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welcome
The heart and soul of the 
company is creativity 
and innovation“ ”

- Bob Iger, CEO, Disney



At work we are often so focused on getting through 
our emails, going to our meetings and generally 
getting tasks done, that we rarely take time to pause 
for a moment and get an injection of new inspiration.  

Occasionally, the very brave 
amongst us, may venture 
outside of our own business 
and review our industry sector 
or seek to understand what 
the competition are doing.

If we do take a moment to 
pause, we can be guilty of simply 
looking to adjacent territories or 
departments for best practice.  
We try to understand what 
they have done and then we 
implement the same programme.   



At The Innovation Beehive, we believe that by seeking 
inspiration from such a limited landscape you will end up (at 
best) having the same ideas as your competition, or simply 
copying an already established internal process.  Neither 
of these will drive a culture of innovation, or in any way 
differentiate your business.

We believe that somewhere else in the world, your business 
challenge has been solved.  You just need to decode the 
principles behind what has been achieved and take this  
inspiration to fuel your own ideas. By looking outside of your 
‘regular world’ and into what we call ‘the parallel universe’ 
of a different sector or organisation, you are opening up your 
creative receptors to see a new world of possibilities.  One 
that will produce new and creative solutions to your business 
challenge.



The key to using stimulus is 
not to simply copy it.  

Whilst there may be some 
things you can steal with 
glee, we believe that 
stimulus works best when 
you try to understand 
the principle behind its 
success and then apply 
that principle back to 
your business challenge, 
in the context of your 
organisation’s unique 
brand, customers and 
culture. 



Seek out the 

principle; 
don’t simply try 
to replicate.



This was re-enforced to us when we re-designed the Head 
Office of an international FMCG business. The MD wanted 
to drive more collaborative behaviour and create an office 
environment that would encourage this.

During our insight phase a Sales Manager said, “Don’t make 
me look like Google.  I don’t want to work for Google and I 
don’t want the office to pretend that I do”. We didn’t create 
a poor man’s Google, however, we did seek inspiration from 
some of the ways that Google uses hot-desks.  We then took 
these principles to make our client’s offices more welcoming 
to international visitors.  

This ‘parallel universe’ stimulus created something that was 
culturally appropriate and totally bespoke, and our client 
loved it!



We have been running Inspirational Events for our clients since 
we were founded in 2008.  We have visited some of the most 
innovative companies in the world – from Google to Innocent, 
from P&G to Virgin Money. 

We have created in-house inspirational events where we have 
brought the stimulus to our clients and delivered bespoke 
learning interventions.  Alongside this, we have often trained 
client facilitators to help their teams use the stimulus to crack 
their business challenge.

The Must Bees of Innovation Culture is the distillation of nearly 
seven years of being curious, asking questions and seeing 
innovation in action.  

Please use it as a piece of stimulus and inspiration. 

Any questions, give us a buzz!





We hope you enjoy 
The Must Bees of Innovation Culture 

and that they inspire you to do  

great things. 
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BEE CLEAR ABOUT 
WHO YOU ARE
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At The Innovation Beehive, we talk about the ‘duvet chuck 
moment’.  This is the thing that inspires your people to get out 
of bed on a Monday morning and come to work.

Creating a compelling duvet chuck is an essential factor in 
developing a culture of innovation. If an employee is not 
inspired to get out of bed and come to work in the morning, 
then you can bet your shareholder return that they won’t be 
inspired to have innovative ideas in the afternoon! 

The duvet chuck is the reason that employee engagement is 
a vital part of a culture of innovation.

For years management gurus have discussed the difference 
between a vision and a mission – at The Innovation Beehive 
we say, “don’t dance on the head of a pin”.  



The difference doesn’t matter to anyone except the journalists 
at HBR!  It certainly doesn’t matter to your frontline people, 
who face a myriad of challenges daily. Challenges which, no 
matter how exhaustive your operations manual is, cannot be 
pre-empted.  Challenges that need innovation to solve them. 

What matters most is that your people know what the 
company they work for stands for and that this inspires them to 
want to do a great job. 



IKEA say they exist “To 
create a better everyday 
life for the many people”.

That is far more inspiring 
than getting out of bed 
to sell low cost, flat pack, 
furniture. 

Importantly it also 
works across the entire 
organisation – as an 
employment brand, a 
consumer experience 
and a design philosophy.

To create 
a better 
everyday life 
for the many 
people

“
”



Google exists “To organise 
the world’s information and 
make it universally accessible 
and useful”. 

If you ask Googlers what the 
purpose means to them (and 
we have), they will answer 
something like this, “I get 
to work on cool stuff that 
matters.”

To organise 
the world’s 
information 
and make it 
universally 
accessible 
and useful

“
”



BEE CLEAR ABOUT 
WHO YOU ARE

N



Why does your business exist?

How do you communicate this to your employees?  

How inspiring is this communication?  

How does it translate into the employee experience?

MUST ASKS



BEE CLEAR ABOUT WHO 
YOU WANT TO HIRE

N



Your marketing team can create the world’s most 
intricate brand key or brand positioning statement 
but, unless your people live it everyday, then 
the real possibility of it being delivered to your 
customer or end user are very limited.  

Your culture should be an internal 
reflection of your brand positioning. 

Your culture should attract and retain those 
people most likely to be passionate advocates for 
your brand and therefore, your business. It is this 
advocacy that will translate into differentiated 
customer experiences and drive customer loyalty.

“ ”





South West Airlines recruit staff who want to deliver “positively 
outrageous service”.  They pride themselves on setting their 
service standards high and they see every interaction with a 
customer as a chance to have fun and show a “Warrior Spirit” 
to create innovative customer experiences.

They believe that their unique take on customer service is best 
done by those who take their job seriously, but not themselves. 



One of their flight 
attendants is Mandy. 

On her flights, she 
encourages passengers 
to ‘play with their food’. 

In this picture, she is 
showing off her recipe 
for ‘Key Lime Cookie 
Dough, Sort Of’, that 
she made for a young 
passenger. 



One of IKEA’s key behaviours 
is  ‘Smart and Thrifty’.  

They believe that the 
demonstration of this 
behavioiur will drive internal 
efficiency and minimise 
waste. This will enable them 
to continue to keep prices 
low. Low prices mean that 
the ‘many people’ can have 
a ‘better world at home, the 
most important place in the 
world’.

At their interviews, they ask 
potential recruits about the 
interest rate on their credit 
card or mortgage.  Smart 
and thrifty people know how 
much interest they are paying 
(if any!). 



Virgin Money wanted to hire 
a Creative Genius to help 
them in their ‘quest to make 
banking better’.  

The brand has a history 
of doing things differently 
and they wanted to hire 
a candidate who could 
demonstrate innovative 
and creative thinking.  To 
do this they designed an 
assessment centre with six 
rooms containing different 
and challenging scenarios.  

The world’s most 
creative job 
interview

“
”



In one of the rooms, the candidate 
walked into the changing room of 
a losing team at half-time and was 
tasked with motivating them to 
perform better in the second half.

Another room saw the potential recruit 
being asked to free play on a piano 
with a stranger, who had invited them 
to break a few rules.

Someone who can creatively think 
on their feet and is not adverse 
to breaking a few rules, would 
shine through at the Virgin Money 
assessment centre.



King.com (the makers of 
Candy Crush) say they are 
‘Seriously Playful’. They are 
the world leaders in online 
gaming, with more gamers 
every month than the 
population of the USA.  

They want to hire people 
who are passionate about 
their games and believe that 
the best way to target and 
capture their attention, is to 
speak to them via a game. 



Thus, while searching for King 
games, players can stumble 
across a game that tests 
ability and mindset.  

If the player is successful, 
the app unlocks a job 
application.



Sometimes getting business results means 
breaking the paradigm of the traditional 
employee/employer arrangement.



The Pentagon’s Defense Research Agency (DARPA), has a 
mission ‘to prevent and create strategic surprise’.  DARPA 
created the capability to connect remote computers, 
revolutionised carbon composites to produce lighter flying 
materials and developed GPS, as we know it today.  

They have a small and lean permanent workforce.  



In pursuit of specific goals, they hire ‘contract performers’, 
who are experts in their fields and bring fresh stimulus and new 
ways of thinking to the organisation.  

These contractors don’t focus on career management or 
internal politics – instead they work on fixed term, tight briefs, 
in juxtaposition to the industry norm of open-ended research 
projects.   

DARPA want to drive urgency and disruptive thinking and 
construct their workforce deliberately to achieve this.



BEE CLEAR ABOUT WHO 
YOU WANT TO HIRE

N



Are you clear about who you need to hire to deliver your end-user experience?  

Do your people love your brand and act as advocates for your business? 

MUST ASKS

Does your organisational structure allow your people to question and 
challenge the status quo? 



BEE IN YOUR 
CUSTOMERS’ SHOES

N



The further we 
move up the 
management level in 
an organisation, the 
more removed we 
often become from 
customers or end 
users.

Since the continued 
success and growth 
of all business relies 
on loyalty from users 
or customers, it seems 
ridiculous that the 
more influence we 

If I had asked 
people what 
they wanted, 
they would 
have said 
faster horses.

“
”

Henry Ford



have over the business, then the less time we spend with this 
key population.  How can business leaders create products 
and services that understand the customer’s needs, wants 
and fears, if they are not close to the customer?  

Innovation will only deliver growth, if it fulfils an un-met need.

This un-met need is rarely expressed in a way that a business 
can develop a product or service to satisfy it. 

The only way to identify an un-met need is to put yourself in 
your customer’s shoes – in Design Thinking innovation, this is 
called ‘building empathy’.



Build 
empathy with 
customers. 



Some organisations are great at creating the structures to 
build empathy with customers:  

• Unilever have washing machines in their offices to get 
feedback from customers on new products, and to remind 
their staff why they are there

• Lynx use popular culture such as gaming and cult films, like 
The Matrix, to communicate internally using the language 
of teenage boys (their target market)  

• Google, Tesco and Facebook collect and use customer 
data to target online advertising and loyalty vouchers

Innovative organisations find creative ways to ensure their 
employees see the world through the eyes of their customers.



IKEA recognises that ‘the many 
people’ don't fly business class, so 
IKEA’s travel policy is economy class 
for everyone.  

The management team at Loch 
Fyne regularly take over the running 
of a restaurant.  This allows them to 
receive customer feedback first hand.  

It also has the added benefit of 
putting them in their employees 
shoes.  They are able to experience 
the uniform, see how well the kitchen 
layout works and use the tools that 
they are prescribing to the business.



John Timpson, Chairman of the shoe repair chain, operates  
an ‘upside down management’ philosophy. 

At Timpson, they believe that Head Office only exists to deliver 
service to the stores (it is called the ‘Support Centre’).  

The stores are there to deliver to customers.  



The most important way you 
can offer good customer 
service is very simply to trust 
your people and give them 
the freedom to get on and 
do it the way they think best. 

You can’t give individual 
service through a set of rules.

“

”- John Timpson, Chairman



To build customer empathy, John spends most of his time on 
the road, out in the store, talking to employees about the 
business and meeting customers.  

He sees first hand how the new mobile phone repair business is 
working and how customers are responding to the price list.  

This gives him valuable information about what customers 
want - information that a focus group could never deliver. 

This role modeling of being in your customer’s shoes, means 
that if you want to meet a Timpson executive, you are more 
likely to meet them in a store than an office.  They take 
their cue from the Chairman and are constantly on the 
road, staying close to the customer, the employees and the 
business.



BEE IN YOUR 
CUSTOMERS’ SHOES

N



How close are you to your end customer? 

How far do you understand their world?

MUST ASKS

How much time do you spend in the business using the tools you expect your 
teams to use? 

How do you role model the importance  of customer empathy?



BEE UPFRONT ABOUT 
YOUR CULTURE

N



We have already shared the importance of creating a ‘duvet 
chuck’ moment for your employees.  Being clear on who you 
are is just the beginning.  Your next challenge is to then bring 
it to life inside the organisation, through being upfront about 
your culture.

We could write a whole white paper on organisational culture 
(and one day we probably will!).  The link between culture and 
innovation, lies in how you encourage, enforce and enable 
creativity and ideas to flourish.  



Innocent Drinks encourages 
playfulness at work through 
iconic actions, such as calling 
the customer enquiry helpline 
‘The Banana Phone’.   

Playfulness is a key innovation 
behaviour.  

It encapsulates the creative 
imagination and fresh 
eyes thinking of children. 
It encourages new ways 
of thinking about business 
challenges.



Apple talk about being ‘serious without a suit’.  

The customer service desk is a serious business, but this term 
can also sound quite boring.  

The Genius Bar is playful and totally on brand for Apple.  At 
the core, this is a customer service desk, but it encourages, 
enforces and enables a whole different behaviour and 
customer experience, when it is reimagined as the Genius Bar.



The Ritz-Carlton hotel chain focuses 
heavily on internal communications to 
drive innovation.  They have a legendary 
daily line up.

The daily line up happens in every 
team, in every department and in every 
property they manage.  At each line 
up, teams discuss one facet of the ‘The 
Ritz-Carlton Credo’ and individual team 
members tell stories about how they have 
delivered ‘wow moments’ for guests. This 
storytelling brings the prescribed culture 
to life and allows every person in the 
Ritz-Carlton to role model these customer 
focused behaviours.   



‘Wow moments’ are another way of saying Innovation.

The teams at The Ritz-Carlton deliver innovation and great 
guest service, because they feel respected and valued by the 
company.  

They state, ‘We are Ladies and Gentlemen, serving Ladies and 
Gentlemen’. 

In the high turnover, low pay, world of hospitality, a statement 
such as this differentiates The Ritz-Carlton as an employer, sets 
an expectation of what the employee value proposition will 
be, defines the relationship employees will have with each 
other and articulates the service they will provide to guests.



We are Ladies 
and Gentlemen 
serving Ladies and 
Gentlemen

- The Ritz-Carlton

“

”



King.com’s values relate directly to their products – they are all 
about having fun and testing ability.  They deliberately pun on 
the playful nature of their products when they say: 

‘Hello Work, meet fun and games’.  

Their values state they are ‘fast and fluid’, ‘creative 
champions’ and ‘fun and friendly’.  They put ‘care and craft’ 
into their work, whilst remaining ‘humble and open’.  

https://jobs.king.com/about-us



The team at King.com has 
thought hard about the 
behaviours these values 
will drive.  The descriptors 
along side them talk 
about fresh ideas, fostering 
collaboration and being 
open to change.

The values of King.com 
could stand alone as an 
innovation mantra and this 
deliberate crafting of their 
culture has significantly 
contributed to their 
meteoric rise and success.



Grey Formica 
offices give you 
grey Formica 
ideas.

“

”



Culture can also be expressed through your office 
environment.

There is much discussion about office design and it is tempting 
to rip out cubicles and replace them with open spaces, throw 
in a few bean bags and weirdly shaped chairs, maybe even 
a brightly coloured carpet and then sit back and wait for 
Innovation to occur. Tempting but wrong.

At The Innovation Beehive we say, ‘Grey Formica offices give 
you grey Formica ideas’.

The office environment is a vital component of culture and 
your employee value proposition.  It does have an impact 
on levels of innovation and creativity – but it needs to be the 
‘right’ office environment.  



Airbnb has created room sets to bring the customer into the 
office, to ensure that they always have a voice.  Google’s 
micro kitchens encourage collaboration, Dyson has installed 
a Harrier Jump Jet on site to encourage great engineering 
and Lego’s Innovation Rooms are completely white, devoid of 
colour, as a blank canvas for creativity and innovation.

Whilst each of these elements are great fun, they are also 
deliberate articulations of a company culture and are 
uniquely suited to their own brand and heritage. 

Innovative organisations find their own unique way to 
physically express who they are and whilst there are principles 
you can learn from some of the most famous office designs, 
you should create your own, relevant, office environment.



BEE UPFRONT ABOUT 
YOUR CULTURE

N



How upfront are you about the culture you want in your business?  

Are you clear about how this desired culture will drive your business success?  

MUST ASKS

What structures and processes do you have in place to bring your culture to life?



BEE STRUCTURED

N



Structure is probably not the first thing you think of when 
describing innovation.

Indeed, when most leaders talk of innovation they often speak 
of ‘blue sky’ or ‘expansive thinking’.  

It is true that an element of innovation is expansive thinking. 
This is the ability to challenge current ways of seeing the world 
in order to create the new.   

However, there is also a side to innovation that requires deep 
discipline.  It is a side that needs structure and very intentional 
ways of working.  

At The Innovation Beehive we call these two different worlds 
The Creative World and The Analytical World. Both are vital to 
creating a systemic and sustainable culture of innovation. 



In any innovation challenge 
it is vital that you sequence 
these two worlds correctly 
– start off with The Creative 
World, where you encourage 
expansive thinking, paradigm 
breaking and seek to see the 
world with fresh eyes.  

This will enable you to 
generate a number of ideas 
or potential solutions to solve 
your challenge.  



Once you have exhausted your creative possibilities, only then 
move into The Analytical World, where you start to filter your 
ideas through a pre-determined lens, such as cost, potential 
market size, organisational capability etc.

Two World Thinking allows you to be more inclusive with your 
innovation programmes.  You can select different team 
members, according to their natural strengths or functional 
expertise and have them join at the point in the innovation 
journey where they add most value.  



We love Google – they continue to disrupt markets and push 
the boundaries around what is possible. From driverless car to 
Google Play.  From creating an office environment that is the 
benchmark of all Great Places to Work, to Project Loon, which 
is striving to deliver balloon powered internet across the globe.  

One of Google’s ‘Nine Notions of Innovation’ is ‘Creativity 
loves constraint’.  

Merissa Mayers, who was Google’s first female engineer and 
is now CEO of Yahoo, created the Nine Notions of Innovation.  
She says: “Constraints shape and focus problems, and provide 
clear challenges to overcome as well as inspiration. Creativity 
loves constraints.”



Ideas 
come from 
everywhere

Share 
everything 
you can

You’re brilliant,  
we’re hiring

A license to 
pursue dreams

Innovation, 
not instant 
perfection

Don’t politic, 
use data

Creativity loves 
constraint

Worry about 
usage and 
users, not 
money

Don’t kill 
projects, 
morph them       

Google’s Nine Notions of Innovation



When we brainstorm ideas with clients, we talk about the 
difference between a thought and an idea. 

Often we see business setting an innovation challenge or 
generating ideas which are too broad and unquantifiable.  
They are communicating thoughts, not ideas.

A thought is an intention, it is not actionable,  it does not have 
hard numbers attached to it,  it does not clearly define a goal 
and it leaves the parameters too wide.

An idea is quantifiable.  It enables you to create next steps; 
action plans can be drawn up to build, test and implement 
the idea.



Any innovation challenge should be framed with this level 
of detail.  Kennedy’s famous ‘man on the moon by the end 
of the decade’ set an innovation challenge, with a clear 
timetable and enough scope to be creative. NASA’s 1990s 
mission to land a rover on Mars, was set the innovation 
challenge to do it in half the time and with a tenth of the 
budget of the previous mission.

Google’s Innovation Lab is separate from the main business.  
This ‘skunk works’ model is also followed by P&G, who set up 
a team under their head office in Cincinnati, with the remit 
of coming up with growth ideas on anything except what 
goes on the shelves in a supermarket. Sir Jonny Ive’s Design 
Lab at Apple, is inside and yet also outside the business, with 
a separate dining area and kitchen so that ideas do not leak 
out before they are ready to be shared with the world.



Whilst separate labs clearly do work, it is important that 
innovation is not just the remit of these teams, who are often 
focused solely on products or services.  

Organisational innovation happens when everyone has 
innovation as part of their remit and is challenged to think 
creatively about how they can improve their part of the 
business.  

This dual approach can significantly encourage a culture of 
innovation.  To enable this culture to thrive the organisation 
needs to put structures in place, to allow employees the time 
and give them the skill to innovate.



Pfizer Healthcare borrowed heavily  
from Google (we call this ‘stealing 
with glee’) and it has introduced the 
‘Dare to Try’ innovation programme 
across the business. 

They have segmented innovation 
into three types – sustaining, 
adjacent, and breakthrough:

• Sustaining innovations are those 
that can be achieved now and 
are core to the business, such 
as Pfizer’s use of social media to 
address the counterfeit ‘Viagra 
pill industry’. They spend 70% of 



their innovation time in this segment.
• Adjacent innovations meet Pfizer’s needs but are not core 

to their business. 20% of their innovation time is spent in this 
segment.

• Breakthrough innovations are not core to the business but 
have the potential to add great value. 10% of their time is 
spent in this segment.

By putting this 70/20/10 structure in place, and taking it outside 
of the traditional world of R&D, Pfizer are giving their people 
the permission and the space to innovate.



BEE STRUCTURED

N



How do you staff your innovation teams – do you ensure that there is diversity 
or do you just have ‘creatives’?

How do you frame your innovation challenges and capture ideas?  

MUST ASKS

Do you have thoughts or ideas?  

How do you signal that your people have permission to innovate?  

How much time do they have to do this?



BEE REBELLIOUS

N



If you do what 
you’ve always done, 
you’ll get what you 
always got.

“
”-Henry Ford, Founder, 

Ford Moror Company



A culture of innovation is one where collaboration is 
encouraged, where individuals and teams are not afraid 
to challenge the status quo and where playfulness and 
experimentation are the way you do business. 

Google actively encourages ‘10x thinking’, in the belief that it 
is easier to make something ten times better than 10% better.  
If you try to make something 10% better, then you will allow 
yourself to be constrained by the assumptions, tools and the 
work that has gone before. 

This may deliver short-term incremental innovation but puts the 
organisation at risk of not remaining relevant to the customer 
or spotting trends that will disrupt the market.  

Wimpy never saw McDonalds coming.



‘10x thinking’ makes you brave and create solutions that 
stretch the boundaries of current thinking and the status quo.  

It encourages rebellion and disruption.  

‘10x thinking’ is expressed in ‘Moonshots’ - how can you crack 
your challenge by thinking big to create a solution, that might 
not be possible now?  

In the Google X Lab they encourage ‘audacious thinking’ to:

• Address a huge problem
• Propose a radical solution
• Using breakthrough technology



Whilst this ‘Moonshot’, risk-taking philosophy, is embodied at 
Google X Lab, it also permeates the entire business.  

Employees are encouraged to take a Moonshot approach to 
achieving their annual objectives and failure is not punished, 
as long as you ‘fail fast’.



If you’re not doing 
some things that are 
crazy, then you’re 
doing the wrong things.

“
”-Larry Page, Founder, 

Google



SCREW IT, LET’S DO IT



Another great innovator is Virgin Group. Sir Richard Branson’s 
business has continually challenged the status quo and 
disrupted (almost) every market they enter.  

The philosophical approach at Virgin Group can be best 
summarsied by the wording behind reception at their 
management offices.  On entering reception you are greeted 
by a sign that reads, ‘Screw it let’s do it’. 

This statement sets a tone for the business, encourages 
entrepreneurial behaviour and risk taking.  It allows Virgin to 
continue to position businesses, such as Virgin Atlantic, as 
spirited challenger brands, even when they are in fact an 
industry old timer.  What keeps them innovating is permission to 
break the rules and rebel.



Schibsted Media Group is a Norwegian company which has 
a presence in 29 countries.  It operates regional newspapers, 
online advertising, publishing and mobile services.

Profit from print advertising has been significantly challenged 
in the last decade, as the industry was disrupted by the 
internet.

Schibsted took the bold initiative to set up an online division, 
with the express intention to ‘kill print’. They took their expert 
knowledge of the print industry and turned it against itself to 
create a new revenue model that would lead to solid top line 
growth and stable operating margins.  

They actively encouraged rebellion, rule breaking and 
disruptive behaviour, to ensure they developed a sustainable 
business in a rapidly changing world.



BEE REBELLIOUS

N



How far do you encourage your employees to challenge the status quo?  

How does annual objective setting limit or release creative possibilities in 
your people?  

MUST ASKS

Is your organisation ready for the next big market disruption?



N
Bee clear about who you are

Bee clear about who 
you want to hire

Bee in your 
customers’ shoes

THE MUST BEES OF INNOVATION CULTURE 



Bee rebellious

Bee upfront about your culture

Bee structured



the 
INNOVATION

BEEHIVE 



The Innovation Beehive is an 
innovation consultancy. 

We help to bring The Must 
Bees of Innovation Culture 
to life through Innovation 
Training and in our work on 
Employee Experience and 
Customer Service.

MOK, our Founder and the 
author of this paper, is a 
thought leader in both HR 
and innovation. 

MOK and the team deliver 
powerful interventions using 
world class stimulus and our 
proven tools and techniques. 
We work alongside clients 
to deliver sustainable 
innovation.



You wouldn’t expect someone to drive without having lessons 
first, yet so many companies expect their people to be able 
to innovate without giving them the tools and knowledge they 
need to succeed. Our training provides the tools, behaviours 
and knowledge your people need to become innovation 
champions, capable of generating ideas and role-modelling 
innovation behaviours. There are three focus areas:

•  Leading for Innovation – how to set the cultural conditions 
for innovation to be sustainable in your business

• Equipping for Innovation – how to run and have really 
effective brainstorms and ideas

•  Executing Innovation – how to get the ideas implemented 
across your business 



We believe that every person in your business has a line-of-
sight to the customer and is responsible for customer service. 

Our Employee Value Proposition projects and cultural audits 
help companies to attract and retain the talent they need to 
deliver value, innovation and service.

We also help clients to deliver great customer service by 
creating and embedding customer focused cultures.

Both our employee experience and customer service work are 
rooted in our Innovation Process which is built on strong insight 
from the outset, ensuring interventions work for employees and 
for customers.



Some of Our Clients


