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Foreword

We’re proud to say that we’ve created the UK’s first and only integrated (fixed and 
mobile), next generation network for our customers. And our work continues. This year 
alone, we’re investing more than £900 million in building out our network across the 
country. For me, that’s a statement of intent – a promise to our customers that the 
quality, dependability and strength of our network is critical to deliver the services  
they need to operate today and in the future.

At the same time the economy is seeing few signs of growth and the social order is  
in a state of flux. As this report states, we are all operating in a Fluid Society where the 
norms are being challenged and many traditional boundaries are breaking down.

There is light though. It’s well documented that some of the most successful and inspiring 
ideas are born out of austerity, and we’d like to think that bringing together our fixed and 
mobile networks is one of those. I’m sure you too have many success stories to share.

So what does this societal shift mean? Well, here at Vodafone we’ve seen how our own 
working patterns and environments have changed and no faster than in the last couple 
of years. Better Ways of Working is our mantra. We get things done – whether we’re on 
the road, working at home, hot-desking or sipping an extra hot, frothy latte in one of our 
many coffee lounges.

It means we’re all getting to strike a healthier work/life balance because we’re working 
to get results, in a way that also fits around our personal needs. And because we have the 
technology, we can still collaborate, or swarm if you like, working at home and abroad,  
so we still get the best out of our team as a whole.

In previous reports in the Perspective series, we’ve explored everything from how flexible 
working is a weapon in the war for talent, how loss of talent is the biggest unplanned risk 
to an organisation, the importance a fully integrated, multi-channel strategy for the 
delivery of customer service and the role of 4G in an era of instant gratification.  
Now this latest report explores the opportunities and challenges that emerge when 
physical, social, cultural and technological barriers start to break down.

Again, I’d like to say a big thank you to Circle Research and all our contributors for their 
independent insight and guidance. And of course to all those who took part in the 
research and shared their ideas and views. We hope you enjoy the results and find the 
report useful, practical and actionable.

Jeroen Hoencamp,
CEO, Vodafone UK

More from the Perspective series

The Perspective series gives you fresh insight into 
the world of work. Find this latest report at  
www.yourbetterbusiness.co.uk/perspective  
and for other resources and insights  
www.vodafone.co.uk/perspective

Jeroen Hoencamp 
CEO, 
Vodafone UK
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Alastair Mitchell, CEO and Co-Founder, Huddle
Alastair founded Huddle, his third internet start-up, with Andy McLoughlin as he was frustrated by existing enterprise technology’s 
inability to help people work together. Spending millions of dollars on a SharePoint implementation, only to watch it fail dismally,  
was the final straw. In contrast, collaboration apps in our social lives just worked. As a result, Huddle was born. Since setting up the 
company in 2006, Alastair has grown Huddle to almost 200 people in London, San Francisco, New York and Washington DC, raised  
in excess of US$40 million in funding and seen sales triple year-on-year.

Daniel Rajkumar, Managing Director, Web-Translations
Daniel Rajkumar is the owner of several web-based businesses including Web-Translations, an award-winning translation business 
he has owned for 12 years that combines language, technology and web expertise to help businesses profit from international 
trade online; and rebuildingsociety.com, a peer-to-business lending platform.

Will King, Founder, King of Shaves 
Will King founded male grooming brand King of Shaves in 1993, taking on US shaving giants Gillette and Wilkinson Sword.  
Since then, the brand’s holding company, KMI, has acquired personal grooming brands including Ted Baker and Fish and recently 
launched an online cut-price razor subscription service offering customers three razor blades for £3 a month.

Emma Jones, Founder, Enterprise Nation
Following a degree in Law and Japanese, Emma joined international accounting firm Arthur Andersen. In 2000, bitten by the 
dotcom bug, Emma left the firm to start her first business, Techlocate. The experience of starting, growing and selling a business 
from home gave Emma the idea for Enterprise Nation which was launched in 2006. The company has since expanded to become  
a small business community of over 75,000 people who access content, events and funding; online, in print and in person.

The people behind it

Richard Ellis, Channel Head of Unified Communications, Vodafone UK 

Richard joined Vodafone in August 2012 and has been leading the UC business ever since. He has extensive experience  
in the ICT industry having previously held a number of roles within channel, service provider and manufacturing organisations.  
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The people behind it

Christina Richardson, Founder, Brand Gathering
Christina Richardson is a business marketing specialist and Founder of Brand Gathering and The Nurture Network, the  
on-demand marketing department for ambitious SMEs. With a proven track record in leading high profile marketing campaigns  
for entrepreneurial brands, The Nurture Network is an associate partner of GrowthAccelerator, helping high growth SMEs reach 
their potential through marketing and innovation.

Joe Haslam, Executive Director, IE Business School 
Joe Haslam is the Executive Director of the Owners and Entrepreneurs Management Program at the IE Business School in Madrid 
as well as the Chairman of hot.co.uk, a same-day mobile-only hotel booking startup. You can follow him on Twitter at @joehas

Warren Bennett, Co-Founder, A Suit That Fits
After graduating from the University of Cambridge, Warren moved to Paris to study for an MBA at the prestigious CDI Business 
School. Whilst at the CDI, Warren started a small import business with suppliers in India and Nepal. It was this experience, coupled 
with having an exquisite woollen suit hand-made for him at a small family tailors in Nepal, that encouraged Warren to start A Suit 
That Fits, with old school friend David Hathiramani. Launched in June 2006, the business now has 33 locations nationwide.

Tony Bailey, Head of Enterprise Services, Vodafone UK 

Vodafone Enterprise Services provides communications and IT services to Vodafone’s UK customers. Prior to his current role,  
Tony headed up Vodafone Partner Services and ran a global product management function. Prior to Vodafone, Tony worked  
for Nortel and began his career at BT’s Research Laboratories.

Luke Lang, Co-Founder, Crowdcube 
Luke Lang is the co-founder of the world’s first and largest equity crowdfunding platform Crowdcube (www.crowdcube.com),  
which has approaching 50,000 registered investors and has raised over £14.5 million for UK businesses since 2011.  
Crowdcube is a British company, regulated and authorised by the Financial Conduct Authority (FCA). Twitter: @Crowdcube. 
Facebook: www.facebook.com/Crowdcube
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Introduction
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The world in which we’re living and working is in a period of flux, where what’s  
‘normal’ is continually being challenged. It’s an age where once rigid boundaries  
are breaking down and previously distinct elements of life are merging, both at  
home and in the workplace.

We’re calling this the ‘Fluid Society’.  

Connecting these once distinct elements of life is technology. The internet has put a 
wealth of information within easy reach. Social media has made the customer experience 
public and e-commerce has pulled down barriers of entry for new competitors. 

Powered in part by technological advances in how we communicate in our personal lives, 
there has been a groundswell of demand for flexible working that has emerged in the 
workforce. People want more flexibility and choice in not only where, but also how they 
work – and employers have realised the value in terms of employee productivity and 
talent retention. This is especially true in the public sector where 59% of organisational 
leaders report that employees have become more interested in their work-life balance 
(in the private sector it is 47%).

Over and above this, 60% of leaders need to communicate with global colleagues,  
but a quarter face difficulties with co-ordinating and organising teams as a result.  
Finding suitable tools to enable us to collaborate effectively in these scenarios is 
important to successfully leverage the opportunities that global markets have to offer.

The gulf between the way public and private sector organisations operate has also 
begun to narrow, with both government and, more tellingly, citizens demanding more 
transparent, collaborative and innovative ways of working. Although the drive towards 
shared services was initially met with both cynicism and a fair degree of resistance,  
that’s now largely gone. Significant savings from the initiative, estimated at £278 million1 
already, are not to be sniffed at. And according to our survey, 68% of public sector leaders 
feel positively about sharing services as opposed to just 9% who view it negatively  
(and 23% who are neutral) – perhaps offering lessons for the private sector too!

“Fundamentally we know we are 
part of a crusade to change the 
culture within public services. 
We’re thinking about users,  
how we deliver value for money, 
how we deliver projects in a smart  
and agile way. That’s where the 
real challenges are: getting the  
culture right, showing leadership, 
understanding how you use  
these technologies combined 
with project management with 
user’s insight, to deliver great 
public services.”

Julian Bowery  
Deputy Director for Digital and  
Corporate Communications,  
Department for Communities  
and Local Government

TODAY’S EMPLOYEES ARE MORE CONCERNED

ABOUT THEIR WORK-LIFE BALANCE

59%
PUBLIC SECTOR
LEADERS AGREE

47%
PRIVATE SECTOR
LEADERS AGREE

VIEW IT
POSTIVELY

VIEW IT
NEGATIVELY

ARE
NEUTRAL

FEEL ABOUT

HOW 
PUBLIC SECTOR LEADERS

SHARING SERVICES
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But with great societal change comes great opportunity, not just at home but also 
abroad. The advancement of 24/7 global media, cheaper international travel and the  
rise of social and digital media has opened UK businesses’ eyes to a new global way  
of thinking and influence. International boundaries are breaking down, with adventurous  
UK businesses looking for attractive export markets. Our insights and survey reveal that:

• The percentage of British Chamber of Commerce2 members actively exporting has 
risen from 32% in 2012 to 39% in 2013. Since 2009, UK GDP from exports has grown 
from 28.38% to 32.32% (US$481 billion est. 2012) with HSBC predicting this to 
expand by a further 6% a year between 2016-2020. 

• 68% of businesses we surveyed believe it’s easier to trade internationally now than 
it’s ever been.

And international markets are worth it: 61% of businesses describe them as very 
important to their growth. 

Our report speaks to businesses making a success in global markets and explores the 
role of unified communications in driving collaboration. We try to demystify the term – 
and that’s why we’ve defined it as ‘an integrated communication system that makes it 
easy for people to collaborate with their colleagues and customers – giving them better 
operational agility, better customer engagement and better connected employees.’

However you define it, we have seen from those adopting unified communications that 
they are clear about the benefits and value it can add, with 90% describing it as either 
beneficial or very beneficial. 

They agree that it supports more efficient ways of working – with 50% saying they have 
seen it enable colleagues to work more effectively with each other and made them more 
productive, and 26% of our respondents saying that they now spend less on 
communications than before. No wonder then that 96% of those who have adopted 
unified communications would recommend it to others. 

Our findings are clear evidence that, in a world where physical, social, culture and 
technological boundaries are blurring, you need to think differently.

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT
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Research

In our introduction we established that things are changing, that this change  
is getting faster and more pronounced and that the Fluid Society in which we currently 
operate is powered by an increasingly digitally democratic world. But what are the 
implications of this on the way we run our organisations?

For a start, information used to be largely beyond the reach of many. But today,  
the internet and social media have liberalised knowledge, making customers,  
citizens and even employees more global and more equal. 

Barriers such as physical location and language are fading, presenting us with 
opportunities and challenges in the global market place, in the way we work and  
our relationship with our customers and citizens. 

The result is that today the world is flatter than at any point since Columbus set sail  
for the new world. Every single day, your customers and citizens are finding new 
technologies that better enable their lifestyle of choice.

Culturally, there has also been a clear shift towards a collaborative mind-set where people 
are more open to sharing and less fixed to rigid process. Formal meetings have been 
replaced by spontaneous swarming and working from home is no longer perceived as 
being work-shy. 

Management culture has moved towards managing by productivity, achievements, 
success and not presence in the office. 

This digital democracy means that today, around the world, people are experiencing  
the same information and access to businesses and brands on both a global scale  
and in a local context.

And in order for businesses to succeed in this new era, they need to not only think,  
but also act without boundaries. Technology has created direct conversations between 
organisations and individuals – and they expect you to talk back. Where once nation 
states presented individual challenges, today’s opportunities are framed by a need  
to work seamlessly and communicate your core brand message to your potential  
global audience in real-time. 

Operating in a  
digital democracy

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT

“In just a few years  
there has been an 
irreversible, seismic 
change in the way the 
world communicates. 
Wherever you are in the 
world, you can know 
almost everything,  
on anything, instantly.”

Will King 
Founder,  
King of Shaves
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Rapid adoption requires rapid reaction

Adoption of new technologies has been on the rise for a decade. It took Facebook six 
years to reach its first 600m users in 2011, but just two more to double that. Monthly 
users in July 2013 were up 21% year-on-year to 1.15bn, with daily users up 27% to 699m 
and mobile monthly users up 51% to 819m. More recently, Apple’s new iPhone 5C and 
5S recently sold nine million handsets in the first weekend of sales – a new record3. 

But rapid consumer adoption means businesses must respond and react  
accordingly. They need to remain nimble or risk being disrupted by faster-moving  
new market entrants. 

This is particularly worrying for traditional businesses who are increasingly facing 
challenges adapting, not only to change but also to threats from competition, both  
local and global. For British businesses, this also means opportunities to disrupt legacy 
markets. The finance sector, once dominated by global banks, is now being transformed 
by online transactions – from retail banks like Metro Bank, to online payment platforms. 
Meanwhile, Britain’s booming FinTech and alternative finance providers are leading  
a global revolution which is driven by customer demand. 

How can it be that high street banks with a global infrastructure and stockpiles of cash 
can be so quickly out-manoeuvred by a six-month-old start-up? The answer is, in part, 
down to them failing to react to the digital era. Technology has rapidly advanced and 
many legacy brands have arguably been slow to enter the online and mobile markets. 
Fuelled in part by the rise of social media, today’s successful organisations understand 
the need to hold meaningful conversations, responding to their customers and citizens, 
where and when they want to engage with you. Authenticity is key.

2011

2012

2013

2010

2009

2008

2007

2006

600MILLION
USERS

1.2BILLION
USERS

The crowd in charge?

It’s remarkable what conversations between customers and business can lead to.

According to a Go-Gulf survey, 77% of consumers now say they are more likely4  
to buy from a company whose CEO and leadership team engage on social media. 
Growth businesses make their customers feel part of the journey and thus part  
of the success.

In fact, the rise of collaboration has seen customers playing a much greater part  
in the products or businesses they are passionate about – wanting to be emotionally  
and intrinsically involved.

Early adopters are nothing new in the tech sector. But now the use of crowd-sourced 
innovation means that those at the cutting edge of any industry can contribute to, 
promote and even help fund new products and services before they hit the shelves.

And where raising business finance was once difficult at the best of times, crowd-funding 
has provided a viable alternative source of business funding. 

           
           

SOCIAL MEDIA

OF CONSUMERS 
NOW SAY THEY 

ARE MORE LIKELY TO BUY 
FROM A COMPANY WHOSE 
CEO & LEADERSHIP TEAM
 ENGAGE ON 

77%
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Equity crowd-funding websites are democratising investment, enabling entrepreneurs  
to showcase their businesses and the investment opportunity to a nation of armchair 
‘Dragons’, who can invest as much or as little as they like. At a time when savers are 
feeling the pinch of all-time low interest rates, equity funding platforms let anyone  
invest money from as little as £10.

The benefits to the businesses raising finance go beyond pure cash. This new generation 
of business-savvy customers are attracted both by the financial benefits and by the 
emotional connection of being part of something new. For the business it’s a way of 
gaining exposure, but also more importantly, it becomes in the interests of every investor 
that your business succeeds – a smart way to build brand advocates who champion your 
business product or service.

The number of crowd-funding platforms has grown from 100 in 2007 to 452 by April 
2012, with the sums raised growing from US$530 million in 2009, to US$1.4 billion  
in 20115. By the end of 2012, this had doubled to a staggering US$2.8 billion.

We used to say that the customer is always right. Now, perhaps, it’s more important 
to recognise that your customer is always right beside you.

CROWD-FUNDING
THE NUMBER OF

HAS GROWN 

PLATFORMS

£530 MILLION

2009

£1.4 BILLION

2011

£2.4 BILLION

2012

SUMS RAISED
GROWING FROM

100
2007

452
2012
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RETAIL (71%) AND TRAVEL, 
TOURISM &  MEDIA (82%), WHICH 
ARE BOTH THRIVING RIGHT NOW

TWO THIRDS 
OF UK SENIOR MANAGERS

THAN EVER TO TRADE 
INTERNATIONALLY

BELIEVE THAT IT’S NOW EASIER

THUMBS UP:
BIGGEST

EVEN THE OF BUSINESSES
CAN NOW EXPAND ABROAD,
AGREE 9/10 SENIOR MANAGERS

SMALLEST  

Fluid borders
All this change is certainly presenting many organisations with challenges.  
But as is often said, out of adversity comes opportunity.

The continuing economic challenges here in the UK – in fact all over the globe – have 
forced many businesses to re-evaluate their business models and broaden their thinking.

And whilst the economy may have been largely stagnant for the past five years,  
the rate of innovation in technology has never been faster. During this era, we’ve seen 
the convergence of necessity and powerful technology enablers like cloud computing,  
‘big data’, smartphones with 4G and IT and telecoms, and the new generation of ultrafast 
fixed broadband. Together, these factors have all been key drivers of change. As well as 
creating opportunities at home, they’ve also been significant in opening up new markets 
for British goods and services abroad. 

It may be a cliché, but we really are living in a global village. Political and technological 
developments have turned national borders from hard black lines to soft grey ones.  
They still exist, but citizens from different countries are much better able to 
communicate and collaborate across them.

Our survey of 300 senior managers in UK PLC echoes this sentiment. Two thirds 
(68%) believe that it’s easier to trade internationally now than it ever has been. 
Interestingly, if you look at individual sectors, positive sentiment is highest 
amongst retail (71%) and travel, tourism & media (82%), which are thriving British 
industries. But it’s not just for the big boys either. Almost nine out of ten feel that 
with advances in travel and technology, even the smallest of businesses can 
expand beyond their home shores.

According to Worldbank, in 1980 27% of UK GDP was generated from the export of 
goods and services. By 2012, this had grown to 32%. What’s more, this isn’t just one-way 
traffic: imports into the UK have grown at an even faster rate than exports7.

This has a number of implications for UK businesses. It represents an opportunity  
for those willing and able to enter foreign markets.  

But even those content with sticking to their domestic market will still need  
to think globally, as competition and supply chains are increasingly international  
in nature.

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT
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Global trade

According to UK Trade and Investment (UKTI), around 20%7 of UK companies currently 
export their goods and services. Our survey reveals that they tend to do so for one of two 
reasons. Some target international markets proactively – they represent an opportunity 
as they can be fast growing, show high demand and at the same time be poorly supplied. 
Others do so in a more reactive manner – they enter new markets as a key client is 
located there or they’re keeping pace with competitors. 

However, the most common reason cited is to boost growth. 61%  
of those we surveyed describe international markets as very important  
to their company’s growth.

Naturally, setting sail for unfamiliar foreign shores is exciting, but does bring challenges. 

International expansion represents a financial risk – it takes funds to expand, credit 
control can be harder and currency fluctuations introduce uncertainty. There are also 
local laws and bureaucracy to contend with – complying with regulations and knowing 
how to navigate red tape in an unfamiliar country is no mean feat. Last, but by no means 
least, is the challenge posed by local competitors. They don’t always take kindly to 
‘invading forces’ and often use their lower cost base and local customer understanding 
to their advantage. 

There are two approaches to taking on this local competition. The first is to ‘go 
native’ by adapting the product or how it is marketed. Most UK exporters realise 
this strategy makes good sense – nearly one third (31%) say they make significant 
local adaptations and a further three fifths (59%) make at least some. 

31%

59%
LOCAL ADAPTATIONS

MAKE AT 
LEAST SOME

& A FURTHER

OF UK 
EXPORTERS 

SIGNIFICANT
SAY THEY MAKE

61%
OF THOSE WE SURVEYED 
DESCRIBE INTERNATIONAL 
MARKETS AS VERY IMPORTANT  
TO THEIR COMPANY’S GROWTH

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT
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The other approach, and truly complementary to the former, is to make a virtue of being 
British. And in the eyes of exporters at least, this is a label to be proud of.  

When asked which words they think non-UK buyers would associate with the term 
Made in Britain, the most commonly mentioned were quality, reliability, 
expensive, trusted and tradition.

In other words, ‘British-ness’ justifies a premium – just look at the international success  
of British fashion brands like Burberry and engineering firms like Dyson. There’s never 
been a better time to exploit your British heritage.

Although expansion isn’t always straightforward, that’s not enough to deter our intrepid 
adventurers. Amongst those already trading internationally, 48% definitely plan to target 
new markets in the next 2-3 years and a further 40% expect they probably will. 

So what makes for an attractive export destination? There wasn’t universal agreement 
amongst our respondents but in general they felt the best opportunities combined one 
or more of these features:

• A large market for the product or service (68% feel this is important, rising to 83%  
in larger enterprises)

• Fast-growing economy (44%)

• Somewhere the exporter has good contacts (41%)

• Where English is widely spoken (33%, and even more important for small businesses 
at 55%)

When we look at the most likely destinations for expansion, we see this in practice.  
Many are planning to enter large, fast-growing BRIC markets – 44% plan to enter China, 
36% Russia, 34% Brazil and 29% India. 

However, more established mature markets are still important. An analysis of other 
popular destinations shows that:

• Geographically close European markets are high priority targets – 37% plan  
to expand into Germany and 35% into France

• Culturally close international markets are also popular destinations – 39% plan  
to enter the US, 29% Australia and 26% South Africa

“Britain is a hugely creative 
nation, respected world-wide 
for innovation and quality”

Will King 
CEO,  
King of Shaves

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT
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The global supply chain

Even those not exporting need to think globally as their supply chain often 
stretches beyond the UK. Of those UK businesses we surveyed, one in ten make 
‘extensive’ use of imported goods or services, rising to 26% in the retail sector.  
A further one-third told us they use ‘a lot’. 

There are two very simple reasons for doing so. It can often be cheaper to import than 
buy domestically (57% state this as the reason they do so) and importing may provide 
access to items not available in the UK (36%).

Every benefit comes with challenges, and those business leaders we surveyed 
regularly spoke of significant difficulties with communication. More specifically, 
they find it challenging to deal with language barriers (47% experience this), have 
to accept a reduced level of control (44%), experience cultural misunderstandings 
(44%) and have to learn to work across differing time zones (42%). 

Successful businesses find opportunity in adversity – addressing your approach to 
communications can be not only a route to success in your global endeavours, but can 
lead to more collaboration and more efficient business operations. Of the businesses  
we surveyed 90% had found unified communications to have been either beneficial  
or very beneficial.

Another element of the global supply chain is off-shoring – the relocation of a business 
activity outside of the UK. Although the use of off-shoring has grown in recent years,  
it appears to be plateauing. Of the two-thirds (67%) of companies who don’t currently 
off-shore any of their activities, surprisingly just 7% expect they might start to do so  
in the next 2-3 years.

However, a significant minority of companies do off-shore and amongst smaller 
businesses, collaborative outsourcing sites like Freelancer and Odesk are rapidly 
expanding as they tap into a global marketplace of talent and solutions.

Of the 33% who do outsource, the most common areas are manufacturing (13% 
off-shore this), back-office functions (12%), customer services (9%) and marketing 
services (7%). 

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT

“When it comes to 
managing suppliers and 
services abroad, the fact 
that I had a personal 
relationship with our 
suppliers in Nepal made 
a great foundation for a 
really effective working 
relationship. We’ve got a 
brilliant administration 
team in Nepal but given 
the language barrier as 
our team grew, we’ve 
learnt to communicate in 
different ways; a picture 
says a 1,000 words! ”

Warren Bennett  
Co-Founder,  
A Suit That Fits
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The key driver of this is undoubtedly the cost savings that off-shoring can bring –  
65% cite this as a benefit. Alongside this, three further benefits of off-shoring are  
also recognised:

• 24/7 capabilities (24% cite as a benefit)

• Reduced employer obligations such as pensions (21%)

• More flexible employment laws (18%)

With all the recent media attention on the perils of off-shoring, you 
might expect that these benefits would be outweighed by the 
downsides. But most of those off-shoring would disagree. Over two-
thirds (71%) describe their experience with off-shoring as positive (and 
the remainder are not negative, just neutral). Indeed, a net 39% expect 
to increase the volume of work they off-shore over the next 1-2 years. 

Global competition

The global supply chain illustrates that the global village doesn’t operate a 
one-way system. Trade, ideas and people flow between locations and healthy 
competition is a key driver of innovation. This not only poses an opportunity for UK 
businesses – from expansion into new markets or use of the global supply chain – 
but also a threat. It means that competitors from abroad can target the UK market 
just as easily as we can target theirs.

Again, our survey supports this idea. More than half (53%) of UK businesses have found 
competition from abroad has intensified in recent years. 25% go on to say that new 
entrants to the UK market have an unfair advantage such as a lower cost base or a more 
flexible legal environment at home. However, the majority feel that UK businesses 
actually have the high ground – 56% find that those ‘defending’ their home market have 
an advantage over new entrants.

Before we get too defensive, let’s remember that competition often drives innovation.  
By visiting foreign markets and engaging with those operating there, UK businesses can 
bring ideas back to their home shores. This flow of ideas – whether in commerce or more 
altruistic fields – helps make life better for all the citizens of our global village.
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“We’re seeing a lot of  
self-employed and small 
businesses benefit from 
embracing new technologies 
such as social media and 
mobile, all of which enable 
them to work more flexibly 
wherever in the world  
they choose.”

Daniel Rajkumar 
Managing Director,  
Web-Translations
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Inward investment

‘Brand Britain’ isn’t simply a one-way exchange either. Britain’s location on GMT,  
with a recovering economy and growing consumer market has made the UK a global 
business hub at the centre of the world’s economy, bringing benefits to local businesses 
and local government. 

The image of Britain as ‘open for business’ is highlighting the UK as an economy with low 
tax, less regulation and a talented workforce, one of the easiest places to start a business. 
Recent Chinese investment into a £1bn Chinese business park in London’s Royal Docks 
and the reconstruction of the iconic Crystal Palace in south London are just two new 
initiatives – revitalising local communities and bringing much needed economic benefit 
to often deprived areas.

The UK’s 2012/13 Inward Investment Annual Report, published by the UKTI,  
confirms rises in the number of projects and jobs secured compared to 2012/13.

The report shows that in the last financial year:

• The UK saw 1,559 investment projects secured – 11% more projects than  
2011/2012

• These projects are estimated to have brought with them 170,096 jobs  
– 51% higher than in the previous year. Of these, nearly 60,000 were new  
jobs and over 110,000 existing jobs were safeguarded.

Today, there are 24 Government-designated Enterprise Zones in England, covering  
over 140 sites, which offer incentives designed to support both new and expanding 
businesses. The UK continues to attract high quality investment from around the globe, 
both from our established economic partners in Europe, North America and Japan but 
also from key growing markets such as India and China. Investments are also made 
across a broad range of innovative and economically important sectors. The combination 
of these factors means the UK continues to be in a strong international position for 
attracting inward foreign investment.

LAST 
FINANCIAL
YEAR

1,559
INVESTMENT PROJECTS SECURED:

INCREASE
FROM 2011/201211%

170,096
JOBS CREATED:

INCREASE
FROM 2011/201251%

NEW
JOBS59,153

EXISTING
JOBS110,943
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INVESTMENT PROJECTS SECURED:

INCREASE
FROM 2011/201211%
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JOBS CREATED:

INCREASE
FROM 2011/201251%

NEW
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JOBS110,943
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The impact on local communities of both strong British business and foreign investment 
cannot be understated. However, neither can the public sector’s new-found ways of 
working. 

Since the publication of the Gershon report in 20059 a new term has entered the public 
sector lexicon – ‘shared services’. It’s remarkable to think that less than a decade ago, 
local authorities fiercely protected their fiefdoms. 

Now they collaborate for joint benefit – in 2012, 337 local councils were sharing 
services such as finance, HR and procurement. The Local Government Association 
(LGA) estimates that these arrangements generated efficiency savings of £278 
million, surely making initiatives such as these appealing to the private sector too.1

Despite some early pioneers, the concept of shared services was initially met with both 
cynicism and a fair degree of resistance. But times have changed – 68% of Public Sector 
leaders we surveyed for this report now feel positively about sharing services and just 
one in ten have a negative attitude towards it. 

A key catalyst for the widespread adoption of shared services has been the reduction  
in the central government grant. Almost two-thirds (63%) believe sharing would be  
less widespread had it not been for the need to adapt to spending cuts – this distinctly 
contrasts to respondents in central government where 66% think that this type of 
sharing was inevitable regardless of the economic landscape.  

It looks like the growth in sharing is set to continue at pace – 74% expect they will 
be sharing more services in 2-3 years’ time. Shared services are clearly here to stay.

Of course, like anything worthwhile, implementing a shared services model isn’t  
without challenges. Employees need to be persuaded that sharing is a good thing  
(56% struggled with this) and two separate organisational cultures need to be blended 
(49%). Organisations such as the NHS found these challenges particularly difficult  
(57%) compared to just 21% in central government. 

Fluid services

NOW GIVE SHARED SERVICES 
THE THUMBS UP

EXPECT TO SHARE 
MORE SERVICES 
WITHIN 2-3 YEARS

OF PUBLIC SECTOR LEADERS

WHAT DO WE THINK IS
DRIVING SHARED SERVICES?

 WIDER PUBLIC SECTOR

CUTS:

63%

68%

INEVITABLE:

CENTRAL GOVT
66% 

74% 
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78% of those sharing have experienced lower costs with 29% describing these 
savings as ‘significant’. But importantly, sharing isn’t just about driving down costs 
– it’s largely recognised as a better way of doing things:

• It gives access to resources otherwise unavailable (61% experience this)

• It drives new ways of working in other parts of the organisation (58%)

• It provides access to best practice (58%)

• It results in a better quality service to end-users (52%)

So, if you’re considering sharing services, don’t be put off. The benefits are clear and you 
can learn from those that have gone before. 

In our survey we asked public sector leaders who have implemented shared services 
rollouts about what advice they would give to someone about to embark on the journey. 
In the spirit of sharing, they gave five sage tips:

1 Walk the walk: Demonstrate strong leadership to create and implement a vision 
because if your managers are seen to embrace collaboration and sharing, your team 
are more likely to 

2 Look before you leap: Before you make big changes, take stock, identify challenges 
and set clear goals

3 Build local networks: Bring together other public sector organisations and citizens 
who can share success stories and best practice (include team building and trade 
unions and staff representatives)

4 Choose organisations to partner with carefully: It’s not just about saving money:  
the best partners will share your culture, aspirations and goals

5 Plan for success: Implement good project management systems and processes  
to track delivery and evaluate performance. 

For those considering such initiatives, our Perspective series reports on customer 
service Have a nice day! Customer service beyond today10 and flexible working  
The role of 4G in the ‘age of me’11 both have valuable insights to help you 
streamline your thinking.

But whatever you do, don’t dismiss collaboration as just a trend. Because as we’ll explore  
in the next section, it’s not just customers and citizens who are demanding change  
– it’s employees too.

Wyre Forest District Council recently 
embarked on a major transformation 
programme to ensure that it was 
achieving the maximum value from its 
under pressure budgets. 

A central element of this programme 
is the construction of a new 
headquarters building located 
between Kidderminster and Stourport 
to replace four main offices buildings 
which are expensive to operate and 
no longer fit for purpose. 

Wyre Forest’s legacy telephone 
system was increasingly unreliable 
and inflexible and the council needed 
to implement an integrated 
telecoms solution that enabled and 
encouraged flexible working.

After implementing this new strategy, 
employees are now able to work from 
any location, even in the rare event of 
an office being evacuated, by using 
extension assignment. Instant 
messaging using ShoreTel 
Communicator quickly became  
a widely used method of internal 
communications, while more than  
30 home workers are using VPN 
Concentrator which securely 
connects remote IP phones to the  
rest of the system. 

The new telecoms system ensured 
that the council transformation 
programme delivers savings of 
£500,000 a year and also ensured 
that the move into their new 
headquarters is now considerably 
more straightforward with the 
telecom services in place and  
well established. 

“Feedback so far has been 
very positive, from the 
Chief Executive down.  
It is very important that 
we got our new telecoms 
systems in place and 
settled in before our new 
headquarters building 
opens.”

Dave Johnson 
Head of ICT,
Wyre Forest District Council 

WYRE VALLEY CASE STUDY

But when we look at the benefits of sharing services it’s clear to see why so many are 
converts. The most common benefit is reduced costs. 
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Technology isn’t just changing your relationship with your customers and citizens.  
We’ve seen how their expectations have never been higher. But don’t forget, so are  
those of your employees. In a Fluid Society, working without boundaries requires  
more fluid thinking. 

As employees we want greater control – a greater say in the workplace and a better 
working environment. Most of all, we want to redress how we work by being more 
flexible, collaborative and obtaining a better work-life balance. 

‘Big data’, cloud computing and the rise of smart devices are all driving our craving to 
participate and to be heard. At the same time, the costs of implementing these changes 
have never been lower. This is no longer just about early adopters – boundaries have 
already come crashing down and the winners of this era will be those who are quickest  
to react and adapt. 

Three-fifths of the business and organisational leaders we surveyed for our last report, 
‘The role of 4G in the age of me’, believe that employees have changed their attitude 
towards their employers. 

The biggest change concerns the quality of life – employees are more interested in 
working flexibly. This is especially true in the public sector where 59% of organisational 
leaders report that employees have become more interested in their work-life balance 
(in the private sector this is 47%)11. 

And one of the most common views supporting flexibility is that working out of the 
office is often much more productive. Creative ideas happen when and where they 
happen, and not necessarily between 9 and 5. Embracing creativity and innovation 
through not only flexible working but also better ways of working is all part of meeting 
needs in an age where we desire instant access to information. And that need not be just 
through technology: the rise of the café culture and less rigid and informal meetings are 
simply our way of finding more dynamic ways of interacting with those around us.

Looking further afield, 60% of those surveyed said that they needed to communicate 
with colleagues in another country. This rises to 75% in the travel and tourism industry 
and 67% in media, banking and insurance and over half in retail sectors. Whilst 61% cite 
no real difficulties in communicating with colleagues in different countries, when we dig 
a little deeper we see a quarter find difficulties in organising and co-ordinating teams and 
21% say that it presents challenges with team dynamics. 

Nearly half (48%) say that communicating across time zones is the single biggest 
challenge. Whilst we can’t change time zones, we can make collaboration easier and 
more seamless when working with colleagues and peers across the globe.

Working without 
boundaries

Explosive Entertainments offers  
a wide range of entertainment 
services including DJs, Dhol, live 
bands, dancers and Band Baja across 
the UK, with performers sometimes 
touring in places as far away as India. 

With the team travelling a lot, the 
company is under pressure to keep  
on top of incoming calls. And with  
no landline numbers to offer people, 
Managing Director Sunil Sethi, better 
known as Sunny, was concerned 
about the business maintaining  
its momentum. 

Then he learnt about Vodafone One 
Net Express, which merges landline 
and mobile calls and provides 
cost-effective data services.  
The system allowed the growing 
business to offer local landline 
numbers for customers to dial,  
with calls routed to multiple mobiles, 
increasing the chances of them being 
answered. The simplicity of the service 
also appealed to Sunny, as he would 
prefer to spend his time concentrating 
on his customers and performances 
rather than communicating with 
suppliers. In addition, our One Net 
Express solution offers inclusive calls, 
plus calls to internal and 08 numbers, 
meaning the company expects to save 
significantly on monthly bills.

“We expect to save 
between £60 and £70  
a month with Vodafone 
One Net Express. That’s  
a major bonus for any 
growing business.” 

Sunil Sethi
Managing Director,  
Explosive Entertainments

EXPLOSIVE ENTERTAINMENTS

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT

21



Not surprisingly, these changes are affecting the way we communicate. We all want 
information, and want it available instantaneously on demand. Wherever you look,  
there are examples of brands tapping into our craving for instant access to information. 
On-demand TV channels like Sky-Go and 4oD give us multi-device access to the 
programmes we want to watch, anywhere and anytime. YPlan, a recent entrant to the 
app market, rounds up last-minute entertainment ideas for a spontaneous night out. 
‘Now!’ is the new mantra of both the customer and the employee. Patience is thin on  
the ground and the expectation is that everything will be immediately available. 

One of the key drivers for this expectancy has been the role of technology. In our  
last two reports, “Have a nice day!” and “Great expectations in hard times”, we explored 
expectations of customer service and the impact of social media in how we engage  
and respond with our customers.

And through platforms like Twitter and Facebook, customers have a voice and 
conversations are moving online, from the more traditional communications still 
favoured by many to web chats and social media. But it hasn’t stopped there. Fuelled  
by increases in speed and reliability, more and more services are embracing the power  
of the mobile-enabled web. 

How do we meet rising expectations?

According to Gartner’s 201312 worldwide survey of 2,053 CIOs, the top three business 
priorities of CIOs are to grow the business, deliver operational results and reduce costs.

In a Fluid Society of constant change, a fully integrated, multi-media approach to 
customer or citizen service, teamed with a constant evolution of ideas and ways of 
working, is the only way to respond to the changing demands of customers, citizens  
and employees. In other words, unifying your communications.

‘Unified communications’ is one of those terms which is widely used, but poorly defined. 
It can mean so many different things to different people. It has in fact been around for  
a long time, and most organisations have deployed varying levels of functionality in their 
organisations. However, most of the organisations we spoke to have only part 
implemented it as they struggle to justify the perceived costs at a time when budgets  
 are still being scrutinised. 

To add some clarity to the situation we asked 300 IT Directors how they define unified 
communications. Of course, everybody has their own particular way of describing unified 
communications. But certain key words repeatedly emerge: ‘centralised’, ‘seamless’, 
‘media agnostic’ and ‘real-time’. 

Fluid communications

Founded in 1991, the Optical Express 
Group’s portfolio has rapidly 
diversified. Now operating across the 
UK, US, Ireland, Croatia, Germany, 
France and the Netherlands, it is the 
market leader in laser eye surgery and 
carries out more than twice as many 
procedures as its nearest competitor.

Optical Express currently uses a 
Multi-Protocol Label Switching (MPLS) 
network to link all of its sites across 
the UK and internationally. 

Vodafone is rolling out a fully 
managed service across the business 
which includes an MPLS network to 
securely connect Optical Express’s 
head office, its call centre and all of its 
stores. This will be used for data and 
for phone calls using VoIP. 

Vodafone has also supplied mobile 
voice and mobile data services for the 
entire field-based operations staff at 
the company. Optical Express uses a 
centralised diary system which runs 
over the network. When its call centre 
makes contact with a customer, they 
book an appointment on the central 
system which is immediately available 
to the local store staff. This allows the 
management team to manage the 
appropriate level of resources within 
each store. 

“For the future, Optical Express plans  
to add video conferencing over the 
Vodafone network, thus helping  
to reduce cost and carbon footprint 
by cutting down on flights, and to 
improve business performance  
with higher quality meetings,”  
says Craig Duffy.

“We’re also planning  
to replicate the success  
of the UK implementation 
across our other countries  

– with Vodafone as our 
partner in each case.”

Craig Duffy
IT Manager,  
Optical Express Group

OPTICAL EXPRESS
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Simplifying complexity

If we pull together these common threads, a description of unified communications  
that many might agree on is ‘an integrated communication system that makes it easy  
for people to collaborate with their colleagues and customers – giving them better 
operational agility, better customer engagement and better connected employees.

Or in plainer English, ‘a single system delivering any message, in any format, anywhere.’

This goal is admirable but the challenge for most CIOs is that many inherit a number of 
different technologies from different vendors. They feel restricted by little or no integration 
and the challenges of employees battling with multiple communication devices.

Over and above bringing together legacy, on-premise, fixed, hosted, cloud and mobile, 
there are of course strategic considerations and challenges to implementing unified 
communications. These may include cultural change, network readiness for mobile  
and video working, upgrading contact centres, integrating voice solutions, deploying  
the correct application on employees’ devices and ensuring video conferencing 
readiness and overall technical capability with full deployment.

However, 40% of those we surveyed reported that their organisation had already 
adopted what they would term unified communications. This aligns with earlier research 
by Ovum, who reported that over 70% of organisations now see unified communications 
as a strategic programme, and over 40% have budgets aligned to it.

And for those forward-thinking businesses already in the know, the benefits are easier to 
define. 56% have found unified communications beneficial and a further 34% describe  
it as very beneficial. They have seen it enable colleagues to work more effectively with 
each other (50% agree), made them more productive (51%), made them more 
responsive (45%) and improved customer service (45%).

As a bonus, the odds are that most of those embarking on a unified communications 
journey will find it cost neutral – 34% spend the same amount on communications  
as they did before unifying and 26% have ended up spending less.

Even if cost savings on these levels don’t emerge (36% actually end up paying more), 
unified communications is still a sound investment. A whopping 96% of those who  
have adopted unified communications would recommend it to others. 

Hogg Robinson Group (HRG) is an 
award-winning international corporate 
services provider specialising in travel, 
expense and data management, 
underpinned by proprietary technology. 
Vodafone is the company’s lead 
communications partner, and has 
worked with HRG since 2000. 

Finding a room for the night is not  
the problem. Finding the right room  
at a price that meets the client’s travel 
policy is. It is the same for flights, 
railways, meeting rooms, visas or car 
hire. HRG provides all aspects of a 
traveller’s itinerary to best suit their 
needs and their company travel policy.

To do this HRG has developed its own 
backend systems and works hard to 
train and retain its client-facing staff. 
While developing and integrating new 
technology can make a client’s travel 
management easier, there is no escaping 
the importance of the human touch.

To operate successfully, HRG needs  
a combination of things. It needs  
to mesh its backend systems with 
client-facing staff, it needs a seamless 
contact centre experience for clients, 
and it needs to create a more flexible 
work environment. If HRG is to respond 
to calls from New York, Berlin and 
Johannesburg at all hours, more staff 
should be able work remotely rather 
than being bound to the office. “We 
need to give our staff the tools they 
need to do their jobs,” says Kirk. 

Vodafone is now delivering a 
comprehensive Unified Communications 
solution, consolidating a sprawling 
communications estate across nine  
UK offices. It has migrated 1,500 fixed 
lines to new non-geographic numbers, 
selected HRG field staff have been 
issued with iPads, and it has enabled 
more than 250 staff to work from  
home. Working with Microsoft Lync is 
delivering new collaboration tools for 
back office staff, while SIP trunking into 
the nine contact centre operations is 
creating a more resilient, feature-rich 
environment at the front line.

“People make and maintain 
relationships; technology 
assists them.” 

Neil Kirk
Head of Unified Communications,  
Hogg Robinson Group (HRG)

HOGG ROBINSON
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Conversation and collaboration: 
The future of enterprise technology

Today, it seems everyone is social. Every minute, Twitter users average 100,000 tweets 
and 684,478 pieces of content are posted on Facebook. These tools are fantastic for 
connecting with people in our personal lives as you can share photos, event information, 
videos and more with your entire community within seconds.

Seeing the value of such intuitive cloud-based social tools in our personal lives, many 
organisations have turned to social business applications over the last few years with 
high hopes and expectations of supporting a connected enterprise. As their company’s 
social applications were deployed, business managers and IT departments alike no doubt 
had visions of knowledge flowing fluidly across organisations, silos of communications 
crumbling and teams working seamlessly together. But often these visions didn’t become 
a reality. Why? Well, to be truly efficient and drive productivity, enterprise technology 
needs to be social with a purpose. Providing people with the ability to have conversations 
simply isn’t enough to help them get their jobs done.

Conversations and content have to come together to create context and focus.  
Without focusing on content and the task in hand, workers can often find themselves 
bombarded with a fire hose of conversations and data. When you consider the sheer 
amount of information that is shared on a daily basis between each worker and their 
enterprise ecosystem of colleagues, partners, customers and contractors, to then give 
them visibility of every conversation happening across the business risks data overload. 
Our recent State of the Enterprise Information Landscape report revealed that more  
than half of UK office workers (57%) feel bombarded by all the information they have  
to deal with.

We’re now starting to see a transformation in today’s organisations as content and 
conversations are becoming far more closely aligned. After all, content is at the heart  
of all our interactions in the workplace. Whether it’s discussing plans for the next 12 
months, reviewing designs for websites, examining budget documents, creating new 
marketing collateral or scripting new videos, teams are working with numerous types  
of content every day. 

Alastair Mitchell 
CEO and Co-Founder,  
Huddle

Statistics from our contributors are not individually referenced.

Perspectives

“Providing people with 
the ability to have 
conversations simply 
isn’t enough to help 
them get their jobs done.”

Alastair Mitchell 
CEO and Co-Founder,  
Huddle
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Forming the backbone of the next generation of working practices are partnerships between 
enterprise social networking tools and content collaboration services. Such alliances focus  
on bringing content and social together, rather than seeing each in isolation, and are all about 
bringing the exchange of critical work information and ideas to the business documents we 
use daily. With content at the core of social interactions, real work gets done faster and there  
is a central environment that brings together people and information in real-time, making 
content shareable, discoverable and social. This is why Huddle was delighted to announce  
its partnership with enterprise social network, tibbr, last week. People no longer have to skip 
between multiple applications to get their jobs done and we’re seeing the new wave of 
enterprise technology rise.

IDC analyst Vanessa Thompson highlighted last year that: 

“Eventually social software will no longer be called out as a separate software market because 
social capabilities will be embedded across the application portfolio to support the system  
of relationship. Vendors will start releasing applications that have the ability to embed inside 
other applications, but customers will also need to integrate and consolidate internal 
applications to support the change in the nature of work that social capabilities bring.”

This is the future of enterprise software and we’re already starting to see it become a reality.

“Forming the backbone  
of the next generation  
of working practices are 
partnerships between 
enterprise social networking 
tools and content 
collaboration services.”

Alastair Mitchell 
CEO and Co-Founder,  
Huddle
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How to go global

With 1.2 billion customers online around the world, now is a good time to be selling  
your product or service into new and emerging markets. There is a perception that 
exporting is difficult to navigate with common questions being ‘How will I get paid?’,  
‘Will the product be safe in transit?’ and ‘How do I offer service to customers in a  
different time zone, with their own local language and culture?’ 

What I have come to realise in speaking with hundreds of successful exporters is that 
many small business owners fall into exporting almost by accident, but soon realise  
it’s more straightforward than they thought. 

Based on these conversations, I’ve devised a 5-step approach that will help any business 
expand beyond its own borders.

1 Market research: Check to see if you have existing international traffic coming  
to your site via Google Analytics. Research the markets more likely to buy your 
product or service through accessing country and industry reports which you can 
find in the online international resource centres of banks. Or Alibaba.com has a 
wealth of information too. Consider applying for the Export Market Research Scheme 
(EMRS) from UK Trade & Investment to source expert help in doing the research. 
What you’re looking for is data on customers, the country’s local laws/regulations/
economy and intelligence on local competitors.

2 Make sales: Start selling via powerful platform sites that attract international traffic 
and enable you to Go Global at speed. Etsy is a haven if you’re in the handmade 
business or consider eBay, Amazon, Elance, iStockphoto and iTunes as whether 
you’re selling fashion designs or technical apps, these sites will carry you into new 
territories. Sell via your own website by having e-commerce functionality which 
comes built in with templates sites such as Powa, Moonfruit and SupaDupa.me.

Emma Jones 
Founder,  
Enterprise Nation

“Many small business owners 
fall into exporting almost  
by accident, but soon realise 
it’s more straightforward than 
they thought.”

Emma Jones 
Founder,  
Enterprise Nation
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3 Promote: Get yourself known and talked about in all the right places by reaching out 
to influential bloggers and news outlets that your customers visit. Follow journalists 
and build your own social media profile on Twitter, Facebook, Pinterest and YouTube 
to demonstrate your product and expertise to an international audience. Send 
releases, as you would in the UK, with strong imagery and a media hook that’s 
relevant to the journalist at the other end.

4 Sort the practicalities: Deliver in time and on budget by making the most  
of international courier companies. There are a number from which to choose 
including DHL, UPS, FedEx etc – compare prices on sites such as parcel2go.com  
and parcelmonkey.com and complete the export documentation so there’s no risk  
of your product being held up at the other end. Receive payment from customers  
in multiple territories through use of a payment gateway such as RBS Worldpay, 
PayPal or Google Checkout.

5 Go local!: With sales increasing,  consider localising your website with help from  
a translation company who can put things in words and pictures that resonate more 
with the local market. Consider visiting the country with help from UK Trade and 
Investment such as the Tradeshow Access Programme or the recently launched 
Global Jumpstart Competition from Open to Export which offers flights and 
thousands of pounds worth of export support as a prize. Consider having a virtual 
office to give that local feel via companies such as Regus who have offices across  
the globe in which you can touchdown and show your commitment to the market. 

There’s plenty of support available and taking these steps will effectively position you  
in new territories and prepare you for going global! 

“Start selling via powerful 
platform sites that attract 
international traffic and 
enable you to Go Global 
at speed.”

Emma Jones 
Founder,  
Enterprise Nation
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Global ways of working

The consumerisation of technology has levelled the playing field. Technologies that  
were once prohibitively expensive and therefore out of reach for all except the largest 
and most established corporate businesses are now widely available to everyone, 
including many of the freelancers we work with. 

The result is that we’re seeing a lot of self-employed and small businesses benefit from 
embracing new technologies such as social media and mobile, all of which enable them 
to work more flexibly wherever in the world they choose. 

Over the last three years we’ve seen a seen a significant increase in demand for our 
translation services – a good sign that the economy is on the up again. Particularly strong 
interest has come from tourism clients, for whom Chinese and Japanese are most in 
demand; and eCommerce clients, whose main focus is on Europe. We’ve also seen an 
increase in companies looking outside the EU to Russia, Scandinavia and Asia for growth.

Communications are at the heart of our business here at Web-Translations. In addition  
to email, we also use VOIP technology for phone calls, video calls and teleconferences, 
as well as instant messaging to reduce the volume of internal emails we send. 

One of the benefits we find is that holding virtual meetings means we can resolve 
queries or update clients on the progress of their projects frequently and efficiently, 
which is what clients now expect. It also means we can hold internal meetings with all 
our staff in multiple, geographically dispersed locations, and project discussions with 
translators and other freelance workers at the click of a mouse.

Translators who live in-country are able to keep their native language more current,  
and are in touch with their culture on a day-to-day basis. We choose specialist translators 
to suit the needs of each individual project, meaning we work with between 50-100 
translators a month. So it wouldn’t be practical, let alone cost-effective, to bring them all 
to work in our office! What’s more, we find that translators often prefer to work remotely 
as they need a quiet and uninterrupted environment in which to concentrate. 

The technology we use also enables our staff to work anywhere, which helps us make 
good use of time, e.g. accessing email and reading/editing documents while travelling. 
Our database is cloud-based, so can be accessed securely by any member of the team  
at any time – using any device they have to hand. 

We operate a bring your own device policy and the whole team can access files,  
emails and calendars, etc. from anywhere using Microsoft Office 365. I personally  
like to keep an eye on our performance by using an iPhone app to access our  
database when I’m on the move. 

Daniel Rajkumar 
Managing Director,  
Web-Translations 

“The consumerisation  
of technology has levelled 
the playing field”

Daniel Rajkumar 
Managing Director,  
Web-Translations
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In our experience of international digital strategy, there are specific considerations  
for each overseas market, in addition to language. Do people shop online, how do they 
prefer to pay, what social networks do they use, do they engage with brands online,  
and if so – how? A comprehensive eMarketing strategy that encompasses blogging, 
email marketing and social media will deliver a strong return on investment.

Customers are four times more likely to buy from a website in their own language,  
so localisation is paramount. Providing even one or two pages in a foreign language  
will welcome visitors who speak it to your website, and show that you are interested  
in their business. Monitoring traffic to each website gives valuable insight into the main 
demands in each market. Companies can then exploit opportunities by making further 
investment in the most popular areas. 

One thing I’ve learnt is that there’s no short cut around a language barrier. Online 
translation tools have their place as a quick reference tool, but won’t replace having  
a fluent linguist on your side when it comes to negotiations or resolving issues.  
For meetings, it’s worth engaging an interpreter or employing staff who speak the 
language of the country you want to target. An experienced international trade 
consultant will be able to help you navigate the minefield of potential cultural pitfalls  
in your target market, so even if you can’t communicate in the local language yourself, 
you can avoid unwittingly causing offence. Having documents professionally translated 
will also help avoid misunderstandings.

Face-to-face contact still has an important part to play in building client relationships, 
and is fundamental to building trust in many cultures but it isn’t always practical or 
cost-effective. Combine video conferencing and sharing your desktop and you’ve got  
the next best thing to actually being in the room with someone.

“Combine video 
conferencing and sharing 
your desktop and you’ve 
got the next best thing to 
actually being in the 
room with someone.”

Daniel Rajkumar 
Managing Director,  
Web-Translations
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Taking on the world, one shave at a time 

In just a few years there has been an irreversible, seismic change in the way the world 
communicates. Wherever you are in the world, you can know almost everything,  
on anything, instantly. This has, and will continue to, hugely break down barriers (and 
possibly erect new, unforeseen ones) as ‘content’ is shared and consumed on a truly 
global basis. 

Digital dialogue rules, and what individuals, companies, or even countries opine is now 
discussed and dissected in a real-time basis. All of this was basically improbable, indeed, 
impossible, prior to the launch of social media channels, firstly YouTube, followed by 
Facebook, then Twitter and of course Instagram and Tumblr. We live in a world where 
content is king, and newsworthy content can be shared instantly and change lives 
forever. For better or for worse, that is yet to be seen. But, I think, for better.

Shaving America

In many ways, the USA looks like an easy market to develop (big, generally English-
speaking and relatively wealthy) but it’s actually extremely hard (think of the 50+ states 
as individual countries, huge land mass, absolutely ruthless cutting-edge competition 
and no place for the faint of heart). We launched in the USA with Target in 2000, and for 
10 years maintained our own office there, growing slowly into chains such as CVS/
pharmacy and Walgreens.  

Then, in 2011, we entered into a distribution agreement with the company that owned 
the Remington electric shave brand. Things didn’t work out well at all: King of Shaves has 
different brand dynamics and consumer appeal to Remington, and in 2012 we withdrew. 
Throughout 2013, we spent our time preparing the four key retailers with what we’d be 
launching in 2014 (our next generation razor, Hyperglide) and we will be relaunching  
in the USA next year. It has cost us a huge amount of money being there, but it has the 
potential to be our biggest market and in my heart of hearts, I know there is a place for 
King of Shaves there. If only to keep Gillette and Schick (Wilkinson Sword) on their toes…

On being ‘Made in Britain’

I’m delighted King of Shaves products are designed and (97%) manufactured in the UK. 
Britain is a hugely creative nation, respected worldwide for innovation and quality – a far 
cry, perhaps, from the 1970s and 80s. On our latest razor, Hyperglide, we proudly display 
a graphic of the Union Jack and call out our ‘Made in Britain’ credentials. Apple may be 
designed in California but it’s made in China. King of Shaves is designed in the UK and 
made in the UK. Consumers worldwide like that fact, I believe.

Will King 
Founder,  
King of Shaves

“Britain is a hugely 
creative nation, 
respected worldwide for 
innovation and quality. 
On our latest razor, 
Hyperglide, we proudly 
display a graphic of the 
Union Jack and call out 
our ‘Made in Britain’ 
credentials.”

Will King 
Founder,  
King of Shaves
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On working with international partners and suppliers

We’re 20 years into partnerships with suppliers, initially in the UK, and now 
internationally. And, it’s been challenging. Many are ‘process driven’ and don’t 
understand how important it is to react with speed, especially when the business is 
small. Others are fast, but maybe too fast and we have to temper their enthusiasm with 
sanity. Language barriers are sometimes a challenge, as the level of engineering we work 
at (and its associated English) is tough, and sometimes lost in translation. As well as 
Skype and conference calling, we use translators extensively to ensure important detail 
is understood. And we still rely on the ‘Mark 1 Eyeball’ meeting, where you can gauge 
whether something is good (or bad) – which is often difficult to do over a telephone call. 
We have a relatively small team at the KoS HQ, 14 in total, but work with many others 
over multiple locations. We always aim to ‘Keep It Simple, Stupid’. And keep meetings as 
short as possible!

On communication with customers

Nowadays, communication with customers is driven by them, not us. With the advent 
of two-way digital dialogue channels such as Facebook and Twitter, as soon as someone 
‘rates’ or ‘slates’ your brand or business, you must engage in a conversation with them, 
or someone else will. I personally run the @KingofShaves Twitter account, with around 
10,000 followers – most of what I receive is good. But, of course, that’s not always the 
case and how public complaints are dealt with is absolutely ‘mission critical’ or a 
company might face the 21st Century equivalent of ‘doing a Ratner’. The challenge is 
always time, as that’s the one thing you can’t manufacture, so having great products  
not just average ones, is truly essential to survive (and thrive) in these days of the  
‘Word of Mouse…’

Customers love being involved in the DNA of the brand they’re buying, if they love the 
experience they’re getting. Back in 2009, we issued the world’s first SME ‘retail’ bond 
(a shaving bond) which was not only designed to earn our customers interest (6%) but 
also to bond them closer with our company, brand, value and objectives. It allowed us 
to raise money (alongside more formal mechanisms) to develop and improve our offer, 
and has now been widely copied, from companies as diverse as luxury chocolate brands 
(Hotel Chocolat), the Jockey Club – even mattress manufacturers. We keep in close 
touch with our bond holders, via a private Facebook group, email them regularly – and 
they’ll be some of the first people to use and comment on our new products. Bonding, 
like communication, is key in business today.

“Customers love being 
involved in the DNA of 
the brand they’re buying. 
Back in 2009, we issued 
the world’s first SME 
‘retail’ bond which was 
not only designed to 
earn our customers 
interest (6%) but also to 
bond them closer with 
our company, brand, 
value and objectives.” 

Will King 
Founder,  
King of Shaves
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User communications 

Richard joined Vodafone in August 2012 and has been leading the UC business ever 
since. He has extensive experience in the ICT industry having previously held a number 
of roles within Channel, Service Provider and Manufacturing organisations

Today we’re working in an increasingly dynamic business environment, often working  
on the move, across time zones, with diverse and disparate workforces. As this report 
explores, we’re seeing significant changes within society, and traditional ways of doing 
things are constantly being challenged. 

In response to that, at Vodafone, we’ve placed increased emphasis on the conversations 
around bringing together a range of often seemingly unrelated communications 
systems to try and make the wealth of technology available that bit easier for us to use 
and for IT teams to manage. We know, both from our own research in the upcoming 
Perspective series report ‘The New IT Crowd’ and from analysts that over 70% of 
businesses have unified communications and collaboration as strategic initiatives. 

We should also take a minute to think not only about the current state of play but about 
what the next 10 years will bring; more ways to connect, more powerful devices and fast, 
effective communications on a global scale. By bringing together fixed and mobile 
communications and investing £900m this year to ensure they work seamlessly, 
Vodafone is able to deliver services that can make a real difference to any business.

But for many, UC is still a pretty confusing term. The reality is that it’s a catch-all for a lot  
of different technologies, whether that’s instant messaging, conferencing, mobile email 
and more. Organisations have these implemented in abundance. But could you say  
you feel more ‘unified in communication’ juggling multiple fixed and mobile phones,  
IT and message boxes?  Probably not!

So, where do you fit in? A strategic approach to technology means a coordinated 
workforce communicating seamlessly towards common targets. Organisations that  
get it right will see greater efficiency and a more empowered and stimulated workforce. 
Those that don’t, face the prospect of falling behind the competition.

Put simply, communications are inseparable from now on. 

And the engine room driving this will be IT departments. They are the new backbone  
of business and the role of the IT manager role is changing as a result. Increasingly,  
IT leaders are being expected to be more involved in the running and future of business. 
Our research as part of the forthcoming Perspective series report supports this belief – 
86% of IT Directors that were surveyed feel that they need to think more about the 
strategic and transformational role that technology plays within their business.

Richard Ellis 
Channel Head of Unified 
Communications,  
Vodafone UK 
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“A strategic approach  
to technology means  
a coordinated workforce 
communicating 
seamlessly towards 
common targets. 
Organisations that  
get it right will see greater 
efficiency and a more 
empowered and 
stimulated workforce. 
Those that don’t, face the 
prospect of falling behind 
the competition.” 

Richard Ellis 
Channel Head of Unified 
Communications,  
Vodafone UK 
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At the same time as IT managers face these new expectations, the range of technologies 
they have to deal with is always increasing. Unsurprisingly, our report also reveals that 
nearly 55% of IT Directors say they’ve seen their communications estate become more 
complex over the last 2-3 years. This increase in complexity is driven by three challenges, 
supporting a wider range of devices, fully integrating communications with IT and the 
need to pay greater attention to communications security.

But in my opinion one of the biggest changes is that the ‘U’ in UC needs to be reset to  
a focus on the User. That at least puts us in the mind-set that whatever we do has to start 
and stop with people. User cases and support in system adoption need to be the key 
drivers of UC. There are some useful tips on page 35.  

The challenge for communications in the Fluid Society is to make the daily business 
processes that people follow easier. The effort has to relentlessly focus on this if unified 
communications is going to help, so that it; enables people to be as effective in the 
workplace as they are at home or out and about, helps people to develop relationships 
across continents as supply chains and customers go increasingly international and 
drives down costs by making system implementation and management more efficient.

But if we are going to focus more on the ‘user,’ as an industry we need to do less  
of something else. There are only so many hours in the day and cost reduction is one  
of the demands! To get a grip on how we do this it’s worth doing a very quick back 
history of the telecoms market. 

There have only been five meaningful developments in communications since Alexander 
Graham Bell. Mechanical exchanges reduced the reliance on people to connect calls, 
electronics reduced the amount of space, power and support that systems needed. 
Digital exchanges further reduced support costs and extended the reach of systems.  
And IP brought open standards of sorts and eradicated the need for duplicate networks. 

To really take advantage of this new architecture, we recommend following a framework 
for transformation that looks at your employees and how they work, your property estate 
and a full understanding of your legacy systems to plan and design the optimal solution 
for your needs. 

And that’s where Vodafone is leading the revolution. Having just one supplier to deal with 
significantly simplifies administration for any organisation. It also enables service level 
agreements (SLAs) to be set across fixed and mobile services and makes it easier for us 
to monitor and control the quality of service we deliver.

As the only truly integrated supplier of fixed and mobile unified communications 
services, Vodafone can now be truly technology agnostic when it comes to solving  
our customers’ business challenges. 

“Having just one supplier  
to deal with significantly 
simplifies administration 
for any organisation.  
It also enables service 
level agreements (SLAs) 
to be set across fixed  
and mobile services and 
makes it easier for us  
to monitor and control  
the quality of service  
we deliver.” 

Richard Ellis 
Channel Head of Unified 
Communications,  
Vodafone UK  
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Building a business that fits

I co-founded A Suit That Fits back in 2006 with my old school friend, David Hathiramani. 
I had graduated with a Degree in Aeronautical Engineering when I embarked upon a gap 
year in Nepal. It was there, as a volunteer, when I stayed with a family of tailors who made 
me a bespoke suit. I loved the suit so much that, on my return to the UK, I teamed up 
with David (who was working as an IT Manager at the time) and together we set out to 
make bespoke tailoring accessible. 

With my experience in tailoring, and David’s background in IT, we were able to 
revolutionise the way tailoring was done – and our team and customers can use our 
innovative Style Wizard to create a suit at the click of a button. 

In 2006, we started the business online, and quickly built a studio network to make sure 
that we delivered a personal service; we also have local pop-up TailorStops for our 
customers’ convenience – everything goes through our online system so that is the glue 
that binds it together efficiently. By having appointment-only studios, we are removing 
the overheads of retail rents and passing that value back to our customers. This year,  
we opened our very first studios outside of the UK – in New York and Ireland. 

We’ve also understood the importance of social media and, in particular, Twitter as a way 
of talking to our customers. We don’t use it as a channel for customer care – as we like to 
speak to customers or see them face-to-face – but it’s a good means for communication 
and we always value the feedback. All of our Style Advisors have a branded Twitter 
handle so they can communicate personally with their customers. Over the years, we’ve 
always listened to feedback from customers and our own team. That feedback is of huge 
value to us and enables us to refine our service from all angles in ways that benefit the 
people that use it, which makes growth that much easier. Furthermore, we trust in our 
team and their specialist expertise, enabling them to make changes and be a real part  
of the business growth. 

Warren Bennett 
Co-Founder,  
A Suit That Fits 

“We don’t use Twitter as  
a channel for customer 
care – as we like to speak  
to customers or see  
them face-to-face – but  
it’s a good means for 
communication and we 
always value the feedback.”

Warren Bennett 
Co-Founder,  
A Suit That Fits
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Britain is a global hub

As a British business we always see being based in the UK as a major benefit as it means 
we’re well positioned in between the US and Asia; and Heathrow is a convenient hub  
for meetings due to the volume of flights it handles. We are also really well positioned  
to capitalise on the need for professional services across Europe.

When it comes to managing suppliers and services abroad, the fact that I had a personal 
relationship with our suppliers in Nepal made a great foundation for a really effective 
working relationship. We’ve got a brilliant administration team in Nepal but given the 
language barrier as our team grew, we’ve learnt to communicate in different ways;  
a picture says a 1,000 words! All the team uses Google Apps so, by virtue of a data 
connection, we have a real-time chat system that works on computers and phones 
which logs every conversation for reference later on. Communication has not always 
been easy, and our understanding has certainly grown over time with more than  
100,000 bespoke garments now produced.

When you’re trading internationally, there will be language barriers, time differences, 
cultural differences, in addition to local politics, which all affect your operations.  
For me, the most important aspect to overcome these challenges is trust; you have  
to work hard and with integrity in order to build it up when working on opposite sides  
of the world. Lack of trust becomes the biggest barrier to trade, and having it is the 
greatest facilitator; if ever you have to go down to the specifics on the terms and 
conditions of the relationship, that is a sure sign that something is very wrong.

Importing means that our customers can enjoy the traditional heritage of tailoring that 
has been built up over hundreds of years in Nepal; our master cutters each have over  
30 years’ experience. We can be competitive on quality at a reasonable price, and as we 
pay significantly above the local rate to make sure we attract and retain the best tailoring 
talent, we ensure that everyone gets a fair deal from tailor to customer, right through  
the supply chain. 

“When you’re trading 
internationally, there will 
be language barriers, time 
differences, cultural 
differences, in addition to 
local politics, which all 
affect your operations. For 
me, the most important 
aspect to overcome these 
challenges is trust.”

Warren Bennett 
Co-Founder, 
A Suit That Fits
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Collaboration creates breakthrough moments

Good entrepreneurs see things that others don’t and develop solutions to problems that 
others merely accept as immutable. My co-founder, Darren Westlake, is one of those 
restless minds who had experienced first-hand the difficulties in gaining investment for 
his previous start-ups and saw a gap in the market for an alternative method of raising 
finance. He wanted to ‘democratise investment’ by making it more accessible, straight-
forward and rewarding for a broader cross-section of society, while allowing businesses  
to bypass traditional banks and angel networks. 

Access to finance continues to be a major barrier to growth for more than one in five 
small companies, as reported by the FT. However, harnessing the power of the crowd to 
raise business finance is now a genuine option for many companies. Entrepreneurs, such 
as Alex Kammerling, founder of Kamm & Sons – which has successfully raised over 
£500,000 on Crowdcube across two rounds – didn’t even consider the banks for his 
second round because the 17% APR interest rates are too high for a small business  
like his. This is a common theme among businesses we speak to; banks have clearly 
tightened their lending criteria, which has resulted in strangling huge swathes of young 
companies from accessing the finance they need. 

Crowdcube has been at the vanguard of innovation for business finance since its launch 
in 2011 and the internet has been central to its disruptive nature. Allowing people to 
review, query and invest in British businesses, online 24/7 seems obvious now, but at the 
time the angel industry was reluctant to embrace the internet, ecommerce and social 
media. It’s proven to be popular too, with nearly 50,000 investors registered at the time 
of writing, and more than £14.5 million successfully invested on Crowdcube.

Research firm Massolution forecasts that crowdfunding will continue to increase in 2013 
growing to US$5.1 billion. The disintermediation of out-dated and ineffective financial 
institutions is long overdue and looks set to become mainstream rather than being 
referred to as ‘alternative’. Equity crowdfunding is already having a tangible positive 
impact on the UK economy and it’s set to play a more meaningful role as its popularity 
grows, e.g. the 76 businesses funded so far through Crowdcube forecast creating over 
1,000 new jobs in their businesses over the next three years. 

Before Crowdcube, angel investing was the luxury of the wealthy, often white middle-
aged man, with plenty of time on his hands. This stereotype is backed up by the startling 
statistic that just 5% of angel investors are female, according to research from the UK 
Business Angel Association. Whereas, women make up 25% of the people who have 

Luke Lang 
Co-Founder,  
Crowdcube 

“Banks have clearly 
tightened their lending 
criteria, which has 
resulted in strangling 
huge swathes of young 
companies from 
accessing the finance 
they need.”

Luke Lang 
Co-Founder,  
Crowdcube
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invested through Crowdcube. By democratising investment, Crowdcube has removed 
many of the obstacles and stereotypes that existed and has allowed people from far 
more diverse backgrounds with more modest sums of money to browse and invest.  

Collaboration has always been central to how we like to work and this philosophy has 
permeated throughout the team. This ideology is extended to our customers and we 
ensure that we understand their needs through open dialogue, focus groups and regular 
customer research. Collaboration can play a vital role in creating breakthrough  
moments where different perspectives can collide to create a completely unique way  
of approaching a challenge or creating an opportunity. In today’s highly competitive 
markets, where businesses are under intense pressure to strive for greater efficiency or 
increased revenue, collaboration can be a useful method to emancipate businesses to 
deliver business benefits.   

The overwhelming majority of investment comes from UK investors. However, we’re an 
ambitious bunch at Crowdcube and we’re expanding fast with operations starting in 
Brazil, Dubai, Poland and Sweden. Our aim is to have a global investment platform that 
facilitates cross-border investments.  

British people clearly have an appetite for backing British businesses and we’re 
immensely proud to have helped companies like East End Manufacturing, who opened 
the first garment factory in the East End of London for many years, and have already 
expanded into a larger factory. Crowdfunding provides a vital boost to companies such as 
Righteous’ salad dressings, Wild Trail’s healthy wholegrain snacks, Marine & Auto Security 
Solutions’ anti-piracy device for shipping and Cell Guidance Systems’ products to help 
stem cell scientists fight devastating diseases. All rely on UK manufacturing to create 
their products. 

Crowdfunding undoubtedly delivers benefits beyond cash. Companies typically have 
40 to 60 investors on board, but as with TV presenter Kevin McCloud, who recently raised 
nearly £2 million for his housing company on Crowdcube, it can be many more, with over 
600 investors joining ‘Hab’s merry band of shareholders’. These stakeholders become 
brand ambassadors, advocates, customers and in many cases directors, non-executive 
directors or mentors. 

For smaller companies the combination of crowdfunding, crowdsourced expertise,  
the inevitable word of mouth buzz and the possible publicity is a powerful mix that 
should enhance their chances of success. 

 

“By democratising 
investment, Crowdcube 
has removed many of  
the obstacles and 
stereotypes that existed 
and has allowed people 
from far more diverse 
backgrounds with more 
modest sums of money 
to browse and invest.”

Luke Lang 
Co-Founder,  
Crowdcube
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Building technology partnerships

As we’ve seen from this and past reports, organisations today are facing new and wide 
ranging demands, in fact more so than ever before. We’ve seen many leaders, in your 
position, that are experiencing incredible change within their organisations. It’s both 
exciting and daunting because ultimately how you respond to that change will define 
your future success.

Many organisations are facing the pressures of meeting the expectations of increasingly 
demanding customers and suppliers. They come to us looking for new ways for technology 
to enable the people within their organisations to be more effective, innovative and nimble.  

At its heart, Vodafone is an incredibly flexible organisation, given its size and presence. 
We’ve achieved that not just through the use of technology, but by addressing our 
processes, our people and how we use our office space first and foremost. 

We know that the way your organisation communicates both internally and externally  
is vital to your performance. Successful modern teams need to operate more efficiently 
and effectively than ever before. Communication tools need to facilitate better 
collaboration between colleagues, give seamless access to the right information at the 
right time, all the while connecting you wherever you are, so your customers can easily 
and quickly contact you. You want to empower, inspire and support your staff to get their 
job done, in the best way possible, with all the tools they need at their fingertips.

Vodafone Enterprise Services is arguably one of the more mobile of divisions within the 
business. We have a high percentage of employees on the road, commuting to our  
office locations and client sites across the country. But that doesn’t mean to say we 
have to cut corners, in fact, my team and I are continually focused on results. Whether 
I’m sitting in my home-office collaborating with my team and customers, sharing files via 
our intranet, doing my annual performance review with my boss over video, chatting with 
colleagues using instant messaging – my own performance and that of my team is 
paramount. I simply don’t need to be in the office all the time. I can work from wherever  
I want. Whether I’m at home, hot-desking in the office, out with customers, in the UK  
or abroad, I’m productive, efficient and available. 

Tony Bailey 
Head of Enterprise Services, 
Vodafone UK

“In a Fluid Society, 
collaboration will become 
second nature, it will just 
become the way business 
gets done. Better for 
customers, employees 
and suppliers – A Better 
Way of Working.”

Tony Bailey 
Head of Enterprise Services,
Vodafone UK
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And the key is we practice what we preach. More and more customers are coming  
to visit us and take a tour of our Newbury campus to see this in action. At the core  
of establishing a framework for Better Ways of Working for our customers we ask 
questions like… Do your processes mean people have to come into an office, are your 
people free to work remotely or is there an expectation that they are present in the 
office, and do managers need their own offices? Technology will act as a great enabler  
to allow organisations  to collaborate more effectively, but with it must come a mind-set  
to change the way you work. We’re only likely to see more and more of these 
behavioural changes, the traditional boundaries in a Fluid Society continue to break 
down. As this report demonstrates, we’re at an exciting time where organisations can  
still be productive, responsive and deliver great service no matter how dispersed  
and mobile their workforce is. A small business run out of the UK can trade, interact  
and collaborate with customers and suppliers on a global basis. Whilst, I believe, it’s still 
important to meet face-to-face for the first time to establish a relationship, there’s no 
reason why subsequent meetings can’t be conducted over video, saving on the transport 
costs, time and helping meet the green agenda.

And the pace of change will continue unabated. Look at any teenager, multitasking and 
communicating by text, Facebook, Twitter, Snapchat and whatever the next big thing is. 
As they enter the workplace, the concept of being stuck to an office with an email inbox 
and fixed desk with be a total anathema. To attract the talent of tomorrow, businesses 
need to offer the flexible working environment and collaboration tools that Generation Y 
have come to expect within their personal lives. 

So, in a Fluid Society, collaboration will become second nature, it will just become the 
way business gets done. Better for customers, employees and suppliers – A Better Way  
of Working.

“In a Fluid Society, 
collaboration will become 
second nature, it will just 
become the way business 
gets done. Better for 
customers, employees 
and suppliers – A Better 
Way of Working.”

Tony Bailey 
Head of Enterprise Services, 
Vodafone UK
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Thinking without boundaries  
– why startups need to think and act like high growth businesses

As recently as 10 years ago, startups were thought of just as smaller businesses. 

The basic day-to-day of what they did or at least aspired to do was more or less the same 
as a large business; it was just a question of scale. Someone good at marketing in a 
10-person team needed the same skills and mindset as those working for a big brand. 

Maybe this was in part because the big business schools taught that marketing was 
marketing, and finance was finance?

Then along came a new wave of thinkers like Steve Blank, Eric Ries and Alex Osterwalder 
to change everything. The way businesses perceived themselves began to change, 
boundaries blurred and startup founders started to realise that they didn’t have to think 
like their competitors to get ahead of them.

But we’ve hit a problem. At a time when technologies and ways of working are 
converging to create a more nimble and entrepreneurial society, many of our most 
promising startups have forgotten the reason they exist. That is to grow.

The reason they’ve forgotten how to do this is in part due to the well-meaning but 
unhelpful gaze of the media.

The changing expectations and ambitions of startups and corporates is a bit like the 
analogy of the hunter/farmer. Startups are more about hunting while corporations are 
more about farming.

For years the attention was mostly on the farmer. The City, big advertising agencies,  
FTSE 100 corporates – that is where the most promising graduates wanted to work 
– after all, it was where the money was. What made the likes of Lord Browne at BP 
impressive was the size of the organisation that they ran. But in the past two decades 
more and more attention has started being paid to the hunters as figures like Anita 
Roddick and James Dyson become the inspirational role models for the next generation. 

Joe Haslam 
Executive Director,  
IE Business School 

“The way businesses 
perceived themselves 
began to change, 
boundaries blurred and 
startup founders started 
to realise that they didn’t 
have to think like their 
competitors to get ahead 
of them.”

Joe Haslam 
Executive Director,  
IE Business School 
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In an age of below-trend GDP growth and high unemployment in advanced economies, 
these risk-taking startup entrepreneurs are today favourably contrasted with the 
so-called corporate types who are questioned as being much less the free market 
capitalists they often claim to be. Rather like the question that C.P. Snow asked in 1959 
about the divide between Art and Science, are there two irreconcilable cultures here that 
are increasingly diverging in a world where convergence and collaboration is becoming 
more commonplace?

My answer is that while we need to celebrate and applaud startups, the new wave of 
innovative and disruptive thinking is now proving burdensome. Too much attention is 
now being paid on the ‘S’ of SMEs and not enough on the ‘M’ – the medium-sized 
business, those that survive the startup hype and become scalable businesses. 

The way I like to explain this contrast is to quote Schramm’s Law: The single most 
important contributor to a nation’s economic growth is the number of startups that grow 
to a billion dollars in revenue within 20 years. So we should be talking less about startups 
and more about how these startups get big.

The works of Blank, Ries and Osterwalder (as well as that of Carl Schramm) should  
aid both sides to get past this divide and understand the role that both play in a nation’s 
prosperity. Startups should realise that they are not as successful as they think they  
are and that they need to plug into the farming culture that large corporations provide 
for their products to gain mass acceptance. Similarly, corporate types need to 
understand that startups are experiments and not to analyse them as if they were 
established companies. 

In a world of change, new opportunities and new technology, the way society views, 
encourages and supports startups needs to focus on metrics like user engagement and 
not on the overall financials. Let them take risks and validate ideas in a way that would be 
too slow and too expensive for an in-house team.

Silicon Valley has created the position of Startup Liaison both as a way of identifying 
potential disruptive innovation but perhaps more importantly ensuring that product 
managers in large companies do not get distracted. These people, to borrow from Liam 
Neeson in the film Taken, have a very particular set of skills; skills they have acquired 
over a very long career. They may be former entrepreneurs who have startup DNA but 
more importantly the credibility to stare at a self-satisfied millennial and say, ‘You know, 
when you take someone’s money, you have a responsibility to that customer’.

Too many startups die as they never break out of the realm of being interesting but not 
essential. Similarly we think of DEC, Sun, BlackBerry, Nokia and Nortel as corporations 
that got sucker punched. Both sides need to work out a better way to talk to each other.  
Both sides are now losing out.

“The single most important 
contributor to a nation’s 
economic growth is the 
number of startups that 
grow to a billion dollars in 
revenue within 20 years. 
So we should be talking 
less about startups and 
more about how these 
startups get big.”

Joe Haslam 
Executive Director,  
IE Business School 
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Collaborate your way to business success 

In times of need, innovation booms. We see this with hubs of startups developing in 
one geographical area like Silicon Roundabout or TechCity, clustering to share resources, 
knowledge and space to fuel their progress more efficiently.

Fuelled by a sense of austerity, sharing is seen as proactive, efficient and prudent. 
Whether it is a long-term financial decision like buying and running a car or simply 
paying for the latest film releases on DVD, the likes of ZipCar and LoveFilm have 
disrupted existing business models and quickly become market leaders. You can now 
share your flat via Airbnb, couture dresses via Rent the Runway, or even your own car  
via WhipCar. All are driving down the cost of ownership through sharing, encouraging 
widespread collaboration.

Now we see that over 60% of startups and young businesses are working together to find 
new customers too, because it can be one of the most effective and cost-efficient ways 
to grow a business. We see them running events together, promoting each other, even 
co-creating completely new products together. All because they can achieve  
more and reach more people, more easily, by working together.

The trick is finding the brands out there that already talk to the people you want to reach 
– not competing brands of course – but ones that you can collaborate with. And the 
likelihood is that if you want to talk to their customers, they’ll probably want to speak  
to yours too. Fortunately, in response to the increase in marketing collaboration, sites 
like Brand Gathering are emerging to help brands find other brands to collaborate with.  
With that in mind, here are some of our top tips:

Christina Richardson 
Founder,  
Brand Gathering 

INTRODUCTION                               RESEARCH                               PERSPECTIVES                              FINAL THOUGHT

43



1 Be strategic about marketing collaboration
Identify what you want to achieve. Maybe you want to reach more people or you want to 
reach a very specific or niche group of people; perhaps you want to improve your brand 
reputation, or even reward your current loyal customers in some way. Like all good 
marketing activity, defining your business objectives will enable you to be clear about 
what activities you would like to do with another brand.

2 Think like your consumer
When it comes to choosing a brand to collaborate with, your consumer is the best place 
to start. What brands does your consumer group buy and interact with? What brands do 
they aspire to? Which ones complement your brand? Create this as your long list then 
start filtering…

3 Be true to your brand
The most effective marketing collaborations are when the very essence of the brands 
involved genuinely work well together. Whether it is having a common cause, matched 
brand values or a similar tone of voice, something must be complementary to make a 
successful relationship, rather than a superficial one.

4 Cash is not king when it comes to collaboration
There will always be a role for paid-for sponsorship deals, but we champion the 
relationships that are based on mutual benefit rather than cash exchanges. Don’t get 
caught up thinking you have nothing to offer because you’re small or don’t do much 
marketing. 

5 Focus on the relationship to make it happen
Understand what you both want to achieve and agree your joint objectives up front.  
If you get the right balance you will both want to repeat the activities again and again, 
which really pays back on the time spent finding, meeting and working together.

Join Brand Gathering – the online community where savvy brands collaborate – for free  
at www.brandgathering.com

“Now we see that over 
60% of startups and 
young businesses are 
working together to find 
new customers too, 
because it can be one of 
the most effective and 
cost-efficient ways to 
grow a business. We see 
them running events 
together, promoting 
each other, even co-
creating completely  
new products together. 
All because they can 
achieve more and reach 
more people, more easily, 
by working together.”

Christina Richardson 
Founder,  
Brand Gathering 
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We hope you’ve enjoyed this insight into the ‘Fluid Society’, and found our expert analysis 
and insights informative. 

Our journey has explored some of the key aspects of this burgeoning new world and 
uncovered many of the implications and opportunities for organisations like yours. 
But every organisation is different. This means that our understanding of the Fluid 
Society itself needs to be fluid – it needs to be interpreted in a way which is relevant 
to your particular circumstances.

With this in mind, perhaps it’s worth taking a moment to reflect on four questions: 

• What opportunities does the Fluid Society bring your organisation?

• What does it mean for your relationships with customers, employees and suppliers?

• What does it mean for how you communicate – not just the manner, but the style?

• Are you equipped to make the most of it?

And in the true spirit of collaboration, we’d love to hear your thoughts on the Fluid 
Society. Share them at www.yourbetterbusiness.co.uk

Final thought...
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Tip 1

Tip 2

Tip 3

Tip 4

Tip 5

Focus on results before attendance
A desk-bound employee isn’t always a productive one. In a world where businesses are 
being launched every day without any physical premises at all, most business-based 
tasks can be completed even more efficiently away from the office using cloud-based 
technology – such as web conferencing and remote desktop access. As flexible 
working methods become embedded into organisations, more and more employees 
are discovering that productivity and better work/life balance can go hand in hand.  
But there is still an onus on managers to start measuring contribution and results 
rather than hours spent in the office.

Technology is only part of the story
Don’t expect flexible working to just ‘happen’ the moment your business invests in 
cloud computing or tablets and smartphones. Technology is merely the tool for the 
job. For flexible working to be effective, businesses must set up a framework for 
employees that includes training, support and a culture that allows and encourages 
the most efficient and appropriate working methods. 

Get buy-in from everyone, including management 
Flexible working is a top-down, bottom-up concept. It needs acceptance and advocacy 
at all levels of the business to be successful. For instance, only if management buy 
into it (and do so publicly) will employees feel they have the license to work remotely. 

Don’t expect overnight results
Flexible working can yield fairly immediate benefits, like an uplift in productivity or a 
spike in employee motivation, but don’t expect instant business transformation. Some 
of the truest measures of business success – like profitability and employee retention 
– may only be impacted once flexible working has been ingrained within the culture, 
and used in the most effective ways. 

Flexible working has benefits right across the business
It’s not just about working on the move, productivity and efficiency. Flexible working 
has knock-on effects across a business that you might not expect. For instance, if your 
people are working remotely on tablets and smartphones, the cost of your office 
overheads, like utilities, may shrink. You might even be able to downsize your office 
and pay less rent. And your HR department may well find it easier to hire good people, 
by using flexible working as a potential ‘perk’.

Five tips for working  
without boundaries
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About the Vodafone Perspective series
The Perspective series is designed to help businesses and public sector organisations 
find better ways of working. Researched independently, the series explores the biggest 
challenges facing business today and provides new perspectives from independent 
thought leaders. 

There are currently four other reports in the Perspective series: 

• Exploring the shift in employee expectations

• What if?...Exploring attitudes to risk

• Great expectations in hard times, citizen service beyond today

• Have a nice day. Customer service beyond today

• The perfect storm. The role of 4G in the ‘age of me’

The Perspective series gives you fresh insight into the world of work. Find this  
latest report at www.yourbetterbusiness.co.uk/perspective and for other  
resources and insights www.vodafone.co.uk/perspective

Methodology
This report is based on an online survey of 611 senior decision makers from  
a cross-section of UK businesses. The survey was conducted by specialist B2B  
research agency Circle Research in October 2013. 

Methodology
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