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    EXECUTIVE SUMMARY 
 
In our survey of 439 senior leaders we developed 
questions al igned to the fol lowing dimensions of 
strategic management and organisational 
behaviour.   
 

Survey Design 
 

 
 
The responses provided deep insights into the 
complex and shi f t ing dynamics and relat ionships 
between the environment,  people,  systems and 
technology.  The survey can be accessed in the 
Appendix here
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What survey respondents 
said about the impact of the 
crisis on: 
 
IMPACT: 
“Categorisation of business 
critical role and function for 
immediate, should and medium 
term. Anything out of above 
scope, amended, reduced or 
halted. Focus is on surviving the 
immediate challenge and 
preparation for reopening” –  
Hotel Owner 
 
SMARTER WORKING: 
“The crisis has enabled more 
working from home flexibility, 
more focus on work life balance 
in times like this where stress 
and anxiety are a big part of 
many employees’ lives” – 
Director, Training Firm   
 
CHANGES: 
“More areas of focus needed 
include managing mental health 
and wellness during and after 
the crisis; planning for the ‘new 
normal’, whatever that may be, 
and likely to be different in many 
ways to how we worked before 
COVID; and reintegration - 
thinking carefully about how we 
transition back to face to face 
after a sustained period of 
disruption, easily  
 

underestimated and ignored as 
a potential challenge”- 
Management consultant 
 
LEADERSHIP: 
“Empathy, transparency, and 
authenticity. For example, our 
MD did a WebEx from his 
daughter’s bedroom for all to 
see” – Sales Director  
 
CULTURE: 
“Agility, flexibility, ability to make 
quick decisions” – CTO  
 
TECHNOLOGY: 
“The crisis has sped up the 
utilisation of tools such as 
Microsoft Teams for meetings, e-
signature software and other 
tech which will assist both with 
internal and external customers 
moving forward” – Investment 
Banker 
 
GROWTH + INNOVATION: 
We have built industry specific 
thought leadership and points of 
view that have historically fallen 
down the list behind client work; 
digitising our many face to face 
interventions, essentially helping 
us build out a whole new suite of 
assets that are now deployable in 
a virtual environment now and 
beyond COVID; more time for 
training and personal 
development – Learning and 
Development Manager  

Executive Summary 
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CRISIS IMPACTS 
 
As  the  be low d iagram shows ,  the  c r i s i s  has  impacted  f i rms  in  
many  d i f fe rent  ways  over  t ime.  Approx imate l y  30% o f  Guernsey  
f i rms  were  unab le  to  opera te  fo r  many  months ,  w i th  another  
26% suf fe r ing  reduced  opera t ions .   
 

 
 
Key  takeaways  f rom the  data  inc lude :  
 

•  The  hea l th  and  sa fe ty  o f  peop le  (employees ,  cus tomers )  
fo r  most  bus inesses   was  the  number  one  p r io r i t y ;  
 

•  Dig i ta l  and  c loud  enab led  adaptab i l i t y  a t  speed  and  
sca le ;  
 

•  Empathy ,  care  and  communicate  were  c r i t i ca l  leadersh ip  
behav iours  demonst ra ted ;  
 

•  Some innovat i ve  f i rms  have  avo ided  bus iness  fa i lu re  and  
executed  game-chang ing  bus iness  p ivo ts  (e .g .  phys ica l  to  
on l ine  de l i ve ry ) ,  p rov id ing  a  mode l  fo r  o thers  to  fo l low

Executive Summary 
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SURVEY RESULTS 
 

Confidence   Whereas 92% of international respondents were confident 
    of being able to get through the crisis, only 64% of  
    Guernsey respondents felt confident; 
 
Speed   96% of respondents indicated that their firms were able to 
    respond to the crisis fast (52%) or extremely fast (44%); 

 
Impact   22% of firms were unable to operate due to the crisis; 

 
Change    Smarter working (34%), new technologies (33%) and new  
    offerings (22%) were pre- planned changes that were  
    accelerated due to the crisis  

 
Work   47% of respondents saw no changes to their work (i.e. work 
    remotely) with the remaining undergoing disruption including 
    job losses (15%). Adapting to virtual meetings (26%) and new 
    ways of working (27%) were the major changes to jobs/skills 

 
People   Employee safety and well-being (31%) were  the major areas 
    of people focus 
 
Leadership  Empathetic leadership (25%) with strong communications  
    (23%) were the major leadership behaviours demonstrated  

 
Technology  Desktop and mobile video-conferencing (VC)   
    tools (46%) and cloud-based document and collaboration  
    software (28%) were the most valuable technologies  

 
Culture    Supportiveness (30%) and team spirit (20%)  

were the most valuable cultural attributes  
 

Processes   New ways of working (18%) and new technologies (18%) have 
    been the most important processes to improve  

 
Innovation   Interestingly, only a small number of firms  innovated with  

     new channels or offerings (7%), with 12% engaging more with 
     clients/partners (12%), and 14% indicating ‘no innovation’  

Executive Summary 
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 Respondent Profile 
 
 The respondent profile is summarised below: 
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THE “8 REIGNITE PRINCIPLES” 
 
We identified 8 core areas of focus for leaders to address 
the significant firm impacts across the short and long-term.  
 
These are displayed in the below 'flywheel' diagram showing the 
interconnected relationships at play. 
 
       THE REIGNITE FLYWHEEL  
 

 
 

Build on Recent Momentum  
We contend that if these areas are focused on and executed properly, a 
‘flywheel’ effect will build on recent momentum to reintegrate employees 
and rebuild firms faster and better than competitors. We then used the  
principles to build an implementation roadmap for leaders and employees 
(see over)

REIGNITE
(Firm + People)

Digital
Acceleration

Smarter
Working

Leadership
+ Strategy

Culture + 
Belonging

Safety + 
Trust

Consumer
Behaviour

Growth
Engine

Resilience
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SHARE YOUR STORY 
 
We are profiling stories of how leaders and employees are using the 
crisis to build  better organisations. We launch it with a weekly 
newsletter starting August 1st 2020. If you wish to contribute or sign-
up, go to the web-site below and click on ‘Stories’ for more details.  

 
WORK WITH US 
 
If you are interested in a workshop or other services, please get in 
touch via below.  
 
W: www.ROCKETANDCOMMERCE.com 
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“The crisis has sped up the utilisation of tools such as Microsoft 
Teams for meetings, e-signature software and other tech which will 
assist both with internal and external customers moving forward. 
Typically face to face meetings or travel has been a big part of how 
we’ve conducted business particularly in my role in the past – 
Investment Banker 

 
Below are some consequences for leaders to now consider: 
 

Increased digital adoption enables adaptability at speed 
and scale  

 
For many firms this has involved a combination of accelerated back-end cloud, front-end 
software tools, and new ways of working. Other firms however continue to have core (or 
hybrid) infrastructure set-ups based on outdated tools, processes, and assumptions. This 
makes it increasingly difficult to adapt to new challenges (e.g. remote work, new services, 
cybersecurity), and rescue declining margins, compete or even survive.  
 
The challenge now is to build on the momentum of change (‘it can be done!’) and adoption 
by leveraging the potential of digital across the entire organisation (not merely in pockets) 
for improved efficiency, productivity, customer experience and new services. 

 
Increase the strategic role of digital at C-level 
 
The crisis will accelerate the gap between digital laggards and transforming leaders requiring 
firms to now evaluate investments, baseline ‘digital maturity’, and in the short-term, secure 
a stronger, repositioned role for digital investments in 2021. For larger firms with outdated 
processes and capital, these present huge opportunities to innovate across operations and 
customers at scale.  
 
This may also require consistent understanding of what digital means amongst leaders and 
boards, as well as how external environment shifts, trends and signals impact future digital 
opportunities. In many cases firms will need outside help across training, education, advisory 
and briefings.  

 

Review and upgrade cybersecurity measures  
 
Whilst many organisations will have robust cybersecurity processes and culture, for many 
others this will represent a new capability and massive learning curve. What was good just 
a few months or weeks ago may not be adequate today

Digital Acceleration 
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Prioritise value and benefits realisation 
 
As rebuild and recovery continues, firms should evaluate their response and any new 
investments by analysing what has worked well (e.g. feedback, analytics, usage), what is 
missing (e.g. cybersecurity, training), lessons learned, and where low-hanging fruit is for 
further digitisation opportunities (e.g. customer service and experience).  
 
A challenge will be that for a variety of reasons (e.g. budgets, skills, governance, change, 
training etc), most firms typically fail to realise the full value from their technology 
investments (e.g. moving beyond efficiency and cost reduction, and into revenue 
generation including improved customer experiences and new products/services), 
although the firms who prioritise this tend to significantly out-perform their peers. 

 
More advanced and integrated human and digital 
combinations 
 
Once digital maturity is understood, this will allow digital strategies, opportunities and 
investments to be defined and executed. This may be based on the firm’s view on what 
many believe the future organisation will look like.  
 
The Boston Consulting Group call this the ‘Bionic Organisation’ which at its core will 
combine more advanced and integrated human/software combinations (see below).  

 

 
 
 What the company of the future will look like is becoming clear. At the centre is its purpose 
 and strategy: the reasons it is in business and how it brings those reasons to life. Four 
 enablers allow companies to operate as bionic organizations: two have to do with 
 technology and data, while the other two address talent and organization. Three outcomes 
  

Digital Acceleration 
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 about how these companies do business are the result. (See the exhibit.) We explore all 
 this below. 

 
This will enable workers to become more productive, effective and efficient (‘smarter’) 
utilising automated workflows (enabled by cloud, analytics, AI, automation, software) of 
both repetitive and higher-order tasks.  

 
Develop and organise for new digital capabilities 
 
Depending on the firm’s approach to digital strategy (e.g. build vs buy), implementation 
approaches will differ however some best practices might include: 

• Senior executive and board commitment 
• Centralising expertise (e.g. Centre of Excellence 
• Hiring a Chief Digital Officer 
• New talent and upskilling (e.g. analytics, user experience) 
• Hiring external, flexible talent e.g. freelancers  
• Cross-functional governance 
• New incentives and behaviours 
• Collaborating with wider industry and ecosystem partners 
• Training will be integral which will also enable every C-level executive to be their own 

‘Chief Digital and Innovation Officer’ for their functions.  
 

Digital Acceleration 
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What survey 
respondents said about 
smarter working: 
 
“The crisis has enabled more 
working from home flexibility, 
more focus on work life balance 
in times like this where stress and 
anxiety are a big part of many 
employees’ lives” – Director, 
Training Firm   

 
“Remote working has required 
improved communication, 
adaptability, self-management” 
– Senior Lawyer 
 
“The crisis has forced us to "test-
run" a 100% work-from-home / 
mobile working approach. 
Although no reduction in office 
footprint was previously being 
planned, I suspect that, longer 
term, this experience will help us 
to better determine what our 
physical office space 
requirement really is and 
whether we can be more 
efficient and reduce our rent bill, 
which is a material component 
of our cost base” – COO, Bank 
 
“Being able to pivot and switch 
direction rapidly and in the 
moment; using greater discipline 
to manage my working day so it 
doesn’t seep into personal time 
and so I can help with the kids at 
home; greater empathy for 

particular clients (e.g. energy 
and utilities) where their worlds  
have been turned upside down 
and have had to take difficult 
decisions to cancel work with us 
that I know they would prefer 
not to have done” – 
Management Consultant 
 
“We are helping our people 
focus on the behaviours needed 
to have impact with clients and 
each other when unable to meet 
in person; exploring the 
Workforce of the Future 
conversations with clients now 
with a clear burning platform as 
we all question what the new 
‘norm’ will be” – Director, 
Business Development  
 
“No major changes to the job in 
reality – although different 
means of communicating (video 
calls etc.) and that it’s 
impossible to travel which is a 
key function of my director role. 
This has forced us to consider 
different ways to keep in the 
forefront of the minds of our 
clients/referrers e.g. client 
briefings, video conferences etc- 
– Venture Capitalist  
 
“More internal discussions 
around how we can better 
engage with our customer… 
direct contact will not take place 
in the short term” – CMO



 25 

 
Below are some consequences for leaders to now consider: 

 
Traditional assumptions have been challenged 

 
Leaders and employees should be prepared to shift mindsets that the ‘old’ way was the 
‘right’ way of working. For example, the assumption that everyone must ‘go to a central 
office to do work’ has been rebuffed for many firms by demonstrating at scale that it is 
possible to work in alternative ways.  
 
However, the approach many firms have taken has been to ‘port’ or replicate the office 
experience online, rather than rethinking what works best for the new context and 
challenging assumptions, such as timings (e.g. 9 to 5pm), meetings, collaborating, or 
building connections.  
 
There may also be tension with traditional human resource practices and business 
assumptions of ‘work’. Similarly, leaders may struggle to deal with issues of habit, control 
and trust. For example: 
 

• How people should be performing their duties (e.g. office vs flexibility) 
• How jobs/roles may have changed (e.g. new skills, training, redeployment) 
• The type of organisation people want to work for (e.g. purpose and values, trust) 
• The leaders and managers people want to work with (e.g. empathetic, servants, 

catalysers) 
• The role of incentives (e.g. more meaningful work, mental health benefits) 
• Performance management (e.g. continuous feedback, coaching), and 
• The role of the office (e.g. creativity, collaboration).  

 

Differing opinions on work effectiveness 
 
Whether remote work is more effective, productive, or of higher quality is difficult to 
assess. It is important for leaders to realise that all workers may not have identical remote 
work set-ups and conditions due to unequal access to broadband, support, IT resources, 
business processes, and training.  
 

 For some workers, they have discovered that they perform differently at different times for 
 different tasks and enable them to structure their work to best fit that model (whether 
 remote working or otherwise).  
 
 Others working flexibly may go beyond the call of duty and feel more motivated to work 
 hard and to give back to the organisation:  
 
  ‘Sometimes I work way beyond my hours to get the job done, but the benefit  
  for me is that I can flex that back at another time … It does benefit both ways.’ - 
  Senior Lawyer 

 

Smarter Working 
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Others may have realised that to be the most productive and engaged, they need the 
focus, structure and routine of an office environment. In summary, the research showed 
that people tend to be divided three-ways on remote working:  
 

• Very positive (e.g. no commute, flexibility) 
• Very negative (e.g. increased blurring of work and personal life, multi-tasking with 

kids’ education, anxiety, reduced productivity, limited social interactions, 
inadequate conditions and tools) 

• A mixture of these two extremes (e.g. more balance and improved tools required). 

 
 Overcome barriers for flexible working  

 Organisations need to consider the barriers at manager, team and individual levels to 
 help them successfully implement flexible working. According to advice from the Chartered 
 Institute for People Development (CIPD), the key barriers that need addressing are as 
 follows: 

 Overcoming barriers for managers 

 People professionals should provide support and advice to managers, while encouraging 
 them to offer flexible working options as much as is possible (in line with current 
 government advice). 

• Managers may be unclear about how to ‘measure’ work and output during this 
time, especially if remote or flexible working is new. It’s vital to have a trusting 
relationship for flexible working to be successful. Ensure managers understand that 
visibility is not the key to performance and that they explore new ways of 
communicating, delegating and working with their teams to meet targets and 
deadlines. 
 

• Advise line managers to set clear expectations for their team. This could mean 
sharing examples of how they expect tasks to be done and being clear about 
deadlines and priorities. 
 

• Good communication is vital. In addition to regular catch-ups, advise line managers 
to ask open questions such as ‘are you feeling fulfilled in the work you do?’ and 
‘how can I support you better?’ to overcome any barriers or communication 
problems. 
 

• Managers need to find a balance between allowing flexibility and facilitating 
collaboration; if team members have opposing hours you will need to find ways to 
overcome this. 

 Overcoming barriers for teams 

 People professionals should review ways of working to optimise team performance, 
 relationships and flexible working opportunities. Pay close attention to: 

Smarter Working 
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• Team skills and flexibility: Having a team of multi-skilled workers within the department 
means flexible working can be accommodated more easily, because employees can be 
flexible according to the business needs and skills required for the job. This is crucial at a 
time when workforces will be reduced, and business functions and priorities will be 
changing. Consider sending employees a questionnaire asking them to highlight other skills 
they can offer or asking people to volunteer for roles outside of their usual work remit. 
 

• Lack of team relationships and networking: Flexible working may contribute to a lack of 
colleague interaction and team connections, which was found to lead to flexible workers 
feeling isolated. This will be especially true while we adapt to widespread remote working 
and social distancing measures. Encourage teams to connect using online tools, having 
regular catch ups and making use of technology to keep others informed of their progress 
on projects and their current workload. Support a healthy level of communication and 
collaboration, but ensure that employees do not feel under pressure to be ‘always on’. 
 

• Success stories: Ensure that learning is captured and transferred from the implementation 
of flexible working elsewhere in the organisation. Take note of what has worked well and 
what has not worked well and why, so that managers learn from successes and mistakes. 
 

• Additional workload: Support managers with the perceived ‘additional’ load of managing 
flexible and remote workers: help managers think through how best to manage the team 
using technology and other ways to capture progress. 

Overcoming barriers for individuals 

• Help individuals understand what flexible working opportunities are appropriate and 
available at this time. Ensure that individuals who are required to attend a workplace also 
have flexible working opportunities (for example, the ability to avoid peak hours).  
 

• Communicate with individuals regularly about altering flexible working when necessary, 
creating boundaries (to ensure they aren’t working too many hours, are having appropriate 
breaks and have the resources they need). 
 

• Share flexible working stories from across the business to inspire individuals to try new 
ways of working. 
 

• Think about setting up groups on communication channels to share tips and ideas (for 
example, ideas for working parents who are trying to juggle childcare). 
 

• Help individuals understand that they can say ‘no’ and maintain a schedule that suits them 
as well as the organisation. 
 

• Try to allay any career progression concern by highlighting any training opportunities 
employees could take advantage of at this time. This may also help with reskilling 
employees. 

 
 
 

Smarter Working 
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New skills and mindsets required  
 
As a shift to ‘smarter working’ means different thing to different firms, it is important to 
define what it is, what it means for the firms and employees, and what are the expected 
behaviours and ways of working.  
 
This is important as new skills and mindsets will be required meaning new training 
programmes, updated performance management, refreshed values, and new recruitment 
strategies.  
 
For many firms, ‘smarter working’ will mean a shift from manual, inefficient processes to 
digital tools and technologies. As many firms continue to test different smarter working 
practices during reintegration and rebuild phases, firms should align support (e.g. IT, home 
office) and training needs to ensure equity and maximum worker effectiveness.   
 
Other new skills will be leading a virtual team, using workflow software, weekly 
performance management and checking in, communicating, delivering feedback with 
empathy, or enabling team performance. Other new skills include time management, 
productivity, virtual sales and relationship building, new digital tools, and so on.  

 

Reimagining the office 
 
The crisis has accelerated a structural trend for more flexibility on both the demand 
(organisation) and supply (people) sides which will reduce real estate footprints, require 
office redesigns, and fuel demand for more flexible co-working space options.  
 
For firms who continue to experiment with flexible working or formalise policies, a key 
challenge is how to maximise both work and social interactions and connections (whether 
online or in a redesigned workplace) with cross-functional teams beyond the immediate 
peer groups of employees, and how to facilitate the ‘randomness’ and serendipity of 
creative exchanges and moments which happens in the physical world.  

 
Mitigate key worker risk 
 
Traditionally firms will physically group and locate specialists next to each other. However 
in a COVID-19 world this creates risks if certain expertise, knowledge or capabilities are 
deemed to be ‘key workers’ for the firm. It may require the ‘splitting’ of such expertise and 
need careful thought and planning.  

Smarter Working 
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What survey respondents 
said about leadership: 
 
“Empathy, transparency, and 
authenticity. For example, our MD did 
a WebEx from his daughter’s bedroom 
for all to see” – Sales Director  

 

 
“Making sure every single staff 
member has some form of contact 
from the business every day. Allowing 
the best people to get on with the jobs. 
No need for hero leadership. Caring, 
empathetic messages of support to all 
grades (from many people)” – Head of 
Compliance

“Communication. Communication. 
Communication!” –  
Director, Insurance Firm  
 
“Regular communication from senior 
leaders with an authentic and honest 
human tone, recognising and 
empathising with the situation; regular 
organisation wide virtual get togethers 
with Uber Eats/Just Eat vouchers for 
free lunches for us all to eat together 
as we join a virtual company meeting 
together; new ways of working e.g. 45 
min meetings as opposed to 60 min 
meetings, so as to guarantee some 
form of comfort break when we could 
easily be back to back” – Management 
Consultant  

 
“We've kept paying staff, offered 
support for staff if they need it (if they 
are feeling stressed by the conditions)” 
– Investor Relations  
 
“Regular updates from exec and 
management and external medical 
experts retained to present to the exec 
and all staff, including to respond to 
questions from individual employees 
on matters that aren't necessarily work 
related. Reassurance that this is not to 
be seen as a reason to consider 
restructuring the business” – HR 
Business Partner  
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Below are some consequences for leaders to now consider: 
 

Effective leadership is now even more challenging 
 

The coronavirus pandemic has placed extraordinary demands on leaders in business and 
beyond. It requires leaders to strike the difficult balance between confronting the brutal 
facts, and inspiring change and action (“Stockdale paradox”)1 against the unpredictable 
backdrop of humanitarian toll and widespread fear.  

 
In terms of strategic responses, our research findings indicated that most firms were 
largely reactive and improvised. Responses covered a wide range of actions: not just 
temporary actions (for example, instituting work-from-home policies) but also adjustments 
to ongoing business practices (such as local safety guidelines, financial loans or 
restructuring, or the adoption of new tools to aid collaboration), which obviously have 
post-crisis benefits. For other firms, the crisis was catastrophic and forced closure.  

 
Some additional consequences and complexities for leaders include: 
 

• Internal cracks: For some firms, the crisis has shone a bright spotlight on any pre-
existing internal ‘cracks’, whether linked to poor business performance, power 
dynamics, ineffective leadership and talent, poor strategy, or an unsupportive 
culture. 

• Remote teams: Some of the challenges include how to prioritise people’s health 
and safety, how to trust more and let go of ‘control’, how to show empathy, how to 
inspire from afar, how to encourage a sense of belonging. 

• Business models and planning: The crisis may have shown the weakness of a firm’s 
business model (which may have serious short-term consequences in terms of 
revenue and growth), as well as a lack of continuous or agile planning processes 
which typically are structured and infrequent (and not fit for the volatility of today).  

• Phased recovery: Demonstrating accountability and leadership over reintegration 
plans, managing safety, rebuilding trust, staff consultation and engagement, 
scenario plans, business continuity and contingency plans, office rationalisation  

 
New behaviours and mindsets  
 
For some leadership teams, the recovery will mean restarting—in some cases, 
reinventing—operations in an unstable world of shifting conditions. Accordingly, what 
leaders need during a crisis goes beyond a predefined response or disaster recovery plan, 
but the right leadership behaviours and mindsets that will prevent them from overreacting 
to yesterday’s developments and help them look ahead.  
 

 
1 Collins, J. C. (2001). Good to great: Why some companies make the leap ... and others don't. New York, NY: 
HarperBusiness. 

Leadership 2.0 



 32 

It was positive to see that our research provided evidence of many leaders who exhibited 
some of the following behaviours (which McKinsey considers as the toolkit for an effective 
leader in a pandemic2): 
 

• Demonstrating empathy and care; 
• Displaying calm and optimism; 
• Adaptability 
• Being decisive with limited facts; 
• Using a network of teams to co-ordinate crisis response; 
• Communicating often and effectively. 

 
Organisations must seek out and develop leaders that can thrive despite uncertainty, 
leaders that are adaptable, curious and have the courage required for continuous change 
and the ability to communicate a vision that motivates and empowers others. Those who 
do this well will help establish or reinforce such behaviours and values that can support 
their organizations and communities during this crisis, however long it continues, and 
prepare them well for the next phases of recovery.  
 
The below sections provide further insight into further skills and mindsets required. 
 

Be bold to seize the ‘re-set’ opportunity 
 
A small number of leaders will have realised how this is a game-changing period of 
opportunity in which some of the world’s most iconic firms – GE, IBM, Microsoft, and 
Disney - were born during crises or recessions.  Section 7 describes many examples of this 
which arose from the survey research.  

 
Leaders can improve their ‘boldness’ in a crisis to reposition the firm toward a more 
sustainable future in the following ways:   
 

• Refreshed, compelling vision and purpose: With a crisis, leaders can use the shock 
as an opportunity to rethink everything, be bold and do something different, 
overcome inertia, explore and learn. At its most basic level, this is who are we, why 
do we exist, and who do we want to be, all bundled into a few sentences. For 
example, Patagonia Founder Yvon Chouinard knew that he wanted by creating the 
world’s most sustainable apparel firm, it would provide a platform to accelerate 
change across many other environmental causes.  

 
• Ambidextrous Mindset: Whilst many others will bunker down and go ‘inward’, 

some leaders and teams will quickly move from short-term survival mode to longer-
term thinking and planning (or balance both concurrently). 

 
• Execute vs Explore: Creating the time and space (and allowing others to do so) each 

week to escape ‘executing for today’, and take stock, rethink the strategic vision, 
and think more about the longer-term. 

 
2 https://www.mckinsey.com/business-functions/organization/our-insights/leadership-in-a-crisis-responding-to-the-coronavirus-
outbreak-and-future-challenges 
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• Open vs Closed: A more open approach to leadership will apply to every aspect of 

operation, from culture, to strategy, to decisions, to external collaboration. Integral 
to this is looking outward to the market and environment (including the wider 
ecosystem) for signals which can then be translated into new opportunities, rather 
than threats.  

 
• Decisiveness vs Limited Facts: Be prepared to take a ‘leap of faith’ amidst the 

market uncertainty and/or conflicting priorities, whether investors, culture, or 
other aspects. Sometimes leaders will have no choice if they are forced into an 
‘adapt or die’ scenario.   

 
• Unlock Growth:  Other firms may use the crisis as an opportunity to accelerate 

longer-term strategies which have been subject to barriers or not been prioritised 
for various reasons. 

 
IBM’s Bold Transformation 
Before IBM made a public commitment to the unproven technology that was the 
Internet, the decision was far from obvious. Wall Street investors rewarded IBM for 
pioneering the Internet era. When the company contemplated a transition into a 
service-based business model, powerful internal factions fiercely opposed the 
idea. The acquisition of PwC Consulting ushered profound changes into IBM’s 
culture, and a shift into a services-based firm accelerated. 

 
 

Shift toward people-focused leadership styles 
 
Even before the pandemic, a shift was happening in terms of the capabilities required of 
the leader for today and tomorrow.  

Historically, the focus of leaders is to maximize value for shareholders and play the roles 
of planner (developing strategy and translating it into a plan); director (assigning 
responsibility); and controller (making sure everyone does what they should to minimize 
variance against the plan). 

Over time, new approaches have developed which focus on getting the most out of people 
and stakeholders: 

• Co-creating meaningful value with and for all stakeholders, expanding beyond 
shareholders to include customers, employees, partners and our broader society. 
In an open system, everyone must win. Otherwise, they’ll simply go elsewhere.  

• Servant leadership approaches which takes the traditional power leadership model 
and turn it completely upside down by putting the employees at the very top, and 
the leader at the bottom, charged with serving the employees above them 

Leadership 2.0 
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• McKinsey propose that the new style of leader must play four new 
roles: visionary, architect, coach and catalyst3. The traditional roles, while still 
available to leaders when needed, then become woven into the way people work. 

• The pandemic has forced many leaders to draw on more people-focused skills 
including empathy, emotional intelligence, and communication.  

For many leaders, the shift away from ‘me’ as the leader to focusing on others, has not 
been easy. It requires extreme levels of self-awareness and empowering others for success, 
especially as many people are still struggling in different ways with the recent events.  
 
Short-term tactics the research showed included more frequent check-ins, 1-2-1s outside 
of the normal circle, allowing others to lead in different situations or on new projects, 
providing flexibility (e.g. shorter days or weeks), and more celebrating (e.g. birthdays or 
achievements).   
 
In terms of implications of this for reintegration plans and further phases:  

• Leaders will still need to draw heavily on these skills and approaches to encourage a 
renewed sense of belonging, inclusivity, and value; 

• The gradual opening of offices opening will also give leaders the opportunity to 
rebuild the ‘physical’ element of leadership: walking the halls, look people in the 
eyes, and fronting the team.  

• The new era will expose the requirement for additional skills and mindsets to add 
to the Leadership 2.0 toolkit including digital acumen, innovation, and execution.  

 
Specialist training and coaching will be needed to upskill existing executives, and to keep 
and develop the next generation of leaders and boards. 
 

Break down the barriers  
 
As described above, leaders must now play many more roles then at any time in history. 
Not only must they be able to be on the front-stage demonstrating both crisis 
management and servant leadership approaches, but they crucially must also ensure 
alignment and change (and empowering others to drive change) in an increasingly 
complicated environment.   
 
Leaders therefore need to consider whether a firm has ‘seized’ up during a crisis or 
become misaligned, whether that is decision-making, power dynamics, information, 
strategy, siloed teams, new ideas, or other processes. For example, whilst there is a need 
to acquire accurate, timely information on the one hand, the very people that provide the 
information may report selectively, for various reasons. 
 
Applying a more systematic view of the firm can help think through some of the challenges 
and barriers - whether across teams, processes, information, or structures. For example, if 
the firm’s systems and structures are not aligned with the firm strategy, then reporting, 
metrics, and performance are likely to impacted. This may then cause inaccurate 

 
3 https://www.mckinsey.com/business-functions/organization/our-insights/the-organization-blog/the-new-roles-of-leaders-in-21st-
century-organizations 
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information to be reported and then not delivered in a timely manner. See below for 
McKinsey’s 7S Organisational Design framework: 
 
McKinsey 7S Framework of Organisational Design 
 

Leadership 2.0 
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What survey respondents  
said about trust, health  
and safety: 
 
“Understanding what might be 
needed post the lockdown, and six 
months further on and following that 
six months further on. In summary, 
ensuring that we are ready for 
whatever is next not waiting for it to 
be reactive” – Accountant  
 
“More areas of focus needed include 
managing mental health and 
wellness during and after the crisis; 
planning for the ‘new normal’, 
whatever that may be, and likely to 
be different in many ways to how we 
worked before COVID; and 
reintegration - thinking carefully 
about how we transition back to face 
to face after a sustained period of 
disruption, easily underestimated 
and ignored as a potential 
challenge”- Management consultant 
 
Employee well-being first and 
foremost, customer care and 
flexibility, fast tracking products that 
assist in the care and confirmation of 
disease related to Covid – Sales 
Director, Pharmaceutical Firm 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Regular communication amongst 
managers relevant teams, continued 
emphasis on safety in this crisis 
where typically it’s a big focus point 
in our industry, increase in perceived 
empathy to all employees working in 
uncertain times – Sales Manager, 
Construction Equipment Firm 
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Below are some consequences for leaders to now consider: 
 

Be wary of new competition and reputation risks 
 
As the ‘heavy lifting’ of government reduces and the shift to economic recovery gathers 
steam, firms will also now be competing on a new set of dimensions including safety, trust, 
empathy and flexibility.  
 
Given the nature and scale of the crisis, and a shifting psychological contract for many 
people (and employers), workers and consumers will be looking more to organisations for 
an adequate crisis response and rebuild. New competition dimensions may include:  
 

• How well firms implement local and/or best practice health policies; 
• How effectively they can keep their people safe and rebuild trust, connection and 

culture; 
• The quality of reintegration and recovery plans including digital adoption, the ability 

to translate new insight on customers or consumers into improved value 
propositions or new offerings 

• How they productively deal with operational challenges whether supply-chain, IT, 
financial or people.  

 
Evaluate trust dimensions and lead with intention  

 
 Trust is the connective tissue that binds together everything that we do: our relationships, 
 our actions, our expectations of others. Most people think about the issue in terms of 
 customers: They have to believe in you and your products and services. But  trust within the 
 organization is just as important.  
 
 The COVID-19 pandemic has been – and continues to be - a shock to our collective systems. 
 Leaders should not underestimate the continued mental scarring,  irrationality and 
 ‘emotional bookmark’ that this unique crisis may have caused (and continues to cause) 
 many people over the short and longer term.  

 
  “The crisis has enabled more working from home flexibility, more focus on work life 
  balance in times like this where stress and anxiety are a big part of many employees’ 
  lives” – Director, Training Firm   
 
 At the same time, the crisis is a catalyst to rebuild trust. In order to rebuild trust among 
 stakeholders and best position their firms to thrive in the long term, leaders should
 focus on four dimensions of trust: physical, emotional, financial, and digital (see below) 
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 As leaders consider the best ways to move forward in a manner that instills trust in their 
 firm and stakeholders, a recent Deloitte4 report suggests that leaders can ask themselves 
 the following questions: 

• Which dimensions matter most to each of our stakeholders right now? What 
will likely matter to them as we turn the corner to thrive? 

• Are we taking this action with the right intent? Does it fit with our 
organization’s ethos? 

• Can we competently deliver on what we are promising to our stakeholders? 
• Are we communicating our intentions clearly and transparently to our 

stakeholders—even when we don’t know all the answers? 
• How are we monitoring and measuring our progress in addressing stakeholders’ 

needs across the four dimensions of trust? 

 Arguably, being intentional about trust during a time of crisis can set apart a business 
 leader  who competently steers his or her company through these uncertain times. Some 
 tactics leaders can pursue include the following: 

• Build personal connections 
• Be transparent and truthful 
• Encourage rather than command 
• Take blame, but give credit 
• Don’t play favourites 
• Show competence 
• Walk the walk  

 

 
4 https://www2.deloitte.com/us/en/insights/economy/covid-19/building-trust-during-covid-19-recovery.html 
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Safety guideline compliance  
 
To enable reintegration assuming the health risks are still a real issue, firms at a minimum 
must understand and ensure compliance with local policies, advice, regulations and best 
practices on hygiene, social distancing, masks, and so on. The challenges are the changing 
nature of these guidelines especially in line with a jurisdiction’s ability to manage the virus 
spread, making the right judgement call on policy interpretation, and monitoring 
government policy and ensuring contingency planning for any relapses 

 
 

Empathetic reintegration and rebuild plans 
 
This phase must not be underestimated and be a C-level priority with continued evaluation 
of lessons learned, and experimentation into different ways of working, empathetic 
leadership, communications, mindful business practices, and improved health and well-
being benefits (e.g. mental health counselling). Without employee buy-in, even the best-
crafted plans are likely to run into trouble. For some firms, this could be terminal, 
especially if they have not handled the crisis well.  
 
Management teams should lead with empathy and demonstrate an understanding that 
while all of their employees have experienced this crisis, they haven’t all experienced it the 
same way. Some employees may have conditions that increase their risk of serious COVID-
19 infection and may be reluctant to return to the office.  
 
Others may be eager to leave remote work behind but have caregiving responsibilities that 
make it difficult or impossible for them to do so. In order to navigate these changes, 
research firm Forrester believe that management should: 
 

a. Recognise that workforces will need time to adapt to new ways of working post-
pandemic, and make sure employees understand what’s being asked of them and 
what steps the company is taking to protect their health 

b. Plan a staggered reintroduction to the office and establish a process such that a 
rotating group of employees work from the office every few days. Resist the 
temptation to open the doors to everyone on the same day – the risk isn’t worth 
the grand gesture. 

c. Craft a communication strategy that can help employees who are returning to the 
workplace, as well as those who continue to work remotely, embrace a shared 
vision of what comes next 

d. Reopening of workplaces won’t entirely remove all restrictions imposed during 
COVID-19. Businesses will still need to observe regulations governing social 
distancing, employee gatherings and hygiene practices. It’s likely that pre-virus 
working environments are unsuited to these new restrictions. 

e. Work with human resources teams to craft appropriate remote working policies, 
infrastructure, behaviour and benefits improvements, plus prepare for a potential 
uptick in ethics and compliance complaints from employees whose concerns 
persist. 
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f. Providing employees with the chance to make their challenges and concerns known 
may help management teams identify potential problems with their return-to-the-
workplace plans5. 

 
 It will also be critical for leaders to focus on rebuilding workplace morale, as well as 
 balancing trade-offs around employee privacy (e.g. testing) and workplace health and 
 safety. By following some of the above principles and enabling real, two-way 
 communication, leaders may turn the COVID-19 crisis into an opportunity to strengthen 
 corporate culture, increase employee engagement and boost productivity and loyalty over 
 the long run.  

 In the event where Guernsey relapsed into a high-threat situation, this approach may 
 also build in contingency for any rolling lockdowns and exits which may be suddenly 
 required. 

Control and command structure friction 
 
The central question here (based on old assumptions) is the following: can the firm trust its 
people to do work? Traditional command and control structures, processes and behaviours 
- the default for many organisations - may now be feeling the strain in a remote work 
environment.  
 
At one end of the scale, firms experienced with decentralising control may have more 
trusting cultures, whereas more centralised control structures and processes may breed 
more mistrust and tribalism in a crisis. For example, as reported by the LA Times, Axos 
Financial sent this email to its remote workers during the early stages of the pandemic:  

 
“We are watching you. We are capturing your keystrokes. We are logging the 
websites you visit. You must call your supervisor at the top of every hour and report 
on what you’ve done in the past 60 minutes. So get to work - or face the 
consequences.”  

 
Shifting psychological and social contracts 
 
Psychological contracts are a set of tacit 'promises' or 'expectations' that are exchanged 
between the parties in an employment relationship. How this has evolved already or will 
continue to evolve during and after COVID-19 is unknown unless firms have an open and 
safe dialogue with their workforce (although getting this right can be very difficult for many 
firms).  
 

 Ultimately, once it is broken or even damaged, it is very hard for an employer to  retrieve 
 the situation, once the employee has become disenfranchised. It may well have been easy 
 for employers in the past to assume that going above and beyond is just part of the job. In 
 the current climate, when employers need the support of the people, the reverse is now 
 true and employers are the ones being expected to go above and beyond. 

 
 

 
5 https://go.forrester.com/blogs/entering-the-new-normal-how-to-safely-bring-your-workforce-back/ 
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 What should firms start doing? 
 
 If managers haven’t already done so, employers should be looking at some of the areas 
 their psychological contracts with their employees might break down. For example, 
 employers and employees are all now having to manage issues caused by isolation, worries 
 about job security, personal and career development, managing working from home with 
 family (or friends), additional stress for parents or carers, and providing equipment so 
 employees can work safely, and comfortably, from home.  
 
 Employees will have watched how their firms responded to the crisis which, when 
 combined with enforced social distancing, may have eroded aspects of trust, safety, 
 and health (including mental). For employers, some may realise that their flexibility has not 
 been ‘rewarded’ or realised there are jobs, roles, and functions which may not be required 
 in the new era. 
 
 If any one of these issues, handled badly, can leave either side feeling that the 
 psychological contract has been broken. 
 

Another complexity from a safety perspective, is that people may be shifting expectations 
away from government to businesses (and fellow citizens) to ensure they are doing 
everything to keep them safe (if health risks are still an issue).   

 

 What specific actions should businesses be doing? 

 

 Below are some tangible steps for managers and leaders to consider:   

 

 Wellbeing 
• Line managers should arrange more one-to-ones 
• Schedule in team coffee mornings or evening online chats, not to talk about work but just 
so people feel connected 
• Maybe think about running online competitions or social events 

  
 Security 

• Keep employees up to date with the current situation and what the business is doing 
• If you are thinking about changing team structures or roles to accommodate the new 
business landscape, make sure they are kept in the conversation 
• Good or bad news, share it with the employees; they need to feel that you are being 
honest with them 

  
 Recognition 

• Find a way to acknowledge achievements either by a thank you email or an online post, 
perhaps across the company intranet 
• You could invite the business to nominate their colleagues for any reason 
• Encourage employees, team heads and more to share the good news – even if it seems 
insignificant – as often as possible 

 
 Development 

• Look at ways you can still help employees develop 
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• Provide, or point them in the direction of, online training courses 
• Set up channels whereby other employees can share their professional skills or 

knowledge. 
 
 Flexibility 

• Recognise that with things like home schooling some flexibility is needed – don’t be 
asking your teams to clock in and out every day – give a little trust and the psychological 
contract will remain strong 
• Don’t focus on what employees can’t do at this time – instead look at opportunities to do 
things a little differently 
 

 Work Environment 
• Make sure that your employees are able to work safely and comfortably from home. 
• Understand that not everyone will have a spare room or a home office they can use so 
making allowances and providing the right equipment will put you in good standing 
• Sending out a survey to understand what your employees really need will help identify 
those in most need. 

	
Spotlight on mental health and mindful business practices 

	
The pandemic has cemented mental health as a critical issue employers must take very 
seriously and build strategies around. One of the ways for employers to manage the 
negative impacts of social distancing, uncertainty, anxiety and blurred personal and 
professional boundaries may be to develop a Mindful Business Charter or similar.  
 
In the UK, the Mindful Business Charter (MBC) was developed by leading banks and law 
firms in 2017 and 2018, and is aimed at improving the mental health and wellbeing of 
employees by eliminating unnecessary workplace stress through improved working 
practices.  
 
While stress and pressure are a part of the job that most employees willingly accept, the 
MBC recognises that certain types of stress can be avoided through small adjustments in 
our working behaviour. Some of these adjustments have particular resonance in the 
current circumstances.  
 
Although initially developed for businesses in the professional services space, perhaps it is 
a logical time for its spirit and principles to be embraced more widely by other professions 
and industries. Further initiatives include making mental health, productivity and 
performance a CEO-level issue and improving employee benefits packages, such as 
including easy access to on-demand tele-health services  
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What survey  
respondents  
said about culture  
+ belonging: 

 
“Our values have shone 
through and remain decision 
making principles for 
everything we do; the human 
touch remains critical e.g. 
lunch vouchers etc; and just 
keeping playfulness and fun 
at the centre of what we do” 
– Management Consultant 

 
“Genuine care for staff. 
Genuine care for clients. 
Preparedness to be agile 
and move with market 
trends/preferences” -
Marketing Manager 

 
“Agility, flexibility, ability to 
make quick decisions” – CTO  

 
“It has provided 
opportunities for each 
member of the team (from 
junior to senior) to 
demonstrate his/her worth 
(or otherwise) to the 
business and, in some 
cases, shape or develop a 
role that was otherwise in a 
transitional phase” – 
Director, Trust Company  

 
 
 
 
 
 
 

 
The ability to mobilise the remote 
work force in a very short 
timeframe, “town hall” staff 
updates to keep the lines of 
communication open and maintain 
team morale and daily “check in” 
calls between senior management 
and their teams, a virtual staff 
drinks party to celebrate the 
financial year end where the 
drinks were delivered to each 
team member at their home by 
way of gift to the business – 
Partner, Law Firm
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Below are some consequences for leaders to now consider: 
 
Importance of culture as a rebuilding platform, but hold 
the mirror up 
 
“Culture eats strategy for breakfast” – Peter Drucker 
 
For leading management expert Peter Drucker, whilst strategy is important, it is a powerful 
and empowering culture which will be a surer route to organisational success. Given the 
wide-spread and devastating impacts of this crisis (where remote or distributed working 
are necessary to operate), the crisis will have leveraged behaviours for good (e.g. respect, 
team spirit, empathy, support) to bring people together and facilitate better work.  
 
Ultimately, there are two main aspects which guide employee behaviour when managers 
are not physically around: how the employee understands the firm strategy, and culture. 
However, leaders need to be wary that this crisis will quickly highlight and accelerate any 
cultural weaknesses or questionable management decisions made (or not made) during 
the enforced lockdown.  
 
Firms with culture which demands command and control, mistrust, and input-based KPIs 
may create cultural ‘rot’ and ultimately turnover, absenteeism and low engagement in the 
new normal. This context is important to evaluate as it may render reintegration processes 
ineffective, or even exacerbate the problems.  
 
This presents an increased ‘cultural risk’ in an age of social media and Glassdoor and online 
reviews where it is  very easy for a firm to lose its reputation overnight or over time for the 
way it treats its teams during and after the crisis. With intentional cultural design, why not 
be the firm everyone wants to work for.  
 
Leaders can do this by gaining insight from employees, encouraging safe places for 
employees to talking openly, adapting more empathetic and servant leadership styles, 
performing culture audits, encouraging connection, and making cultural reform a top 
priority for all leaders are wise strategies. 

In addition, PwC’s extensive research into Organisational DNA (the underlying factors that 
together define an organization’s “personality” and help explain its performance), 
identified five ways a leaders can actively evolve its culture: 

• Understand the legacy culture and how employees behave; 
• Identify the behaviours within that culture that help support the organizational 

transformation; 
• Enlist change agents – authentic leaders (influence not title) to model these 

behaviours and motivate the rest of the organization to embrace them; 
• Revamp elements of the organization that ensure these behaviours are widely 

adopted and sustained; 

Culture + Belonging 
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• Review your brand messaging and ensure that your organizational personality is 
prominent. 

New values and opportunities  
 
Prioritising trust and safety (‘health and psychological’) could be an opportunity for certain 
firms to listen to employees and go beyond the call of duty. For example: 
 

• Strong commitments to rebuilding trust and safety could reinvigorate cultures (e.g. 
respect, solidarity, risk-taking, sacrifice, team spirit, inclusivity etc) and workforces 
(e.g. loyalty, engagement, productivity) 

• Provide competitive differentiation (e.g. recruitment, clients, partners) 
• Revenue opportunities for new offerings (e.g. safety-as-a-service, COVID-19 

compliant).  
• Reflect on their firm’s purpose and values in line with the new environment, lessons 

learned, and changing psychological contracts, mindsets and behaviours; 
• In the context of the pandemic, smart leaders will work to systematically to embed 

safety and trust into reintegration plans and refreshed policies and strategies across 
people and operations; 

• Later, firms will more intentionally embed into the culture across core values, 
processes, leadership styles, and even brand (think Volvo). 

 
Whilst Amazon is committing billions to create the world’s safest supply-chain, every small 
business has the opportunity to think creatively within the bounds of the local guidelines.  
 
There are also renewed calls for CEO’s title should be renamed to Chief Culture Officer or 
create a separate C-level role and function. A start is to allocate dedicated time per week 
(and allowing others to do so) to better understand and evaluate firm culture, as well as 
improving understanding of how leading firms use culture to their competitive advantage 
(e.g. Netflix, Zappos, Amazon).  
 
Perhaps it is now time for boards to prioritise time to evaluate and improve culture. 

 
Role of belonging and connection  
 
Whether it is family, friends, co-workers, a religion, or something else, people tend to have 
an 'inherent' desire to belong with other people, share moments of connection and 
experiences, and be an important part of something greater than themselves. For many, 
this is the void that organisations and work traditionally fill.  
 
Given the crisis, below are some perspectives for leaders to consider: 
 

• Powerful separating force  
 

The crisis delivered an unprecedented sudden, rapid, and powerful separating force 
to this universal human desire to belong, connect, and touch. In its place, the crisis 
for many months has delivered fear, human toll, social distancing, mistrust, remote 
work, and in many cases, destruction (job losses, business closure, death).  
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Although reintegration plans will help some employees, many others will continue 
to feel a mix of emotions, from trauma to feelings of disenfranchisement. Firms 
who work to openly and safely engage with employees and actively foster a better 
sense of belonging and connection, (plus trust and safety) across firm operations 
(e.g. leadership, communications, flexible working, HR, benefits, culture etc, may 
see a much faster return to productivity and engagement. 
 

§ Information flows 
 

In a remote work set-up, people may lose connection with their colleagues and firm 
due to a decline in informal information flows. These typically derive from casual 
networks, hallway conversations, and the magic of semi-randomness.  
 
This also may impact idea generation, more complex problem solving, cross-team 
collaboration, creativity, and makes coordination more difficult. 
 

§ Social bonds, roles and ‘stage’ of work 
 

Some people have missed the collective energy and ‘heart-beat’ of the firm that 
comes from interacting with colleagues, rich social exchanges of discussing people’s 
stories and life updates, and taking on informal roles outside of the job description.  
 
In addition, some have identities intertwined with ‘work’ which is harder to enact 
outside of the office (e.g. judges). For these workers, the office provides additional 
meaning, commitment, focus, and sense of identity and belonging.  

 
§ Inclusion and equity 
 

The crisis has not impacted everyone in the same way. Some employees and 
leaders have responded with improved communications and remote acts of 
generosity, courage, care, kindness, making sacrifices (financial or otherwise), or 
finding new simple ways to reward performance. A few firms have noticed staff 
who have stepped up and repositioned their reputation as a future manager or 
leader.  
 
In other firms, historic and systemic inclusion barriers have increased due to 
ingrained biases, misalignment, siloes, and tribalism which can have devasting 
effects given the nature of the pandemic.  
 
In terms of equity, firms should be mindful of how key decisions are made and 
communicated (e.g. salary reductions). This is more so in times of both crisis and 
renewed vigour toward racial inequality and other social issues. Put simply, how 
leaders and firms have responded to the crisis and other accelerating structural and 
social trends and issues will be remembered by employees, customers and wider 
stakeholders. 
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Learning, feedback loops and experimentation 
 
“In an increasingly digital world, if you don’t do large-scale experimentation, in the long 
term—and in many industries the short term—you’re dead.” – Former Booking.com 
CEO, Mark Okerstrom 
 
The pandemic has delivered a ‘forced’ experiment onto organisations and people unlike 
any other in history. From leadership to resilience to business models to smarter working, 
there is a huge amount we can learn from this situation.  
 
According to Professor Adam Grant: 
 

"I’d want to hear what everyone tested out, what worked and what didn’t, and 
then keep evolving what we thought were our best practices in light of that. That 
would be something that you continue doing. Last I checked, experiments are 
the best way to learn" - Adam Grant, Occupational Psychologist at Wharton 

 
As reintegration and rebuild phases commence, leaders must focus on learning about 
what has worked, what has changed, and how the firm should adapt accordingly. In 
parallel, continued experimentation – whether flexible working or tools – should continue 
across the firm, including those areas forming part of the RECOVER TO REIGNITE 
FLYWHEEL.   
 
These learnings are all part of a bigger capability and potential competitive advantage for a 
firm: developing a culture of learning and experimentation. However, this requires cultural 
change.  
 
According to Professor Stefan Thomke, author of Experimentation Works: 
 

“After examining this question for several years, I can tell you that the central 
reason is culture. As companies try to scale up their online experimentation 
capacity, they often find that the obstacles are not tools and technology but 
shared behaviours, beliefs, and values. For every experiment that succeeds, 
nearly 10 don’t—and in the eyes of many organizations that emphasize 
efficiency, predictability, and “winning,” those failures are wasteful.  
 
To successfully innovate, companies need to make experimentation an integral 
part of everyday life—even when budgets are tight. That means creating an 
environment in which leaders show commitment and intent; employees’ curiosity 
is nurtured, data trumps opinion, anyone (not just people in R&D) can conduct or 
commission a test, all experiments are done ethically, and managers embrace a 
new model of leadership”. 

 
A popular way to develop a more experimental mind-set is to upskill certain teams and test 
the practices from various methodologies to improve various business processes. For 
example, Lean Start-Up (product development) and Agile (project management, product 
development, strategic planning, and other processes).  
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Over time, if leadership are committed and align the organisational design to facilitate 
these new ways of working, it will infiltrate the culture and hopefully enable the firm to 
improve performance (or resilience in a crisis).  
 
 

     Lean Start-Up Method 
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Even as many jurisdictions have begun to control the 
pandemic, many consumers and clients (“customers”) 
continue to be deeply concerned about the health, 
social and economic impacts of COVID-19. 
 
“We have to continue staying relevant and marketing to clients and building a 
pipeline of business when not able to do in-person meetings and when clients are 
facing many challenges and distractions” – Director, Bank 
 
Below are some consequences for leaders to now consider: 
 

Differing responses over time 
 

Anxiety and fear has been prevalent, fuelling panic-buying of staples and hygiene 
products. Long-term mental scarring is likely for some as this period may create an 
‘emotional book-mark’ in the same way as other large life events (e.g. school, first 
job, marriage, house purchase, fatherhood etc).  
 
Others took a long time to get the grips with the gravity of the situation, whilst some 
changed approaches daily or weekly irrespective of the health advice. 

 

New and shifting behaviours and value propositions 
 
Whilst some organisations may not fundamentally change direction and many of our 
behaviours will return to normal, some behavioural shifts will survive the pandemic. 
This will permanently change what we value, how and where we shop, and how we 
want to live, work and travel.  
 
This is the time for leaders translate new customer insight into refreshed value 
propositions or business models in line with emerging customer needs, as well as 
working faster to build improved customer-centric capabilities. For example: 
 

• We will likely resume eating out, flying, staying at hotels, and attending music 
and sporting events, although perhaps not to the levels before the crisis. 
Whilst many will reduce stockpiling whether toilet paper, hand sanitizer or 
frozen food, some will continue to buy other goods in bulk. 
 

• Online grocery shopping, streaming, and e-commerce will accelerate, as will 
home/outdoor fitness, VCs, social media.  
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• People may be content to physically go to an office when they want to, not 
when they are supposed to fuelling demand for smarter homes/offices, cloud 
and digital tools, productivity apps, and workforce analytics. 

 
• B2B customers may continue to prefer virtual sales meetings and summits, 

rather than traveling to international conferences. 
 

• Zero-touch customer experiences combining on and offline models 
(“hybrids”) will accelerate, whether buying cars, homes or accessing 
government or health-care services. 

 
Increasing expectations of seamless experiences 
 
The pervasive influence of the tech giants (e.g. Facebook, Amazon, Apple, Netflix, 
Google, Zoom) and other start-ups in making our ‘lockdown’ lives easier, better and 
more convenient continues to raise the bar for traditional B2B or offline firms – 
whether law firms, banks or retailers.  
 
For example, if people can FaceTime anyone in the world, sell products via 
Instagram, or order food on-demand via my phone, clients or customers will get 
increasingly frustrated when interacting with firms who have too much friction in 
accessing or consuming their services.  
 
These firms must act fast to upgrade the major points of frustration for customers 
across their outdated, inefficient processes or business models and ensure better 
customer experiences, whether digital or otherwise. For example, our research 
showed that e-signature software was a popular investment for firms during the 
crisis as it is an easy and inexpensive way to create value for customers (i.e. avoiding 
paper).  
 

Increased customer-centricity and insight 
 
It is not surprising that this is a core capability of the world’s best firms (e.g. 
Amazon). Such firms have a culture of prioritising customer care and 
communications, and the ability to rapidly innovate on customer pain-points with 
better experiences or new services. In a crisis, this capability becomes paramount.  
 
For example, launching ‘COVID-compliant’ propositions or solutions. In contrast, 
many firms have turned inward by retreating and cutting costs, including customer-
facing or support teams or longer-term IT projects.  
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To help leaders, the below are some strategies for a 
‘customer-centric playbook’ for B2B and B2C leaders: 
 

• Care   Focus on care and concern, reaching out with  
    support to gain insight into challenges, new  

behaviours and help needed (not marketing) 
 

• Insight   Conduct research to better understand  
customer insight and behaviour, map customer 
segments, user or buyer profiles, and sales/user 
journeys 
 

• Engage   Meet, engage, help and provide value (e.g.  
content) to customers where they are (e.g. online) 
 

• Customise  Leverage improved insight to build improve  
value propositions, develop more customised digital 
marketing and communication strategies, and map out 
omni-channel marketing experiences (where relevant); 

 
• Ease   Make customer lives easier, better with  

digitised workflows and tools (e.g. e-signatures), self-
service portals, segmented content, zero-touch buying 
and delivery methods, all grounded in what matters 
most to customers; 

 
• Co-ordination Tap internal customer and account teams for  

ear-to-the-ground insight, quickly translating into 
cross-selling, refreshed value propositions, marketing 
strategies or other initiatives; 

 
• Empower  Upskill, empower, incentivise and celebrate  

employees who go beyond the call of duty to solve 
customer problems, win new business or improve 
experiences;  

 
• Intelligence  Improve business intelligence reporting and  

software and integrate with improved customer 
analytics with other business reporting across the firm 
(and give everyone real-time access) 

 
• Virtual sales  Ensure B2B sales teams are trained in best  
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practices for virtual sales and remote account 
management, and marketing processes are updated in 
order to reflect this new approach  

 
• Alignment  Ensure all customer activities - from  

content to support – are done in line with the  
firm’s core values, culture, and purpose; 

 
• Behaviours  Build in necessary customer-centric behaviours  

into performance management processes of all teams 
to encourage behaviours and cultural shifts, including 
cross-functional working 
 

• Agile   Ensure customer, sales and product teams  
learn agile working, methods and processes to  
experiment, test, learn, and repeat different ways to 
improve experiences or test new services; 
 

• Social Media  Leverage social media where possible (vs  
surveys) for real-time insights 
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What survey respondents said about business  
impacts and new opportunities: 
 
“Channels that were previously soft for us have dramatically 
increased, improving our distribution and supply chain has 
allowed us to capitalise on these new opportunities” –  
Operations Director  
 
“We were geared up for this event and hit the ground 
running, we are busy publicizing we are open for business to 
the wider market and our account opening process has 
been improved to reflect the current changes” –  
Director, Account Management  
 
“We have expanded into new sectors (education & 
commodities) as a result of the demand for our product” – 
Product Lead 
 
“Categorisation of business critical role and function for 
immediate, should and medium term. Anything out of above 
scope, amended, reduced or halted. Focus is on surviving 
the immediate challenge and preparation for reopening” –  
Hotel Owner 
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The crisis has provided one of the greatest ever 
tests of a firm’s ability to withstand uncertainty 
better than competitors, instead of being 
overpowered by it. This is integral to ‘business 
resilience’ which is the ability of a firm to quickly 
adapt to disruptions while maintaining 
continuous business operations and 
safeguarding people, assets and brand equity.  

 
“No one will survive in the form they exist today” – Rolf 
Kalbach, Partner at Bain Consulting 
 
“It’s not always the strongest species that survives; it’s 
sometimes the most adaptable” - Charles Darwin 

 
Below are some consequences for leaders to now consider: 

 
New business models to adapt quickly  
 
Whilst many firms are making cuts to ride out the storm or shutting down 
permanently, our research identified many entrepreneurial firms who have 
demonstrated the ability to adapt quickly and innovate for growth (and cost 
reduction) in the context of the crisis. These firms have relied on strong 
adaptive resilience capabilities (as opposed to ‘planned’ resilience).  
 
Some of these firms and leaders have taken decisive steps - in many cases to 
adapt or die - by innovating to find new growth across channels, business 
models, markets, services, experiences.  
 
For example: 

• An independent supermarket shifting from offline retail to online 
delivery and click and collect 

• A food wholesaler moving from trade to residential customers 
• A school tutoring service moving to online tutorials 
• A car garage moving to a zero-touch pick and drop-off model 
• A call centre moving to remote working 

 
Whilst it is not clear whether these firms used the Business Moidel Canvas, 
this framework is a popular tool to be used in many situations, from 
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companies looking to improve existing services, or start-ups developing new 
products. 
 

 
 
 

Leverage and embed best practices  
 
The above strategic responses align to some extent with recent analysis by 
McKinsey6 which identified best practices for resilient firms. These include: 

• Bold and courageous leadership 
• Continued investing and making bets on short and long term growth 

areas 
• Sharp digital, IT and analytics discipline across all aspect of the firm 
• More agile working and processes (e.g. strategic planning, managing 

risks, identifying growth opportunities) 
• Quick, early execution of leaner operations 
• Strong balance sheet management 

 
For example, the firms described above who had pursued new business 
models to adapt quickly, in parallel, they also focused on financial 
restructuring (e.g. loans, capital raising) and rapid operational improvements 
(often with no new investment) by enhancing productivity (e.g. software, 
upskilling), better utilisation (e.g. re-deploying staff), or improving customer 
experiences (e.g. online ordering via Facebook Commerce).  

 

 
6 https://www.mckinsey.com/featured-insights/business-resilience 
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Firms who commit to incorporating these traits across leadership, people, 
processes and products are able to sense change or a crisis as it emerges 
and quickly take action, whether to pivot offerings, redeploy human 
resources, or quickly scale-up cloud and digital investments.  
 
However, the crisis has proved catastrophic (i.e. business failure) for many 
firms for a variety of reasons, including the immaturity of enterprise risk 
management programs, poor business continuity planning, insufficient 
business models, inadequate cash management, or leadership lacking the 
right skills.  
 
Importantly, getting the right balance of resilience during and after a crisis 
can last for the longer-term. For example, in a recent study by McKinsey 
traced the paths of more than 1,000 publicly traded companies, they found 
that during the last downturn (2008), about 10 percent of those companies 
fared materially better than the rest7.  
 

Experiment with agile methods 
 
On its face, the relationship between agility and resilience is a dynamic 
tension that requires firms to develop capabilities in both areas.  
 
For example, the flexibility to adapt to stay ahead of crises or disruptive 
events, as well as the ability to quickly recover when they get surprised. This 
can be quite a challenge as these forces fundamentally oppose each other 
and require organizations to spread their focus in ways that can sometimes 
conflict. 
 
According to Pulakos (2019), some principles to help balance these tensions 
include: 

 
• Firms should temper the need to constantly “drive change” by 

ensuring an adequate focus on, and appreciation of, creating stability 
to help organizations perform. When people are frayed by constant 
change, having stable systems and processes to rely on to ground 
themselves and enhance their ability to absorb and recover from 
disruptive change; and 

• The ability to create a shared value of continuous monitoring and 
adaptation in order to adjust to changing conditions. Continuous 
monitoring and adaptation help organizations to correct deficiencies 
as well as identifying potential opportunities before their 
competitors.  

 
7 https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/bubbles-pop-
downturns-stop 
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For example, some firms have moved to a more ‘continuous’ strategic 
planning process' as opposed to annual or every three years  

 
In terms of operational strategies and insight, the research findings provided 
many different examples where firms have invested in to respond with 
speed and agility to the crisis, including: 
  

• New lean, automated tools, workflows, analytics 
• Training and experimenting with agile teams, tools and working 
• Increased use of freelancers, contractors,  
• Strategic and business continuity reinforcement  
• Scaling up of capacity of customer support channels  
• Improved internal and external communications  
• Embedding and rewarding of agile behaviours systematically  
• Rethink digital transformation goals and plans  
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We have built industry specific thought leadership and points of 
view that have historically fallen down the list behind client work; 
digitising our many face to face interventions, essentially helping 
us build out a whole new suite of assets that are now deployable 
in a virtual environment now and beyond COVID; more time for 
training and personal development – Leadership Consultant  

 
Modifying the teaching resources so that they can be completed 
and uploaded from home, modifying the timelines of when 
everything is due, and tracking student engagement (contacting 
parents if need be) – Teacher 
 
Below are some consequences8 for leaders to now consider: 

 
Re-evaluate growth investment priorities 

 
Whilst many firms have managed to innovate (across both efficiency and growth dimensions) 
for the short-term, to flourish over the long-term, they will also need to build capabilities to 
‘feed the growth engine’ for longer-term sustainability (which may lie beyond the core 
business).  

 
 Whilst it is difficult during a crisis, the most successful firms are those able to maintain or 
 increase growth investments over time. This doesn’t have to require new capital, but 
 could be better resource allocation, prioritisation, and closer alignment to real or emerging 
 market opportunities. As part of this, a refreshed strategic ambition will provide more 
 management and people focus toward critical focus areas.  
  
 Leaders should ask three simple questions:  
 

• Are we doing too much, too little or the right amount of innovation?  
• Are we doing the right kinds of innovation?  
• Have we optimized how resources are allocated to innovation?  

 
The below framework from Strategy Tools is a simple but effective way to think through the 
overall ambition (e.g. vision, north star), relevant business areas and KPIs: 
 

 
8 This section focuses only on organic growth strategies (as opposed to the role of inorganic methods, or a hybrid model, as a 
growth engine driver) 
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 In addition, leaders should audit their time spent on longer-term growth and innovation 
 each week. Arguable, most leaders are focused 99% each week on executing for the short-
 term (especially during a crisis) versus much time they spend on longer-term exploration 
 and experimentation across a portfolio of different initiatives (if less than say 40% per 
 week there is a problem). Boards should also do this (although the number will be lower).  
 

New business models to find new markets   
 

In Section 7, numerous examples were provided of firms who had rapidly adapted to the 
crisis with new offerings or business models. However, how leaders actually think through 
and plan for this at speed, is not entirely clear.  
 
Aside from the Business Model and Value Proposition Canvases, one useful tool developed 
by Steve Blank (creator of the Lean Start-Up) to help leaders adapt to changing markets, 
rapidly find new markets, new customers and new revenue models, is called the Market 
Opportunity Navigator. It focuses on three main areas: 
 

• Identify new market opportunities stemming from your technology or abilities 
• Reveal the most attractive domain(s) by evaluating the potential and challenges of 

each option 
• Prioritize market opportunities smartly to set the boundaries for your lean 

experimentations 
 

According to Steve Blank: 

“…because the crisis and recovery will create a “new normal,” additional opportunities will 
emerge that wait to be discovered by start-ups and existing companies. Think about looking 
beyond the immediate opportunities of existing customers and markets, and take a mid- to 
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long-term view on how you can proactively identify new and emerging market 
opportunities”. 
 
Successful firms therefore develop new structures to support an entirely different 
organisation focused on ‘exploration’ (as distinct from exploitation mode). The below map 
shows the evolution of a business idea, and how firms need to think and organise 
differently for the different stages. 
 

 
 
Source: Strategyzer 
 

Develop ambidextrous mindsets and capabilities 
 
In the face of crisis or technological disruption, firms need to rapidly reconfigure 
themselves to match the changing environment. Whilst many firms have managed to 
innovate (across both efficiency and growth dimensions) for the short-term, to flourish over 
the long-term, they will also need to build capabilities to ‘feed the growth engine’ for longer-
term sustainability (which may lie beyond the core business).  
 
This poses an interesting challenge: how do firms and leaders successfully execute today, 
and explore for tomorrow, at the same time? 
 
According to Harvard Professor Michael Tushman, this lies in firm’s and leaders becoming 
more ambidextrous: 
 

“This mental balancing act can be one of the toughest of all managerial challenges—it 
requires executives to explore new opportunities even as they work diligently to 
execute on the existing core business —and it’s no surprise that few companies do it 
well. Most successful enterprises are adept at refining their current offerings, but they 
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falter when it comes to pioneering radically new products and services for longer-term 
growth and success9”. 
 

Therefore, ambidexterity is the ability to develop new capabilities while sustaining core 
businesses. In order to start doing this, leaders first need to realise that business activities 
(whether in a crisis or business-as-usual) live on an ‘uncertainty continuum’, and that 
creating new growth engines and managing existing business(es) are on opposite ends of 
this continuum. 
 
The Explore-Exploit Continuum 
 

 
Source: Strategyzer 
 
The below sections detail how this form of working may be possible.  
 

Competing time and multiple business horizons  
 
A key driver of the ‘mind-set’ complexity described above to develop a sustainable engine 
of multiple growth sources, is the competing time-horizons. In a crisis (or in business-as-
usual), there is an immediate short-term focus with financial and people objectives 
paramount, and an emphasis on control and efficiency, decisiveness, adaptability, and in 
some cases, stopping work.  
 
However, when leading and managing for the future, this requires medium to long-term 
thinking about growth and innovation. This requires new capabilities and mindsets 
including risk-taking, innovation, courage, discovery, experimenting, learning, and agile 
working.  
 
The way to think about this is to is to manage the company based on three distinct time 
horizons: core or mature businesses, growth businesses, and future businesses. Based on 
their horizon, business opportunities are managed to optimize profit, growth, or the 
attainment of milestones. 

 
9 https://hbr.org/2004/04/the-ambidextrous-organization 
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McKinsey/IBM Three Horizon Framework: 
  

 
 
Crucially, all these types of innovation will have different target customers, whether current 
customers, new segments, or entirely new markets. Whilst successfully executing on this is 
difficult, it enables an established company to position itself to identify and take advantage 
of new innovations and do so without destroying or even hampering its traditional business.  
 

Separate structures to mitigate risks of the innovator’s 
dilemma 
 
A key feature to enable this is that each of the business horizon areas are structured 
separately from the main firm so as not to directly compete for resources, as all have very 
different capital, risk, KPI, capability, structure and resource allocation requirements. 
 
A reason for this is the research and theories of Professor Clayton Christensen in The 
Innovator’s Dilemma which aimed to understand why successful established firms struggle 
to invest in and adopt emerging and often disruptive technologies, where such actions (or 
inaction) often leads to the ultimate demise of the firm.   
  
The ‘dilemma’ is that most firms with a practiced discipline of listening to their best 
customers and identifying new products that promise greater profitability and growth are 
rarely able to build a case for investing in disruptive technologies until it is too late.  
 
Setting up separate business unit(s) from the core firm which takes the new ideas, products 
or start-ups out of the competition for resource allocation and associated processes, 
behaviours and leadership in the core business, is a crucial strategy to mitigate these risks.  
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Make lots of small bets with discovery-driven planning  
 

Traditionally, the planning processes of most firms are effective for existing core 
businesses but stifling for new ventures. A major contributor to innovation failure (and in 
some cases, business failure due to the Innovators Dilemma as defined by Clayton 
Christensen) is that companies typically use conventional methodologies and processes to 
pursue longer-term innovations outside the core business and markets.   

 
In a time of crisis that significantly changes the business environment, the need for a 
different process to guide the development of emerging growth businesses or initiatives 
becomes even more critical. 
 
Discovery-driven planning helps companies invest small amounts in a way that maximizes 
learning to scale ventures successfully. It could be described as the established firm version 
of the “Lean Startup” approach to entrepreneurship. The method acknowledges that, 
contrary to existing businesses, early-stage projects operate in a context where little is 
known, and much is assumed. 
 
Pursuing this approach for a more experimental process to speed a little across lots of bets, 
test, learn and iterate, is one tactic to increase the chances of success in developing longer-
term growth and innovation. As Professor Rita McGrath (author of Discovery-Driven 
Growth) explains: 
 

“You’ll learn how to reframe your strategic opportunities, test each project 
assumption against a series of specific checkpoints, and act on evidence and 
learning. You’ll control your costs more effectively, minimize surprises, and know 
when to disengage from questionable projects before it’s too late”. 

 
Building a long-term growth engine  

 
 

In summary, building a sustainable growth and innovation 
engine requires leaders to focus on some of these areas: 

 
• Evaluation and resetting of growth priorities  
• Strategic vision, intent, and alignment 
• Leadership commitment  
• New and separate structures 
• Open innovation approach  
• Discovery-driven and lean planning 
• Experimental culture that tolerates intelligent failure 
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• Learning and feedback loops 
• Systematic approach to embed with organisational 

design  
 
 
Whilst some of the above principles were described in other section, a few of these are 
described in further detail below: 
 

• From a risk perspective, the seed or explore portfolio requires the highest risk 
appetite (akin to venture-capital) as contains many smaller bets on longer-term, 
often disruptive growth opportunities. This portfolio can be structured and 
organised in a variety of ways depending on the firm’s objectives, strategy, and 
capabilities.  
 

• For example, at re-insurer Ping An, Jessica Tan is Group co-CEO and focuses solely 
on leading exploration innovation initiatives, whilst her fellow co-CEO runs the core 
business. In some cases, the exploration unit may be run and managed internally 
within an autonomous unit with P&L responsibility (akin to traditional R&D).  

 
• Many firms have found success with more collaborative approaches to build new 

pathways for ‘open innovation’ initiatives which have many different internal and 
external ecosystem elements via direct start-up investments or partnerships with 
incubators, universities, accelerators, and VCs.  

 
• If this is executed successfully, there will be a point over time when a sizeable 

chunk of revenue (e.g. 30%) comes from new areas outside of the core business. 
Such areas will have higher growth rates, higher actual or projected margins, and be 
a key driver of enterprise value (if private) or market capitalisation (if public).  
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RESEARCH BACKGROUND 
 
Objectives 
 
The REIGNITE! Report aimed to address three simple questions:  

1. What are firms doing to respond to the COVID-19 crisis; 
2. What insight can we learn from this, and  
3. What areas should leaders be thinking about and doing going forward?  

This insight aims to enables leaders and firms to do the following: 

1. Understand the organisational consequences of the crisis;  
2. Identify critical focus areas using new frameworks to make better resource 

and investment decisions; and  
3. Shape and execute the right strategic responses to build resiliency and growth 

that reignites firm performance through the three phases of recovery.  

Furthermore, by focusing on the themes and patterns which emerge across the 
sectors (rather than between sectors), this should provide insight that resonates 
with leaders of firms of different sizes (e.g. large, SME, start-up), sectors (e.g. 
finance, hospitality, retail, IT) or types (e.g. private-sector, public sector, third 
sector)10.  

New questions for a new era 
 
This report will also address the following questions leaders may now be asking to 
enable effective rebuild planning. For example:  
 

• RESILIENCE: How can leadership teams build on recent experience to bring 
back a stronger, more agile, more focused company?  

• WORK SMARTER: How to work smarter, embrace a more flexible workforce, 
and accelerate digital solutions across the firm?  

• SAFETY: How best to ensure support and safely reintegrate employees in a 
way that maximises potential and harness the power of our culture?  

 
10 A future research opportunity may be to build on these findings and developed frameworks to investigate whether firm sector, 
size, type or other differences, impact firm response to disruptive events. 

Appendices 



 72 

• BEHAVIOUR: How do we better understand changing market and consumer 
behaviour to build better customer experiences, business models, and value 
propositions? 

• GROWTH + INNOVATION: How do we balance short-term execution with 
future-focused exploration to generate and scale longer-term growth 
opportunities?  

 
Methodology 
 
Between April, May and June 2020, 439 senior executives across a wide range of 
sectors responded to a largely open-ended online survey with 15 questions. The 
questions were drawn from a new Strategic Response Index (SRI) developed for this 
research and inspired by McKinsey’s 7S Model of organisational design. The SRI and 
survey questions can be found in the Appendix.   
 
In addition, extensive secondary analysis of COVID-19 primary research and reports 
produced by leading consultancies (e.g. McKinsey, BCG, Accenture, Innosight, 
Deloitte), research firms (e.g. Gartner), publications (e.g. Harvard Business Review), 
and thought leaders across many disciplines, from organisational psychology to 
business innovation (e.g. Rita McGrath, Daniel Pink, Martin Lindstrom, Amy Webb, 
Adam Grant, Alex Osterwalder).  
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SHARE YOUR STORY 
 
We are profiling STORIES of how leaders and employees are 
using the crisis to build better organisations. We launch it with 
a weekly newsletter starting August 1st 2020. If you wish to 
contribute or sign-up, go to the web-site below and click on 
‘Stories’ for more details.  

 
WORK WITH US 
 
If you are interested in a workshop or other services, please 
get in touch via below.  
 
 www.ROCKETANDCOMMERCE.com
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