
Workplace experience - the science series

Designing for workplace 
consumers – learning from 
excellent customer experience



Workplace experiences − the science series2

A business’ most important asset is its people. From top 
strategic decision makers to support teams, successful 
organisations rely on attracting and retaining the best 
talent; people who truly understand the daily mechanics of 
how a company works as well as its ambitions for the future.

Bringing these people into a business takes investment  
and time to ensure that individuals are the right 
cultural fit. At the same time however, we need to ask 
ourselves whether our workplaces are providing the 
right environment to attract people into the business 
and to keep them there. Having sought out and found an 
outstanding employee, are our workplaces nurturing this 
talent and enabling them to perform to their best ability? 

We are now nearing the end of our two year research 
programme into the science behind designing and 
delivering successful workplace experiences. Together 
with Advanced Workplace Associates we have been 
identifying how the working environment can reflect and 
support a productive culture within any organisation. 

As consumers, we expect choice and services that are 
closely tailored to our needs; and the same is increasingly 
true of the workplace. As we strive to create working 
environments where employees are comfortable, 
supported and productive, there is a lot that we can learn 
from industries which rely on these attributes to build 
loyalty and keep customers coming back again and
again. In this report, our fourth within the series, 
we take a detailed look at the lessons we can learn 
from the consumer-facing world that can help us 
support employee needs better in the workplace. 

Consumers and customers within 
the workplace experience 

Interserve is one of the world’s leading support services companies. 
Our 80,000 people operate across a range of workplaces and 
environments, helping to make these places better for those who 
use them. We understand what matters to businesses, their people 
and their customers – but we are always looking for ways to do things 
better; to continue to question, learn and improve. This research 
is crucial to our understanding of the working environment and 
its importance to businesses, and is just one way in which we are 
putting ingenuity to work for our customers.

Jeff Flanagan 
Managing Director – 
Commercial, Interserve
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This is the fourth report commissioned by Interserve 
exploring the ways in which the working environment 
influences and impacts an organisation – and thereby 
how we can deliver workplace experiences that make 
businesses perform at their best. 

So far the series has defined the concept of the workplace 
experience, supported by the best available science on 
knowledge worker productivity and cognitive performance, 
and has presented guidelines on how to best design 
successful working environments.

Throughout the programme we’ve identified the 
importance of creating a personalised workplace 
experience which brings out the best in individuals and 
teams. This is an approach that has long been developed 
within consumer-facing industries – where the customer 
experience is carefully designed to encourage new 
perceptions and, ultimately, a sale.

Executive summary
This latest report therefore looks at the concept of 
employees as consumers within a workplace. We look 
at leading businesses including Jaguar Land Rover and 
Exclusive Hotels and Venues to establish how these 
companies adopt a people-centric approach to designing, 
managing and sustaining great experiences. We also look 
at best practice from consultancies that design and shape 
our customer environments.

We then turn to the practical application of these 
lessons to our world – that of the workplace – to boost 
performance and productivity in teams. The findings 
from our study support the lessons that we’ve already 
established within the series, including the need to 
define a clear brief of what the workplace should and can 
achieve; to understand your workplace audiences and their 
needs; and to continually measure, reassess and innovate 
within the working environment to ensure that it remains 
as dynamic as the people who work within it. 
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Identifying the workplace 
consumer
Modern customers are demanding more from brands 
and businesses. Increasingly, we expect not only a 
great product or service, but an experience that 
resonates beyond a straightforward purchase.

This focus on experience is forcing consumer-facing 
organisations to work hard to identify what makes  
a customer choose their products and services 
– and keep choosing them over a long period. 
Leading organisations across all industries are 
investing in customer service and customer 
experience management to ensure that people 
keep coming back. 

Critically, these trends are also affecting the way 
that we see our places of work. Where historically 
employees may have expected little in the way of 
experience from the workplace, organisations that 
want to attract and retain the best talent – and 
bring out the best within their employees – need to 
see their teams as consumers within the workplace.

Defining customer excellence
To understand how we can identify the needs of 
these workplace consumers, we have investigated 
what makes a great customer experience. The 
organisations that we look at on the following pages 
all focus on designing and delivering an experience 
that is friendly and personal in a timely and 
consistent manner throughout the customer journey 
– whether online, in-store or over the phone. 

Organisations that deliver excellence in customer 
experience have developed customer-centric 
cultures, often overcoming organisational barriers 
and working closely across different parts of the 
business to ensure that the customers’ needs and 
expectations are met.

The use of digital technologies – from data analytics 
and digitised workflows to the creation of bespoke 
globalised relationship management systems – 
means that organisations now have the tools to 
gather information about customers every time 
they interact with their brand. These tools mean an 
organisation can gather information on a customer 
across multiple platforms (web, phone, mobile, 
social media, in-store, etc.), enabling it to build up  
a detailed picture of individual and group behaviour 
as well as trends.

Delivering excellence  
in customer experience
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1
Personalisation
Using individualised attention 
to drive an emotional 
connection.

2
Integrity
Being trustworthy and 
engendering trust.

3
Expectations
Managing, meeting and 
exceeding customer 
expectations.

4
Resolution
Turning a poor experience 
into a great one.

5
Time and Effort
Minimising customer effort 
and creating frictionless 
processes.

6
Empathy
Achieving an understanding of 
the customer’s circumstances 
to drive deep rapport.

The Customer Experience Excellence Centre1 has established 
a leading benchmark for the factors defining great customer 
experience. The Six Pillars of Customer Experience Excellence 
provide a useful set of values organisations should seek to 
exemplify throughout their customer journey as they directly 
impact on customer behaviours such as loyalty and advocacy. 

Six pillars of customer 
experience excellence

With the following case studies we illustrate how organisations in a variety of sectors apply these 
values to achieve customer experience excellence. We then go on to identify how we as workplace 
professionals can use these same values to create equally effective working environments. 

Lessons for the workplace

1  The Customer Experience Excellence Centre is the KPMG Nunwood think tank. With over 1.4 million customers surveyed and 1,000 CEOs interviewed 
across three continents, it gives a detailed picture of the customer experience and sets out to define best practice across the UK and the US.
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JLR aims to deliver a bespoke experience its customers will 
love for life. JLR’s vision for customer experience management 
is built around ‘Customer First behaviours’ that support and 
enrich the customer’s journey from their first interest in the 
brand all the way through to product renewal - enabling the 
company to build and create better relationships not just with 
new prospects, but with existing car owners too.

A data-driven approach to customer experience enables JLR 
to measure and track its customers’ ‘satisfaction heartbeat’ 
throughout the customer journey. Three functions work 
together to gather customer insights; analyse and process 
customer data; and create and deliver an experience that 
responds to customer needs,2 enriches their use of the 
vehicle and heightens their perception of the brand.

Jaguar Land Rover:  
creating a Customer First culture1Case 

Study

Knowing the customers 
The customer insight team gains feedback from customers 
and knowledge about potential users. By collecting 
qualitative and quantitative data through a range of insight 
programmes such as control groups, customer advisory 
groups, and prototype testing, the brand gains direct 
feedback from, and knowledge about, its customers which 
in turn allows it to spark innovation and develop as well as 
maintain successful products and services. 

The customer analytics team records big data coming from 
over 150 sources ranging from direct customer interactions 
with the brand across multiple channels (social media, 
online portals, call centres, store visits, apps etc.) to 
vehicle telematics and on-board connected devices. 

This function is key to providing an integrated customer 
experience as customer information can be analysed and 
communicated in real-time – for example enabling JLR to 
contact a customer who just had a roadside incident 
and offer relevant support or assistance.3

The brand: 

Bringing together two luxury brands, Jaguar Land Rover 
(JLR) is the largest automotive manufacturer in Britain. 
Headquartered in Coventry, UK, JLR is a subsidiary of 
Indian automaker Tata Motors. 

3 Pillars of 
Customer 
Experience 
Excellence – 
Resolution

2 Pillars of 
Customer 
Experience 
Excellence – 
Personalisation

  Customer First Principles – what JLR customers want: 

Personalisation

Be flexible to my needs and respectful of my time. 
I want an experience tailored to treat me as an 
individual, not a one-size-fits-all approach.

Easy to do business with

You put the effort in so I don’t have to. My life is busy 
and complex so anything you can do to make things 
simpler and easier is appreciated.

Dependability

Do the things you say you’re going to do, when you say 
you’re going to do them.

Transparency

You are my trusted advisor. You’re always open and 
have my best interests at heart.

Make me feel special

Look after me and value me for today and for 
tomorrow. Put a smile on my face; it’s often the small 
things that make a difference and the ones I remember 
and talk about.



Designing for workplace consumers – learning from excellent customer experience 7

Defining the “What?” 
Gathering information is only half the job. JLR’s customer 
relationship management (CRM) team then needs to 
understand and interpret the data to translate JLR’s 
“global DNA” into its customer experience. They define 
what customers should take out of each interaction with 
the brand, creating worldwide standards and processes as 
well as proactively addressing the biggest pain points for 
the customer to ensure a seamless ownership experience.

The JLR customer experience is a nine-step journey,  
along which the CRM team has identified 101 touchpoints -  
such as a brochure request, an interaction with a customer 

representative or a car system failure. For each touchpoint, 
the CRM team specifies the next action required, the 
response time and the channel of delivery, as well as a 
series of standards for the customer interaction such as 
the level or type of information required. 

The details of the final experience, such as the look and 
feel of a test drive or what roadside assistance a customer 
gets, are delivered by the relevant market team. Locally 
each team applies the standards according to the demands 
of their specific customer base - a process that ensures 
a globally cohesive yet individually tailored experience is 
delivered across products and regions. 

EXPLORE

RENEW RESOLVE MAINTAIN

CONSIDER SELECT PURCHASE

TAKE 
OWNERSHIP

ENJOY(Stay)

(Leave)

(Return)

Customer Journey Phases
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Lessons for the workplace experience

Know your users

Learn about your current and target user population – 
who the different users of your space are – and analyse 
as much data from as many sources as you can.

Clarify and define your user experience

Once you are clear about your audience, be clear  
about what you want your users to take out of their 
interaction with the workplace, and how you will  
deliver this experience.

Recruit and train “people people” 

Recruit people who believe in your people-centric 
values, and train them to deliver them. Ensure they 
understand their own added-value to the overall great 
workplace experience. Share stories about how their 
individual contribution makes a difference.

Deliver added value through people-centred analytics

Deliver tailored and useful information to your users by 
making the most of data analytics. Learn where your 
users are in the workspace, what tasks they are trying 
to complete, who they are supposed to meet, etc.,  
to make their job easier. 

Strive for continual improvement

Listen to your users, consult your experts, review  
your data and take action based on what it is 
telling you. Continually reviewing the standards and 
processes you create and asking for feedback will 
enable you to stay current, adapt to change and 
sustain a great workplace experience.

Jaguar Land Rover: creating a Customer First culture1Case 
Study

Creating a Customer First culture 
The main challenge faced by JLR’s CRM team is getting 
people across all levels of the organisation to share 
and support one global vision. Leadership support and 
agile project management are key to the success of the 
Customer First programme. To sustain a great customer 
experience the CRM team is constantly listening not 
just to what customers have to say, but also to the 
feedback from other parts of the business. Through close 
relationships with experts and leaders in local markets, 
digital marketing, PR, finance, and products the CRM 
team ensures the standards they develop are relevant 
and flexible enough for all local implementations. Getting 
people involved in a bottom-up approach ensures adhesion 
to the programme, while top-down support shows the 
commitment of the organisation.

The CRM team also performs regular in-person reviews of 
the global standard implementations. They experience for 
themselves the customer experience they define and gain 
a better understanding of the complexity of their customer 
base. This is also an opportunity to audit the final delivery 
against the global standards, learn from any discrepancies 
and sustain the quality of JLR’s customer experience 
through change and diversity.

Communicating the “Why?” 
JLR’s Customer First programme delivers a global vision  
of JLR’s target customer experience to all employees  
and suppliers of the business.

For the programme to be successful, everyone in the 
organisation must understand how their work impacts  
the customer. To achieve this, the programme identifies 
the motivators for each audience segment and tailors the 
message in ways that exemplify the direct benefits to 
them of adhering to the Customer First principles. 

This reflects the diverse priorities that exist within 
different parts of any organisation. For a sales person the 
principles are important to help increase their returns, 
whereas for a process engineer the focus will be on how 
the principles can reduce production time whilst 
maintaining quality. The message for the sales person is 
therefore how following the principles can increase 
customer retention and lead to more sales – and how 
adhering to the CRM standards will make that possible. 
The process engineer on the other hand will concentrate 
on how their work impacts order fulfilment and 
maintenance costs. 
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2Case 
Study

The brand: 

Exclusive Hotels and Venues is a prestigious five-star UK Hotel Group. 
It owns Pennyhill Park in Surrey, Lainston House in Hampshire, South 
Lodge in West Sussex, the Royal Berkshire in Ascot, the Manor House 
in Wiltshire and Fanhams Hall in Hertfordshire.

Exclusive Hotels and Venues continually seek to deliver 
exceptional experiences with a real wow factor to its 
customers in amazing settings. 

Within hospitality, service is absolutely fundamental to 
the business – meaning that engaged, happy employees 
are essential to ensuring that customers receive  
delightful experiences.

For Danny Pecorelli, Managing Director and Owner of 
Exclusive Hotels and Venues, attracting and retaining  
the right people is the primary factor in delivering great 

customer experiences. The business sees the recruitment 
process not simply as providing resource, but as a 
fundamental part of the marketing journey. Exclusive 
Hotels and Venues seek to attract potential candidates  
into its pipeline, convert the best leads into dedicated 
employees, retain their loyalty and make them 
advocates for the brand.4

For this reason, Exclusive Hotels and Venues has been 
devoting time and effort to re-invent its recruitment  
policy and map out its internal customer journey. 

4 Pillars of 
Customer 
Experience 
Excellence – 
Integrity

Exclusive Hotels and Venues: 
investing in the right team
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Expanding the recruitment net
To find the right people, Exclusive Hotels and Venues is 
willing to take what some would consider a risk, and recruit 
outside of the group’s usual pool of candidates. By adjusting 
interview questions, targeting new audiences through social 
media advertising and encouraging recruitment teams to 
look for values over skills, the business is seeking to attract 
and take on a broader range of employees. 

This approach is being led from the top of the business, 
with Danny Pecorelli encouraging his team to select 
candidates who may not have worked in five-star 
establishments before. New employees could be a 
customer representative in a supermarket or come from a 
different line of business altogether, but if they have the 
right values and attitude mixed with a compatible set of 
skills, Danny believes they should be given the opportunity 
to grow and develop within the business.

Treating employees like customers 
Recently, Danny has decided to introduce the tools and 
methods applied to his external customers internally. 
Exclusive Hotels and Venues is mapping out its internal 
customer journey – the employee journey – to ensure its 
people get a consistent, personal and friendly experience. 
From what paperwork they need to fill out during 
recruitment to how long it will take for their uniform to 

arrive, to what they eat or what their workspace looks 
like. Danny and his team are designing an environment 
representative of the brand values, and a service 
employees can rely on.5 Creating an internal customer 
journey of the same quality as the external one enables 
employees to bring the brand to life, enjoy their job better 
and deliver great customer service. 

With the skill shortage facing the hospitality industry, 
retaining employees is key to business growth especially 
when operating in areas of the country where the supply 
of labour is low. To address this challenge, Exclusive 
Hotels and Venues goes the extra mile to look after its 
employees – reflecting the critical role that they play in 
the company’s success.

Keeping employees engaged and energised is seen as the 
responsibility of all the management team, with heads 
of departments and senior management incentivised to 
provide responsible and pastoral management through 
an annual employee survey. Key retention metrics 
including employees who stay beyond the first six months 
of employment, as well as overall employee retention in 
a specific property, are evaluated to identify successful 
teams and areas of the business which may need additional 
support to help retain a strong team.

Keeping the best people in the business

5 Pillars of 
Customer 
Experience 
Excellence 
– Time and 
Effort

Lessons for the workplace experience: 

Treat employees as customers of the workplace 

Treat your own service people as customers and design 
an employment experience that is consistent with what 
you want them to deliver to your customers. Map out your 
internal customer journey so that you can easily audit 
your workplace experience and deliver it consistently.

Define your workplace values 

What are the business’ values and how can you 
bring these to life in the workplace? Determine the 
experiences that you want to create and the type of 
personal attitudes you will need from those who deliver 
the workplace experience. 

Recruit people who understand and can deliver  
those values

Recruit people who understand these values and know 
how to translate them into an everyday workplace 
experience. These people need to perform all the 
roles and functions that support the workplace such 
as real estate, facilities management, workplace 
experience, human resources and IT.
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3Case 
Study

Purpose: 

Portland Design Associates design consumer experiences for clients. Its work includes 
airports, towns and retail brands like Diageo and Harrods. 

Managing Director Ibrahim Ibrahim is a leading expert in consumer experience design. 
We asked Ibrahim what steps his design team and researchers take in designing 
outstanding in-store experiences. 

Create a user-centric place
For Portland, design goes beyond merely the look and feel of 
physical spaces. Although the physical and practical aspects 
of the space should be thought about and designed, the key 
to creating places is to understand the people who use them. 
People determine the function and usability of a place, and 
the role of the designer is to create and curate spaces that 
work for their users. The design of places should therefore be  
a service design exercise and not simply a space design one. 

Observe and segment your users
Because people are at the centre of service design, 
anthropology is at the heart of Portland’s designs. Every 
project starts with research into the customer or user, using 
both quantitative tools such as surveys and analytics, as  
well as qualitative methods including ethnographic studies – 
observing people in real life settings to gain an untampered 
view of their activity.

From this unstructured data, users are segmented into 
different profiles based on their interests and attitudes 
rather than their demographic. This provides a rich  
picture of what motivates them, their activity profile  
and therefore the type of interactions and opportunities 
they will seek in the place.6

Define your missions 
The start point for Portland is to establish what users are  
trying to achieve and what the organisation needs to do to get 
them there. This goes beyond a simply physical perspective, 
instead looking at the rituals and behaviours involved, and the 
emotional connection that the organisation wants to emerge.

Map the customer/user journey
The final step to creating customer experiences is to map out 
the customer/user journey and at each step define the look, 
feel and service level that will be delivered. For Portland, it is 
highly important that the physical environment reflects the 
space as well as the service requirements of the customer.

Taking a typical retail experience as an example, 
we can define three missions for the customer:

Locate: some customers will know exactly 
what they are looking for. What they need from 
their retail experience is easy navigation to find 
the product or service, hyper-convenience of 
procurement and price competitiveness. 

Explore: some customers have a general idea of 
what they are after, but still need to decide on the 
final product. For them, what matters is the ease 
of browsing, the service and advice available, and 
whether they can trial the product or service.

Dream: the “dream” customer is the one whose 
presence in store is not linked to a retail transaction, 
instead it reflects a desire to engage with the brand. 
This is an ephemeral state for the customer, but 
also the mission that is least price sensitive as the 
customer is looking for newness and emotional 
connection. For Portland, this is set to become the 
most important mission for in-store retail in the 
future, but it is the hardest to design for.

We then relate these to the retail  
experience missions:

Support: the retail experience needs to help 
customers succeed in these different missions. 
A store or retail centre needs to be designed to 
easily direct customers looking to locate specific 
products or services easily and quickly. 

Interact: at the same time no one succeeds on 
their own and customers are looking for help 
and advice – especially when they are exploring 
and looking to trial innovative new products or 
experiences. 

Engage: ultimately, by supporting and interacting 
with customers, we encourage them to engage 
with the brand, building long-term loyalty and a 
sense of synergy between its values and their own. 

Example: retail missions 7

7 Pillars of 
Customer 
Experience 
Excellence - 
Empathy

6 Pillars of 
Customer 
Experience 
Excellence - 
Expectations

Portland Design Associates
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With the rise of online shopping, traditional retail 
and leisure centres have had to adapt. Customers 
who take the time to visit a centre no longer simply 
want the convenience of having multiple stores 
selling their wares alongside each other, but instead 
are looking for a dynamic, engaging and personal 
environment where they can socialise and explore – 
an experience that can’t be matched online.

Designing this environment is ultimately underpinned 
by a commercial reality: to thrive these centres need 
to attract the customers that their occupiers need. 

To do so, retail and leisure centres need to have a 
firm grasp on who their occupiers’ customers are 
and what they are looking for, so that the space and 
customer journey can be designed around them. 
These attributes will shift from location to location 
depending on the catchment and occupier mix. 

Physical stores also need to be able to reflect the 
increasingly sophisticated and multi-channel sales 
techniques that occupiers are adopting. With online 
platforms driving visits to physical stores via click 
and collect, and physical stores acting as literal 
and metaphorical shop windows for online sales, 
brands are investing in creating a seamless quality 
of experience both online and offline.

In this context, space and choice are incredibly 
important. As consumers, our shopping choices are 
increasingly polarised between times when we are 
looking for a cheap, fast transaction, or times when 
we are seeking a sense of theatre from our retail 
experience – with bigger spaces and more diversity 
within them. 

To meet these expectations we are seeing centres 
invest in creating more places to choose, test and 
buy items, as well as creating more casual spaces 

– from outdoor and indoor seating to relaxation 
spaces and soft-play areas for children. 

We also want more choice when it comes to what 
we do with our time during a trip out. A major 
trend has been the diversification of traditional 
shopping centres into food and leisure. We have 
seen a transformation of old food courts, as well 
as a revival of town centre cinemas – both of which 
encourage customers to stay longer and – ultimately 
– spend more.

The most important thing for managing a retail and 
leisure destination – as with any brand – is to put 
ourselves in the place of the customer. We need 
to understand and map the journeys around the 
scheme and then make sure that all these trips are 
the best that they can be – in terms of environment, 
ease of navigation and the availability of services 
along any given route.

The retail sector already has the tools to undertake 
this mapping exercise. Footfall information and 
data from wireless connections help us understand 
how people move around, which services they’re 
using and what their priorities are. By building up 
a picture of the centre in this way we can enhance 
the experience at the points of a customer’s journey 
where it matters most.

Finally, the important lesson for retailers and 
retail centres is to make sure that brands keep 
up with their customers. As consumer needs 
and expectations shift over time, delivering a 
consistently high quality of experience is essential to 
making sure customers remain excited and engaged, 
so that they come back again and again.

As we have seen, retail and hospitality brands are looking at new ways to ensure  
their customers are engaged and delighted. As these businesses work harder to  
create a dynamic, exciting experience, so too are wider retail and leisure destinations  
– as Iain Shorthose, director of customer experience at Interserve, explains.

Customer experience –  
driving commercial value 
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Lessons for Designing  
Workplace Experiences

Workplace experiences − the science series14

Consumer behaviour is changing. We have learned 
from our customer experience research that 
customers now want more from the brands they 
love. They want proactivity and quick responses as 
well as more value exchange throughout the life 
of the product or service. They are looking for a 
hassle-free, interaction-rich, bespoke experience 
where the story they are told has true meaning 
and reflects the brand’s values with honesty and 
transparency.

Our research invites us to think of workers as 
consumers of the workplace. In a fast-paced, 
rapidly changing environment, knowledge workers 
now expect more from the organisation and 
the workplace. In the future, the ability of an 
organisation to attract, motivate and retain the 
best and the brightest people will increasingly 
depend on the workplace experience the 
organisation offers. 

With increased mobility and the development 
of agile work environments, workplaces need to 
redefine their mission from being a space where 
people carry out their work and access necessary 
facilities to a place of social interactions, brand 
promotion and value exchange. 

In our previous reports we have shown that to 
ensure people can deliver their best performance 
every day, workplaces must perform against three 
critical dimensions: workplace planning efficiency, 
workplace time utilisation and workplace 
productivity effectiveness. 

Increasingly, workplaces also play a significant 
role in getting the most from the brand. Efficient 
workplaces can become an integral part of the 
organisation’s communication strategy: the 
messages it sends both to the users of the building 
and to those who visit it influence the way they 
think about the organisation. 

Identifying the workplace consumer
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   What can we learn from the world of consumer experience design that we can take into 
the workplace? We set out the key lessons below.

 Know your current population and  
your target employee audience 

In the same way that consumer-facing organisations 
understand their customers, we need to make sure we  
can analyse and segment our workplace consumers. 

Segmentation can be by lifestyle, work type, travel mode/
distance or other factors specific to the goals of an 
organisation.

From this segmentation we can then research and identify 
specific life/work needs and consider solutions that would 
deliver personal value. 

Personalise - it’s all about me 

Great customer service is about recognising people as 
individuals and personalising the experience to their 
needs. The workplace is no different and we should make 
sure we take time to treat employees as individuals, 
recognising their personal preferences or interests. 

We can also guide workplace consumers to make 
personalised choices that best suit their work requirements, 
for example by providing information on the relative noise 
or temperature levels of different parts of the building  
and allowing people to choose the right place to meet 
their preferences. 

 Be clear about what you want your  
workplace experience to achieve

Businesses that invest in customer experience do so 
because they have a clear view of the behaviour they want 
to encourage in their customers. We need to create a brief 
for what the workplace needs to say or do, and make sure 
it is delivering.

For employees, this often means teams being reminded 
of the customers their organisation serves and providing a 
working environment that aids in recruiting and retaining 
the right people. The workplace needs to reflect the 
same marketing messages that are presented to clients 
– ensuring that workplace consumers get the same 
experience as their customers. 

 Make the experience ‘frictionless’ through 
good service design and delivery

In the same way that a bad experience can deter a 
customer from a brand, the design and management of the 
workplace experience needs to strive to be fault free so it 
allows workplace consumers to devote all their energy and 
intellect to the task in hand.

Nonetheless, mistakes may happen and when they do it’s 
critical that employees receive the support they need – 
both in terms of back-up services but also an empathetic 
response from those responsible for getting them back up 
and running.

 Recruit and keep ‘people people’ in key 
service touchpoints 

Great interpersonal skills are not just the preserve of 
consumer industries: from front of house to maintenance, 
commercial organisations need to invest in service teams 
that want to go the extra mile to support the wider 
business. We need to develop a professional service 
management ethos and culture within our workplace 
management functions that says ‘we’re here for you’.

Build a culture, reward system and benefits package that 
makes these teams feel valued and advertise it during 
recruitment – it should become part of your brand. 

And, if you want your workplace consumers to be treated 
like superstars by your service people, you’d better treat 
your service people like superstars – providing systems, 
support, training and experiences that make them want  
to give their best every day. 

Adopt a ‘one team, one experience’ approach

Just like a customer journey, a workplace experience is 
consumed by each workplace consumer as a continuous 
stream of consciousness throughout the day. It is therefore 
vital that everyone involved in its delivery feels ownership 
of the whole experience as well as delivering their own 
specialist component in a way that is consistent with the 
overall objectives for the workplace.

Given that these different service components are 
delivered by different teams and often sub-contractors, 
it is vital to consider the different cultural, personal and 
commercial drivers in creating a motivation system that 
will keep everyone focused on delivering a great joined  
up experience.   

Develop consumer orientated analytics

Build systems that constantly capture information about 
workplace consumers, their behaviour, preferences 
and satisfaction with different touch points in order to 
continually monitor and enhance performance and look  
for ways to add value through the workplace experience.

Continuously innovate

Consumer brands never stay still. Just as in the battle for 
customers, in a world where you are competing to attract 
and retain top performers the workplace experience can 
be a powerful competitive differentiator when it comes to 
employment decisions. 
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About Interserve
Interserve is one of the world’s foremost support services 
and construction companies. Our vision is to redefine 
the future for people and places. Everything we do is 
shaped by our core values. We are a successful, growing, 
international business: a leader in innovative and 
sustainable outcomes for our clients and a great place to 
work for our people. We offer advice, design, construction, 
equipment, facilities management and frontline public 
services. Headquartered in the UK and FTSE listed, we 
have gross revenues of £3.7 billion and a workforce of  
circa 80,000 people worldwide.
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About Advanced Workplace Associates (AWA)
AWA are a group of great people from different 
disciplines who have a common outlook on the way work 
should be. We love to improve organisations through 
new ways of thinking and working. Our approach is 
a unique blend of scientific analysis, creativity and 
cultural change – we use all three to make a change 
at work. Since our birth in 1992 we’ve worked with 
organisations of all sizes in most sectors. The common 
denominator: people. All our clients are looking to 
optimise the use of their people and offices to improve 
business performance.

Website: www.advanced-workplace.com
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