity-based working is becoming 
less relevant is because we are  
asking people to inhabit those en-
vironments in a non-territorial way, 
but people are territorial animals”. 
One of the main questions emerging 
at the roundtable in Berlin is what 
an office should look like in future 
– if all staff are to feel at ease there. 
On one hand, this is increas ingly 
seen as a place for dialogue and 
networking, but on the other, more 
and more voices are calling for  
opportunities for retreat, alone or  
in a team, and for customisation.

INVOLVING EMPLOYEES  To 
Prof. Gunter Dueck, Ph.D., math  emati-
cian, author, philosopher, fu tur-
ologist, the ideal productive work   -
ing environment is so individ  ual 
that he makes this suggestion: “I re-
commend that every department 
finds its own motivating levers and 
works out what it would really cost  
for every one to be able to choose their 
own mobile, for example, use the 
programs they like, or even to have a 

single-person office etc. In my ex perience, this 
reveals that the things that are stinted on  
are not actually all that expensive. If you want  
a holistic understanding of a system and to 
truly solve problems, then that, for me, is some-
thing you’ve got to tackle.” Mean  while, other 
experts stress the strong influ ence that the com-
pany culture can have on employee wellbeing. 
“Companies need to learn that such attributes 
as independent thinking, rapid decision- 
making, listening to each other and not always 
thinking commercially, complement and enrich 
each other. In my opinion, promoting these 
skills and embedding them in the company cul-
ture has enormous potential, and contributes 
to general wellbeing,” says Patrick Kenzler, co- 
founder, partner, Dark Horse GmbH.

“I think the more the world gets 
technological, the more you 
should think about the human 
and the more human the work 
place has to be. So think about 
humans and emotions first. Be a 
coach and make it fun for people 
to come to your place, so that 
they can grow out of themselves, 
grow bigger and happier.”  
 
– Dietmar Dahmen
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PURPOSE
While what makes a job 
purposeful means differ-
ent things for different 
people, experts agree that 

the idea of finding purpose in 
work is becoming more and more 
important. What employees ex-
pect from their work is becoming 
increasingly nuanced. Young  
talents in particular, are becom-
ing more pronounced in their 
wishes. Policymakers face the chal-
lenge of adapting the existing  
education  al system and labour 
laws to tomorrow’s needs.

OF
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THE MEANING OF 
WORK Millennials have 
high demands when it comes 
to their employers. Work is 
not only supposed to be fun, 
it should also serve a higher 
purpose. Customers are no 
longer the only ones who 
decide on a product or ser- 
vice based on a company’s 
social and environmental 
be haviour; today’s employ-
ees are just as critical of the 
business they work for.

EMPLOYER 
BRANDING A busi-
ness trying to recruit to-
morrow’s talent has to offer 
more than a decent salary 
and attractive benefits. 
Organisational culture and 
individual development 
opportunities have become 
major points for job seek-
ers. A healthy work-life 
balance has also never been 
as important as today.

NEW WAYS WE WORK 
Digital transformation and globali-
sation go hand in hand with the 
trend towards more unconventional 
forms of work. People are paid for 
the work they get done instead of 
for hours spent in the office; work 
conditions in general have become 
more flexible. Workshifting, for 
example, describes a modern idea 
of defining work independently of 
time or place. Models like this 
subsequently bring about changes 
in leadership styles and communi-
cation strategies within and be-
tween businesses. 

SOCIO-POLITICAL  
EFFECTS Robots taking over 
routine tasks in production are a 
phenomenon we are familiar with. 
Thanks to the continuous develop-
ment of artificial intelligence, even 
more jobs will be passed on to 
machines in the future, some fear. 
At the same time, this will create 
new job profiles, requiring new 
skills and qualifications. As a re-
sult, voices calling for timely reforms 
and adjustments in education and 
labour laws are becoming louder.
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“In Europe, work-
life integration is 
definitely an issue 
around personal 

fulfilment. The opportunities to work auto-
nomously and creatively, to create your own 
scope and to be able to talk to interesting 
people, whether colleagues or management, 
are increasingly important to us.”  
 
– Prof. Marion Weissenberger-Eibl, Ph.D.

Everybody has a different idea of what makes 
work meaningful, the experts agree. The fun-
damental hope, however, is that increased  
use of machines for routine tasks and intro-
ducing an unconditional basic income will 
mean that more and more of us will be able to 
pursue activities we find worthwhile. The 
mean ing of work for an individual and a clear 
shared vision within a company are powerful 
motivating factors. Lars Gaede, journalist; 
co-founder workawesome.com, is certain  
that: “if people work in a job that appears  
meaningful for them because they are creating 
something, building a house, establishing a 
start-up, caring for someone, bringing up 
children etc, then they are intrinsically mo - 
tivated. Work provides a sense of purpose in 
the lives of many people. Many people who 
have a job that makes them unhappy may look 
for a hobby instead, but I really am con - 
vinced that there are very few people who are 
happy simply doing nothing.” In this context, 
however, it is also stressed that worrying 
about meaningful work or even “voting with 
your wallet” – i.e. shopping so as to shape the 
world you want to live in – still only affect 
those lucky few who can afford it. “There are 
privileged people who can engage with the 
meaning of value, but there are also very many 
situations where the only role of employment 
is to provide a paycheque. Of course it would 
be nice if the management created a model  
of value that enabled everyone to see their work 
as meaningful, whatever their income,” adds 
Anne-Sophie Tombeil, Ph.D., Service and Human 
Resources Management, Fraunhofer Institute 
for Industrial Engineering IAO.

THE

WORK
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THE GROWING IMPORTANCE OF 
MEANINGFULNESS There is 
agreement that the Generation Y 
(born 1981-1997) are not only demand-
ing more sustainable products but 
also want ing more from their employ-
ers. “The millennials in particular 
feel that meaningful work is signif-
icant. Companies in a global com-
petition for talent should definitely 
take note of that,” says Markus  
Bihler, co- founder, venture partner, 
Builders Union; venture partner,  
Vertex Ventures for example. “Peo-
ple who can choose what they want  
to work on, and where, often want 
more than just to earn money. They 
want to identify with the company, 
the product or their job,” explains  
Hermann Arnold, author; co- 
founder, CEO, Haufe-umantis AG.

So if companies want to attract tal-
ent, they need to think very clearly 
about what they can offer young 
people, in particular, over and above 
financial means. A swish company 
car, an office of their own… that all 
seems outdated today. The Deloitte 
Millennial Survey 2016 shows that the 
Generation Y primarily want leader-
ship responsibility, flexible working 
and value that goes beyond profit. 
The same study also reveals that this 
gen       e r ation is far more likely than 
others to prioritise personal values 
over those of the company. If the 
corpor ate philosophy or a certain de-
cision does not fit their own value 
system, they find it easier to say “no”. 
Given that the millennials already 
make up 15 per cent of private house-
holds in Germany (by 2020 it will  
be 20 per cent), forward-looking com-
panies need to focus more than ever 
on issues of meaningfulness. 

“We don’t want just to run 
a profitable company, we 
want to be seen as a fair 
and modern employer.” 
 
– Claude Ritter

CORPORATE PURPOSE NEEDS TO 
ADAPT Technological, so-
cietal and political change means 
that companies have to adapt contin - 
ually to new needs, and thus to  
redefine their purpose. “We have 
long known that 30-year-old city 
dwellers are considerably less likely 
to get a driving licence than the  
generation before. So it is foresee-
able that, sooner or later, car firms, 

for example, will have to question their aims 
and purposes. If car manufacturers bring 
car-sharing con  cepts to the market, it’s because 
they’re not sure whether people will  sti l l  own 
a car in the foreseeable future, or prefer just 
to be able to use one that’s parked round the 
corner. Billing for these services fundamental-
ly changes the com  pany’s purpose,” adds 
Prof. Christian Blümelhuber, Ph.D., professor 
for Strategic Organisational Communication, 
Berlin University of Art. As well as the “sharing 
economy”, two other revolutionary develop-
ments will  completely change the scene: 
e-mobility and autonomous driving. The mobi-
lity industry is just one of the many facing  
potentially ex ist ential change. A steady stream 
of new ap proaches and societal demands  
are calling the purposes of many contemporary 
firms into question. Markus Spiegel, Ph.D.,  
part ner, Schaffer Consulting New York shares 
the opinion that: “in future, there’ll be an  
extreme variety of new kinds of company and 
corporate purposes.”
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“Successful companies 
make the values that 
matter to their staff – 
e.g empathy, coopera-

tion and esteem – an active part 
of their culture.” 
 
– Patrick Kenzler

There is consensus that company loyalty to-
wards staff, and vice versa, has declined.  
Anne-Sophie Tombeil, Ph.D., Service and Hu-
man Resources Management, Fraunhofer  
Institute for Industrial Engineering IAO: “work-
ing relationships in general are more flexible. 
Instead of seeking long-term commitment to a 
company you usually keep your options open, 
only staying while you’re happy or it makes sense 
for you. If something no longer fits,  emplo  y-
ees will  be off.” There are many reasons for 
this. As mentioned above, however, young  
talents in particular are increasingly looking 
for jobs where they can take decisions and  
responsibility, and which suit their value sys-
tems. Robert Ehlert, co-founder, CEO, Smart  
in Culture, speaks from experience: “empiri cal 
investigations show that top talents leave 
their companies because nothing changes. I’m 
hea ring increasingly often that many are even 
leav ing better-paid jobs for positions where they 
can take on more responsibility and really  
implement projects.”
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THE ATTRACTION OF CORPOR-
ATE CULTURE           Money, power 
and status symbols are less impor-
tant. Instead, employees are seeking 
employers they can identify with. 
Corporate culture plays a growing 
role in their choices. “Increasingly 
often, people go to a company for its 
culture. Lots of them want to tell 
their friends, I work there, and have 
them respond ‘woah, cool!’” claims 
Dietmar Dahmen, innovation consul-
tant, futurologist, chief innovation 
officer, exc.io, an IBM company;  
au thor, speaker; founder, Bamm- 
Institut. Ali Ganjavian, co-founder, 
Studio Banana, emphasises the need 
for shar  ed values for communication 
and successful collaboration: “I think 
Patagonia is a very interesting ex-
ample because they only employ peo-
 ple who share their values. Shar ing 
values builds community. I think com-
munity and technology are close ly 
related. In a good community, you are 
typically able to communi cate better 
and technology is an instrument not 
an impediment.” 

Some experts feel it is worth explicit-
ly asking whether a staff member 
fits into the company from the outset: 
“our company on-boarding process  
is unique because we communicate 
very clearly our hopes from our em-
ployees. We have four central com pany 
values and tell people right at the 
start: if you can’t identify with them, 
you’d better quit now. If you’re found 
not living out the val ues, you’ll be 
fired. To that extent, we’re very hard 
and transparent about it,” admits 
Claude Ritter, co-founder, Book a 
Tiger; venture partner, Cavalry 
Ventures.

“It’s always the people,  
the rest depends on how 
you treat your people.” 
  
– Patrick Aertsen

STRUCTURES MUST MATCH 
VALUE SYSTEMS     It is also 
vital for company structures to pro-
mote an open culture, experts say. 
Ac cording to Robert Ehlert:  “tradi-
tional companies need to change a 
bit and learn a lot if they want to keep 
attracting talent and stay success-
ful. Millennials demand a lot of auto-
nomy. Really good people, who  
want to make a difference and achieve 
things, will no longer stay in firms 
with strict hierarchies and protrated 
decision-making processes.” One 

central issue seems to be how new cultur al 
forms can be implemented in businesses  
that employ increasingly different generations.  
Laure Mombrun, senior design strategist,  
PearsonLloyd, also sees this as one of the big-
gest challenges: “It ’s probably one of the first 
times we’ve had baby boomers sti l l  working 
and people in their twenties entering the 
work place. How do we deal with different 
needs and expectations, and a different take 
on technology? This ques tion will redefine 
both work and education. What will work mean 
in the years to come?” Patrick Kenzler, co- 
founder, partner, Dark Horse GmbH, discus-
ses the assumption that the meaning of work 
is changing, and that other values will play  
a stronger role: “today’s employees are tomor-
row’s mana gement.  Which means that in 30 
years’ time, this change in values will be more 
obvious, and seen in very different positions. 
So the con flict might look huge now, but it’s 
not actual ly that serious. The key thing is for 
organisations to start learning, and to em-
brace experimentation.” 

THE OFFICE AS DECISIVE  
FACTOR  Workplace design is also still 
seen as crucial to staff retention. “It’s import-
ant to companies to have impressive premises. 
Both to the outside world and internally, be-
cause it helps attract good staff,” emphasises 
Sarah Claes, project leader, Zenon Concept 
GmbH. “Employee wellbeing comes to the fore. 
We need to focus on creating spaces that are 
good both for contact and for health. Com-
munication rooms, relaxing retreats, and areas 
for sport or reading. Ideally, there should 
also be an outdoor area. Not just in the hope 
of boosting efficiency, but also because com-
panies are competing. The globalisation of the 
work ing world means employees have more 
chances to choose, which they do based not only 
on potential earnings, but also on quality of 
life,” adds Wilhelm Schünemann, project ma-
nager, Zenon Concept GmbH.



WAYS

 “In a flexible 
world, the 

work place is a little bit 
like the fire and the 
tribe.”  
 
– Ali Ganjavian

Studies like the Global Workshifting Index from 
Citrix Systems (2012) attest that work is becom-
ing increasingly mobile and more location- 
independent. In recent years, many companies 
adopted work-shifting approaches, being  
careful to provide a technological working en- 
vironment that made it possible to work from 
home and elsewhere, but now the trend is in 
another direction. In 2017 it emerged, for  
example, that the IT firm IBM was pulling its 
staff back from the home office to work on 
site. The argument goes that true creativity 
and inspiration can only develop “shoulder  
by shoulder”. Although the spotlight is swing-
ing back to the usefulness of being physically 
present for certain tasks, greater flexibility  
is now expected in many respects. It is not just 
the Generation Y who are used to be ing able 
to access their information any where – at the 
airport, in a co-working space etc. A move  
towards project-oriented working prac tices is 
becoming increasingly noticeable on the con-
tract side too. Tamara Carleton, Ph.D., CEO, 
founder, Innovation Leadership Board, describes 
it thus: “we follow more of a Holly wood mo-
del of operation that means depending on the 
programme or initia tive, we assemble the tal-
ent we need, set that up, ensure the delivery, 
oversee quality and we may or may not tap the 
same people for the next initiative.” 

TECHNOLOGICAL CHANGE MODIFYING 
TYPES OF WORK  The experts assume 
that advancing digitalisation and automatisati-
on, follow ed by the further development of  

WE

WORK

NEW
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artificial intelligence, will give rise 
to a sharper distinction between 
routine activities, which machines 
can carry out, and more demanding 
tasks. We can expect radical altera-
tions in working arrangements, ex-
plains Anne-Sophie Tombeil,  Ph.D., 
Service and Human Resources Man-
agement, Fraunhofer Institute for In - 
dustrial Engineering IAO: “in fu-
ture, companies will also work with 
quotas more often, where you have 
a core workforce of full-time and part-
time employees and then take on  
national or even international free-
lancers on a project by project ba-
sis.” To exist as a worker in these 
flexible networks you will need  
enhanced skills. “On one hand, a fu - 
ture with multi-layered and a typical 
employment relationships will create 
a lot of autonomy and freedom.  
On the other hand, there will be new 
demands for self-marketing and 
person al digital reputation – and cur-
rent training doesn’t take this suffi-
ciently into account,” points out Prof. 
Marion Weissenberger-Eibl, Ph.D., 
director, Fraunhofer Institute for Sys-
tems and Innovation Research ISI; 
Holder of the Innovation and Man-
agement Chair, Karlsruhe Institute for 
Technology. Lars Gaede, journalist; 
co-founder workawesome.com, adds: 
“I think that many jobs will be orga-
nised in a much more task- driven or 
project-oriented way. Then it won’t be 
your school leaving qualifications  
20 years ago that count, but what 
you can do right then. We will have 
to be increasingly active in flexible 
structures made up of various proj-
ects.”

THE SIGNIFICANCE OF THE 
WORKPLACE  Experts have 
a range of opinions on the role of  
the office in a more flexible working 
world. Some see the physical space 
as a place for meetings and dialogue 
as the foundation on which to build 
trust: “I think all these people in 
these organisations are individuals; 
they belong to tribes, they have cul-
tures, they have rituals. That is  
not generally looked at. The solution 
lies in understanding these tribes, 
understanding these rituals. As an ex-
ample: having Sunday lunch with 
the family is a ritual that unites peo-
ple today. In the work context, how 
does one capitalise on and make the 
most of these things to build trust 
and community? Looking towards the 
future, I think the work place is  
somewhere more of this should be 
happening,” says Ali Ganjavian, 
co-founder, Studio Banana. Others 
take a sceptical view: “I don’t  

think the workplace or the employer can pro-
v ide com munity; I think it provides a salary, 
more and more now,” Prof. James Woudhuysen, 
journalist; visiting professor, London South 
Bank University. Still others focus more on a 
space as a source of identity which expresses  
a shared culture and vision. “A lot of people say 
in the future there wil l  be no off ices,  no 
headquarters, because we are all  network ing, 
we are nomads, working from different places, 
any time, anywhere and so on. There is, how-
ever, that emotional component – the sense of 
belonging, culture and vision – for which we 
need a physical, bricks and mortar platform. For 
me the question is, will we see a new evolu tion 
or a new mantra of space in this digi tal world to 
support this kind of requirement and shared 
values?” enquires Klaus Sandbiller, Ph.D., head 
of Group Real Estate, Transactions & Projects, 
UniCredit.



SOCIO-

POLITICAL
“We have to under-
stand society, because 
it reflects the micro- 
cosmos of work. The 
workplace reflects what 
is happening all around 

us, on the national and global levels. 
The relationships of demographics, well-
being and politics are being represent ed 
within the workplace in small ways.”  
 
– Tom Lloyd

The issues already discussed go beyond the 
world of business – they are a hot topic in so-
ciety as a whole. In the earlier chapters, it 
has often sounded as though they depend on 
each individual. We should stress that this 
would be a one-sided view, dividing the world 
into winners and losers. By contrast, the ex-
perts think it vital to also consider social safe-
ty nets. The perspectives above are about 
“me”, focussing on self-organisation and per-
sonal initiative, but this section deals with  
a collective sense of “us”. 

EFFECTS
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NEW BASIC CONDITIONS FOR 
FUTURE WORK   Experts 
agree that the fourth industrial revo-
lution began some time ago. Current 
technological developments are break  - 
ing down boundaries between the 
physical, digital and biological worlds, 
and affect every area of life. “I have 
been active in sustainability re-
search for a long time now, and I’m 
convinced that we have to think holis - 
tically about social, economic and 
ecological skills if we want to contri-
bute to a world that is still a pleasant 
place to live in future,” says Prof. 
Marion Weissenberger-Eibl, Ph.D., 
director, Fraunhofer Institute for 
Systems and Innovation Research 
ISI; Holder of the Innovation and 
Management Chair, Karlsruhe Insti-
tute for Technology. “That’s why it ’s 
important to think about the future 
of work at a broader level. We need 
other ideas in politics, includ ing 
what work might even look like. Our 
laws emerged in the industrialis ation 
era; they’re old-fashioned and need 
to be replaced by something new and 
more relevant,” Boris Gloger, foun-
der, CEO, borisgloger Consulting, 
says. 

An unconditional basic income, al-
ready being tested in countries such 
as Finland, is only one component.  
“I am firmly convinced that in an age 
when ever more jobs are being done 
by machines, an unconditional basic 
income will contribute to more than 
just basic safeguarding. It’s about 
giving people enough courage to put 
their ideas into practice and found 
companies, boosting the economy,” 
says Lars Gaede, journalist; co- 
founder, workawesome.com. Tom 
Lloyd also sees an urgent need  
for action: “I’ve just visited a factory 
which produces two and a half mil-
lion chairs per year and only employs 
fifty people. Capitalist phil osophy 
sees this as a success be cause the com-
pany makes more profit by having 
less people. But in social terms it 
should be seen as a failure because 
it only serves very few people. Really, 
we need to make sure everyone is  
actively contributing to the world.”

CHALLENGES TO EXISTING 
EDUCATION SYSTEMS   
Expert opinion is that many coun-
tries currently underestimate future 
challenges, and are not preparing 
our children adequately for them. 
“Digital societies are organised very 
differently from feudal systems or 
industrial societies. So the duties of 
the education system are also com-
pletely different,” remarks Dietmar 

Dahmen, innovation consultant, futurologist, 
chief innovation officer, exc.io, an IBM  
company; author, speaker; founder, Bamm- 
Institut. “Schools use traditional lessons, fixed 
time tables and subjects etc. to prepare chil d-
ren for rigid structures in classical profession - 
al life. But now everything is becoming more 
flexible without even the security of jobs for 
life and fixed pensions,” thinks Ali Mahlodji, 
co-founder,  whatchado,  point ing out in the 
same breath that “the traditional grading  
system continues to add to people’s fear of mak-
ing mistakes. But today, companies suddenly 
want emplo y ees with the confidence to make 
mistakes and to learn from them.” 

They all agree that the prerequisites for a 
sure foothold in working life include a bal anc ed 
combination of self-competence, social skills 
and digital expertise, combined with specialist 
knowledge. “In the near future, there will be 
entirely new jobs and work pro files and we need 
to do everything possible to prepare our chil-
dren for that. The continued development of ar - 
tificial intelligence will elevate creative abili-
ties to a higher level,” says Markus Spiegel, Ph.D., 
partner, Schaffer Consulting New York. En-
hanced ski l ls  wil l  not only be needed in ma-
nagement circles, Prof. Gunter Dueck, Ph.D., 
mathematician,  author,  philosopher,  futur-
ologist, is convinced: “the majority of routine 
work – the easy part – can already be done by 
machines. The remaining tricky part will 
mainly require social skills.  Social skills will 
therefore be incredibly important in future. 
Firstly, you can’t just order anyone to do any-
thing these days. Secondly, in successful 
organi sations, every employee acts like a small 
business, responsible for their own projects, 
and not just running to the boss with every 
little thing. In modern working life, every 
staff member is asked to do tasks that were 
previously the province of man agement. Of 
course this creates new challenges for the 
education system.”

“Empathy, conflict resolution, 
teamwork – the essential skills for 
today’s professions are seldom 
practically used or required in our 
current education system, whether 
at school or university.”  
 
– Prof. Gunter Dueck, Ph.D.
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RATION

OPEN
Numerous studies 
confirm that collabo-
rative businesses – 
where individual 

achievements are channelled into the 
efforts of a common whole – have 
more long-term success on the market 
than others. Practices of inter- 
divisional collaboration and bilateral  
exchange between businesses have 
never been as widespread as today. 

COL-

LABO-
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INTERACTION 
BETWEEN PEO-
PLE As businesses delve 
deeper into digital trans-
formation and global pres-
ence, they must also deal 
with the side effect of de-
personalisation. Experts 
agree that we need places 
where people – as social 
beings – can fulfil their 
need for personal exchange. 
This holds true for both 
work environments and con - 
tact points for customers.

INTERACTION BE-
TWEEN HUMANS 
AND MACHINES In 
the future, nearly all sectors 
will increasingly apply ar  -  
tificial intelligence. Issues 
that arise when people and 
machines intersect must be 
resolved as soon as possi-
ble, experts believe.

INNOVATION NEEDS 
INTERACTION Silicon 
Valley is a perfect example of how 
productive letting go of the idea of 
perfectionism can be. And how im - 
portant it is to involve customers in 
the development process. The in - 
creasing opening of the innovation 
process makes it more necessary 
than ever to incorporate inspiration 
and expertise from external part-
ners and experts.



INTER-
ACTION  “People need to come to-

gether, even to connect and to 
meet and socialise. After all, 
humans are social animals, 
we need to be together as 

well. I think home work will definitely 
have a part to play in the future, but will 
not replace the idea of going to the office. 
There will always be a need to bring peo-
ple together.”  
 
– Tom Lloyd

Digitalisation and the internationalisation of 
companies can lead to depersonalisation.  
Although there is a trend for increased virtual  
dia logue, this can result in many non-verbal  
messages gett ing lost. “Some conversations can 
be conducted perfectly well via video confer-
encing, chat rooms, on the phone etc. But for 
more complex issues, it ’s important also to 
meet reg ularly in person. Management break- 
outs need to leave room for frank and some -
times controversial discussions. That takes 
both time and physical space,” says Peter 
Schuhmacher, Ph.D., president, Process Re-
search & Chem ical Engineering, BASF. “Human 
nature relies on bond ing. Research shows that 
the best projects start when people meet one 
another and get to know each other in informal 
ways, such a grab  bing a beer together in the eve-
n ings. That said, you can still work and talk 
effect ively, and collaborate with people that you 
don’t see in person. But you have to be more 
sensitive to the dynamics on a Skype chat or 
when you are exchanging emails. There, you 
can’t rely on the same non-verbal cues and hu-
man emotions,” Tamara Carleton, Ph.D., CEO, 

BETWEEN

PEOPLE
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INTER- founder, In novation Leadership 
Group LLC, agrees. 

CREATING HUMAN RELATIONS-
HIPS Humans are social 
beings and need personal contact to 
get acquainted, build trust and work 
together effectively. Prof .  Christ ian 
Blümelhuber, Ph.D., professor for 
Strategic Organisational Communi-
cation, Berlin University of Art de-
scribes the situation: “interpersonal 
cooperation is generally important 
to humans and plays a major role in 
enabling employees to do their jobs 
well. I even think that the more tech-
nological developments gain access 
to our lives and our work, the more 
likely we are to focus on such hu  - 
man issues as empathy, sympathy,  
con sideration etc.” “However objec-
tive and project-oriented we may be, 
of course we can’t exclude the emo-
tions; that will always be like this,” 
Erhard Grossnigg, Ph.D., founder,  
CEO, Austro Holding GmbH, shares 
that opinion. “Communication is in-
creasingly important. Unfortu nate   ly, 
we’re in a society where we just 
don’t listen to each other. Yet a pro  - 
ject’s chances of success often depend 
on understanding other people’s 
perspective and knowing the other 
person’s fears, dreams and desires.  
A lot of that information can only be 
picked up in direct, personal con-
tact,” adds Ali Mahlodji, co-founder, 
whatchado.

“Research buildings today 
look fundamentally differ-
ent from 30 years ago. 
The ratio of open struc-
tures, intended to pro-
mote discussion, to indi-
vidual workplaces has 
shifted enormously. In the 
past, breakthroughs came 
from individual genius, 
but today the great ideas 
mostly arise from net-
working between research 
teams from the most di-
verse disciplines.” 
 
– Peter Schuhmacher,  
   Ph.D.

“FEELING” A PLACE Studies 
show that social relationships have a 
major influence on whether employ-
ees feel happy in their jobs, and are 

thus a critical factor when deciding whether to 
stay in a position for the long- term. “People 
whose front doors face each other are more li-
kely to be friends than people who look on pa-
per as though they should be best friends. We 
feel buildings in the same way. Maybe it ’s not 
always one  
big community, but it’s allowing people to find 
their own support network within the organi-
sation. As we know, work is becoming more and 
more stressful, so fostering support is hugely 
important,” empha sises Meili Taylor, behavioral 
nerd, HATCH Analytics.

An office building creates space to meet each 
other and goes a long way towards building a 
sense of community. Having people around us 
can contribute to working out a shared solu-
tion. Yet dialogue is often felt simply to be an 
inspiring enrichment of our own projects. It is 
no coincidence that increasing numbers of large 
companies are joining freelancers in renting 
co-working spaces. They may also do so for fi-
nancial reasons and because it makes it quick 
and easy to enlarge or reduce the available space 
depending on team size. Rosie Haslem, direc-
tor, Spacelab, a practice specialising in work-
place design, speaks from experience: “Work-
places can be a place of community and 
collaboration, and this social network is very 
empowering for knowledge transfer. Physical 
space enables people to come together, to  
sit with one another, and to learn from each 
other.” Prof. Michael Bartz, Ph.D., professor  
of the International Business Institute, IMC 
University of Applied Sciences, Krems, adds 
that a paradigm shift is currently taking place 
at the office. “Even now, my colleagues no  
longer necessarily sit either side of me –  
they might be scattered anywhere around the  
world. It’s developing into virtual collabora-
tion via a global job market. Things are  
changing, diversifying and becoming more  
de manding and, in a way, more human.”



INTERACTION

BETWEEN
“The office remains  

a human question.” 
 
– Prof. James  
   Woudhuysen

Industrial robots have been helping people 
with routine tasks in production facilities  
since the late 60s. “We already have automa-
tion processes and use digital technology  
in the manufacturing sector and this topic is 
growing. It is not some development that  
will  start in the future,” explains Julia Bock- 
Schappelwein, Austrian Institute of Econom  - 
ic Research. We now assume that hybrid forms in 
particular, where people and machines work 
closely together, will be more widely used in many 
sectors. Defining the interfaces seems to be 
the most important issue facing the experts here. 
The question hovering in the air is:  which 
tasks will be done by people and which by mach-
ines. “We won’t be able to halt developments. 
It’s more about rethinking and learn ing in very 
different sectors, with very different services 
and cus  to mer needs,” says Rober Ehlert, foun-
der, CEO, Smart in Culture, for example.

AND

HUMANS

 
CHINES

MA-
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BETTER TOGETHER “The most 
accurate view isn’t that we now have 
artificial intelligence to substitute 
for the human sort. Rather, the best 
results will come from human skills 
that are augmented by IT,” explains 
Prof. James Woudhuysen, journa list; 
visiting profes sor, London South 
Bank University. There are many 
areas where we can no longer do with- 
out support from artificial intel-
ligence – for example in certain re-
search fields. “Thanks to intelligent 
algorithms, computers produce re-
sults from huge amounts of data that 
humans alone couldn’t manage. But 
it doesn’t yet work without the people. 
It’s more a case that people can do 
more with com puters than they can 
do alone,” says Peter Schuhmacher, 
Ph.D., president, Process Research & 
Chemical Engineering, BASF,  
speaking from experi ence. Another 
example of successful cooperation 
between humans and machines is 
the use of bots in sales talks. The 
salesperson conducts the conversa-
tion with the customer, but with  
artificial intelligence listening in and 
giving occasional tips on which  
points to emphasise. 

“HUMAN” ABILITIES Humans are 
stil l  one step ahead of machines 
when it comes to empathy, creativity 
and emotions in particular. Martina 
Schöggl, curatorial assistant, Uni-
versity of Applied Arts Vienna, is 
among those whose research leads to 
the conclusion that: “it is impor tant 
as a society to promote our creative 
skills and to build a working en-
vironment where creative thinking is 
possible. Artists, designers and cre-
ative thinkers have always used me-
thods like combination appro-
priation and skills which we believe 
are most important for our future.” 
“I think that what we really need to 
learn is how to work abreast with 
artificial intelligence. Our educa  tion 
system needs to adapt to those  
skills as soon as possible,” adds 
Markus Petzl, founder, Rebranding; 
consultant for Brand Development; 
lecturer, University Klagenfurt  
and Medical University Vienna.

“INTELLIGENT” LEADERSHIP  
The experts assume that in future, 
machines will be given leadership 
tasks increasingly often. “Surprisingly, 
one experiment has shown that pro-
ductivity can be highest when ma chines 
can play the boss, as it were. There 
are many possible explanations. One 
might be that people find it easier 
to hear some thing from a machine 
because they assume that its decis-

ions are based on neutral calculations. We don’t 
ascribe emotions to machines. Uber drivers, 
for example, basically have an al gorithm for 
as a boss,” says Hermann Arnold, au  thor; co- 
founder, CEO, Haufe-umantis AG. 

The general opinion at the moment, however, is 
that it’s highly unlikely that human leader   -
ship can be entirely replaced. Martina Schöggl 
mentions an interesting experiment here: “A 
design studio was trying to find an algorithm 
that would replace a human boss. They re alised 
that right now it’s not possible to put the boss 
totally aside, but they were able to come up 
with an algorithm that could predict whether the 
boss was really needed today or if it was a 
good time to take a day off.” In this context, we 
keep coming back to the open question of how 
working environments will  have to change to 
keep up with the new circumstances aris  ing 
from closer cooperation between people and 
machines. 

“In my view, there’s no inherent 
contradiction in people and ma  - 
chines working successfully to geth    -
er. There are already proven  
algorithms and systems which do a 
lot of the preparatory work for 
approving loans or insurance pol-
icies. I think there will be more 
and more cases where people will 
leave decisions up to machines.” 
 
– Ali Mahlodji



NEEDS “Innovation  
always works 
bottom to  

top. It’s not only faster, it’s  
also more credible.”  
 
– Patrick Aertsen

Only a few decades ago, academics still brood - 
ed in private ivory towers, but most innova-
tions today emerge from interdisciplinary dia-
logue. “In complex environments, no single 
brain can come up with innovations alone.  
Today that needs teamwork. It’s essential for 
ideas to cross-pollinate. It’s more important 
than ever for companies to create an inspiring 
framework, where ideas can continue actively 
developing,” says Anne-Sophie Tombeil, Ph.D., 
Service and Human Resources Management, 
Fraunhofer Institute for Industrial Engineer-
ing IAO. As evidence for this, growing num-
bers of forward thinking companies are setting 
up pur pose-built innovation labs, which offer 
ideal facilities for a temporary meeting place 
where ideas can be implemented. 

The experts are also unanimous that a team 
spirit must be consciously fostered. “I’ve  
never seen a good creative process where five 
strangers came together. When people know 
and trust each other, the creative process gets 
far better results. More absurd, less conven-
tional,” says Herbert Hetzel, CEO, owner, Bau-
Consult GmbH. In this spirit, big organisa-
tions need to foster a creative environment that 
can cope with the new challenges of increas-
ingly project-oriented ways of working. It is 
particularly important to stimulate interac-
tion when new teams are formed to work 
close  ly together over a long period. 

INTER-

ACTION

INNOVATION
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ROOM FOR INNOVATION  Yet 
innovation clusters are no new phen-
omenon. In the early 20th century, 
academics and trailblazers met in the 
coffee houses of Vienna and Berlin. 
Today, such cities as Boston, New 
York and Tel Aviv are hubs in inspir-
ational networks. And who could  
forget Silicon Valley, home – or at 
least a stimulating destination – for 
the Who’s Who of innovation? 

So it is hardly surprising that people 
need to come together for an idea to 
become an innovation. Sometimes a 
chance encounter triggers a brain-
wave or shows how to take it further, 
while at other times, planned meet-
ings enrich our own projects. Either 
way, honest dialogue seems to be 
crucial. So it makes sense to com-
bine organisational structures, corpo -
rate culture and interior design to 
promote networking, or at least not to 
hinder it. The experts are convinced 
that many companies need a deli b-
erate rethink on this issue. Advisers 
such as Boris Gloger, founder, CEO, 
borisgloger Consulting, often find 
that processes set up with the best 
intentions subsequently prevent peo-
ple from making rapid progress on 
implementing their ideas. “There real-
ly should be no need for big com-
panies to create a separate start-up 
just so people can innovate,” says a 
critical Gloger, who agrees that re - 
locating the business of innovation 
into external entities to protect it 
from the pressures of routine work-
flows does little to promote adapt-
able organisations. 

 
MORE POROUS BORDERS 
Organ  isations are choosing a range 
of approaches to promote fresh ideas. 
And we cannot underestimate the 
importance of spatial alter ations in 
change processes.

“Silo structures” build up over time 
and are now seen as the biggest 
barriers to further entrepreneurial 
development. The experts we in ter-
viewed continually stressed that  
dialogue should not be thwarted by 
departmental boundaries. “If I’m 
sitt ing in my project and the next-
door project isn’t allowed, for what-
ever reason, to know what we’re 
doing, that’s not productive. How 
can innovation teams inspire each 
other if everything they do has to be 
kept secret?” ask Boris Gloger and 
others.

Some companies have gone a step 
further and actively opened their in-

novation processes to the outside. Getting the 
customer involved at an early stage is still often 
frowned on in Europe, but has long been consi-
dered good man ners in Silicon Valley. There, 
short development cycles and total customer- 
orientation are the highest principles. This 
means that products come onto the market be-
fore they are complete ly finished, and are then 
constantly improved via “updates” – an essen-
tial ingredient for success. Customers become 
testers and provide companies with valuable in-
formation for further deve loping their innova-
tions. 

The “learning-by-doing” approach is suitable 
for more than just young start-ups, thinks  
Patrick Kenzler, co-founder, partner, Dark 
Horse GmbH, “companies and customers  
have to be open to new experiments and free 
themselves from any perfectionist ideas they 
may have. It takes courage to experiment,  
to be able to create something genuinely new.” 
“That’s why lean start-up and agile method-
ologies have become so popular because they 
both include prototyping and fast feedback as 
part of their models”, agrees Tamara Carleton, 
Ph.D., CEO, founder, Innovation Leadership 
Board. In this spirit, a degree of openness to-
wards competitors is also no longer taboo;  
instead it is seen as a fruitful asset, from which 
all sides can profit.



EX-

PERTS The Bene Future 
of Work Report 
2018 is based on 
specialised litera-

ture and on the opinion of 
more than 40 experts from 
the science community and 
international companies, 
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