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New Work order
our title is an intentional play on the expres-

sion “New World Order”—And with good reason. 
after all, the structural transformation we 
are experiencing, from an industrial to a net-

worked economy, will require a “new order” for 
company organisation

T
he time has come for a new culture of work. The production of knowledge obeys differ-
ent rules than those that apply to industrial goods. We need to move beyond the limita-
tions of the industrial culture and rethink the way office work is organised if we are to 
exploit the open-source potential of the information society.

Many forces are driving us toward a NEW WORK ORDER. Global competition requires net-
worked collaboration across temporal and cultural boundaries. The new labour market requires 
flexibility and skilled workers, while the pressure to innovate demands a better distribution of cor-
porate knowledge and a more flexible approach to innovation. Nevertheless, the primary driving 
force of the NEW WORK ORDER is the dynamic networking made possible by social media. 
This accelerates the sharing of information and brings people together to address common content. 
The authors of this study were therefore particularly interested in how the next big wave of digitally 
accelerated knowledge and communication will affect the workplace. 

A young, media-friendly generation is already intensely involved in social networking sys-
tems whose inherent structures enable the type of flexibility, knowledge transfer, expertise and co-
operation that’s needed. Socially motivated networking has accelerated our everyday lives, taught 
individuals how to organize themselves, given citizens a greater say in politics, and provided con-
sumers with greater authority. This networking system is now about to question the written and 
unwritten rules of the office world—i.e. everything from location and organization to office design.

The NEW WORK ORDER must create transparent links between knowledge and people 
across departmental, company, and even professional boundaries. The goal is a new culture of trans-
parent collaboration marked by intrinsic employee motivation, a consensual management system 
and shared responsibilities and values. 

Unfortunately, the path to the NEW WORK ORDER is neither simple nor universal. It 
also challenges generally accepted principles regarding work and its organization. However, it’s en-
couraging to note that the first wave of companies is starting to accept the NEW WORK ORDER. 

This study therefore focuses not only on the experiences and successes of such companies, 
but also on the obstacles they have faced. The Share & Win principle of the new culture of work is 
the source of our motivation to share knowledge. 

The authors

Birgit Gebhardt
Director of Trendbüro
 
Birgit Gebhardt worked for Trendbüro from 2001 to 
September 2012. As a consultant and trend expert, 
she remains socially networked with the company, 
where she also served as Managing Director for five 
years.

Florian Häupl
Senior Trend Consultant at Trendbüro
 
Florian Häupl has an M.A. in economics and has 
worked at Trendbüro since 2009. As Senior Trend 
Consultant, he conducts trend studies and consulting 
projects that examine how the networked economy 
affects our working and private lives. 
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Katharina C. Hamma
Chief Operating Officer, Koelnmesse GmbH 

Within the framework of ORGATEC we can 
observe how office furniture and equipment 

are changing, transforming offices from purely func-
tional workstations to settings that offer a multitude of 
options and high-quality design.

HOW IS OFFICE WORK CHANGING? What are the 
main drivers of the process? How is coopera-

tion changing? how are digital communica-
tion technologies influencing these develop-

ments? what factors make skilled workers 
loyal to their employers? and how are the 

needs of office environments changing?

A NEW START

The Initiators

Hendrik Hund
Chairman, Association of Office, Seating  
and Object Furniture (bso)

Today entrepreneurship also means tak-
ing responsibility in dealings with new types 

of work and communication. The prerequisite for that 
is to be aware of new developments and to under-
stand them.

Thomas Jünger
Managing Director, Association of Office, Seating  
and Object Furniture (bso) 

The use of new communication tools and the 
restructuring of the office as a working envi-

ronment are two sides of the same coin. In both cases, 
the emphasis is on creating the optimal preconditions for 
work processes that are networked.

Dr. Bernhard Kallup
Deputy Chairman, Association of Office, Seating  
and Object Furniture (bso) 

Prototypical concepts have outlived their use-
fulness. That’s why these days consultation 

concerning office furniture and equipment begins by re-
searching the structures and processes of the office and 
opens up the horizon for further changes.

T
hese questions stood at the start of a joint project of the Trendbüro consulting company 
and the office furniture sector, represented by the Association of Office, Seating and 
Object Furniture (bso) and ORGATEC, the leading global trade fair for office and fa-
cility furniture. We deliberately focused not on the distant future but on processes that 

have already begun to change work environments. 
On the basis of numerous interviews with individuals, workshops, a quantitative survey and 

associated secondary research, the experts at Trendbüro gathered data, consolidated it, combined 
it with examples from current practice and put all of this information together in a documenta-
tion of the new start.

The change has many facets

This publication begins by describing the most important drivers of the NEW WORK ORDER. 
It points out how, and in particular with what results, the boundaries between departments and 
companies are becoming increasingly porous. It also takes a look at the expectations of the “digital 
natives", those coveted highly qualified young workers that are pouring into companies and bring-
ing their new communication habits with them. The members of this new generation of employ-
ees have long been routinely using networking in their private lives—a practice that companies still 
have to learn to use in this age of “knowledge work”.

In the middle part of this documentation, the authors describe how digital instruments of 
dialogue, which are known as social software, can be used for internal communication in compa-
nies and for managing projects. Practical examples illustrate the broad range of expectations held 
by those who are already experimenting with such technologies. The authors also describe the ob-
stacles that can make it difficult to use these tools.

We are also experiencing a cultural 
transformation

At the moment, we can only guess how fast this process of change is taking place and how it will 
develop in the future. An assessment of the developments that have been described would also go 
beyond the limits set for this documentation. However, two things have already become evident: 
in the future, every company will have to find its own path, and shared values will play an impor-
tant role in the process.

The third part of this documentation is devoted to the office as a working environment. 
Nowadays, when an office environment is being restructured, the wishes that are most often ex-
pressed are: support for efficient communication, increasing the attractiveness of the office for po-
tential new employees, and ensuring flexibility for future changes. These goals are entirely compat-
ible with a NEW WORK ORDER. Nonetheless, we need to ask what function the office will have 
in the future in the age of digital networking. 

Interestingly enough, the companies that are investing in the restructuring of their offices 
are the ones that are particularly interested in new communication technologies. In most cases, the 
emphasis is on the social connections that are fostered by the shared space. If we take a closer look 
at the correlations between the digital media and the changes in the office space, we can also see 
some functional connections. These connections are described under the headline “The emotional 
switch into the work mode” in the next-to-last chapter of this documentation. In the conclusion, 
the authors from Trendbüro have combined the social and technical developments they have de-
scribed and woven them together in three short scenarios.

We would be delighted if the readers of this documentation of change benefit from our co-
operation with Trendbüro and find valuable tips for their own work on the following pages.

The change to a new culture of work  
has long been a reality. We aim to actively 

support this process
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The drivers of 
the new work 

order
Whether it’s the economy, technology or so-

ciety—the push toward a new work culture is 
coming from various directions 

T
he working world is experiencing radical changes, as work has become more global, net-
worked, mobile and knowledge-focused than was the case even just a few decades ago. 
Data, information and the cutting-edge knowledge they generate will shape the econ-
omy of tomorrow. The transformative power of the Internet is changing our society 

from the ground up, and social networks are connecting people all over the globe. Never before has 
it been so easy to establish contact and co-operate with like-minded people independently of space 
and time. Fluid networks are replacing rigid hierarchies as the organising principle of our time. We 
are in the midst of a transition from an industrial to a networked economy with its own new rules, 
actors, and revenue models. The Internet can be used today to organise everything from ideation 
to financing and sales—all outside of conventional value chains. Traditional roles are being ques-
tioned as “prosumers” blur the lines between consumers and producers. Such individuals are de-
manding the right to actively participate in the innovation process. Networking and cooperation 
are the keys to success in the networked economy. The establishment and expansion of customer 
relations is becoming more important than the mere sale of products. 

Drivers of trends
The four drivers of the 
transformation

Trends are strategies 
for adapting to changed 
conditions. The four key 
types of transforma-
tion play a major role 
in the ability to recog-
nise trends. Innovations 
are leading to new ad-
vances in technology. 
The economy is facing 
new contexts that offer 
opportunities or har-
bour risks—both in cul-
tural and socially sensi-
tive areas.

New 
work 
order

Information overflow Cost-effectiveness

Flexible employment

Cultural 
differences

Pressure to innovate

Nonterritorial working

Corporate social responsibility

Workplace socialisation

Real-estate assets
Global competition

Migration

Loyalty
Interdisciplinarity

Work + leisure

Time managementActivity streams/microblogging

Demographic change

M2M system transparency

Mobile working
Remote presence

Skills shortages

Social media

Digital natives
Generation gap

AgeingFemale shift

Work@home

technological 
change

Economic 
change

social 
change

Cultural 
change

Driving forces
Their sources aren’t solely IT or communication departments. Megatrends that are 

gradually becoming more relevant also play a key role. Examples include demo-
graphic change, increasing mobility, and digital networking. The NEW WORK 

ORDER is being driven by the initial effects related to these trends—for in-
stance, the shortage of skilled labour and the inability of conventional work schemes 

to accommodate a knowledge society powered by dynamism and creativity. 

Demographic  
change
The employment struc-
ture will change signif-
icantly between now 
and 2060. The number 
of people of working 
age in Germany will de-
cline from 39.73 million 
in 2010 to 34.23 million 
in 2060. An aging soci-
ety will see the share of 
55-67-year-olds among 
the total population rise 
from 22.79% (2010) 
to 28.57% (2060). The 
biggest decline will be 
among the 45-55 age 
group (2010: 25.98%, 
2060: 22.06%). The 
share of 25-35-year-
olds and 35-45-year-
olds will remain largely 
unchanged, while the 
group of 25-30-year-
olds will decrease 
from 9.66% to 8.44%. 
(Destatis 2009)

technologically: 
Transparency
Global networking accelerates competition and 
creates a need for more data generation and auto-
mated data processing.
The expansion of  communication media ,  their 
greater ease of use and the increasing availability of 
the Internet are simplifying access to information. The 
processes for passing on knowledge are now more dy-
namic, as are value chains.
Social  networking is  repl acing e-mail : 
Digital natives have long since moved to communica-
tion via social platforms like Facebook. This has re-
duced e-mail traffic and led to an increase in informal 
communication during the normal working day.
Employee communication via social media using 
microblogging and activity streams ensures process 
transparency and thus efficient co-operation.
Information transparency for sharing knowledge 
and avoiding redundancy is becoming an important 
factor of success in the knowledge society. 

economically: 
Efficiency
Cost pressures  on international markets will in-
crease due to the debt crisis and digital production 
standards. 
Business locations:  These will be selected on the 
basis of market and manpower volumes. Declining de-
mand at home and abroad, a lack of motivated skilled 
workers and restrictive lending will make business dif-
ficult for companies operating in Europe.
local peculiarit ies  are increasingly in danger of 
being eliminated in the name of cost efficiency and re-
placed by headquarters standards. Their benefits (fi-
nancial as well) should be more closely examined 
instead.
Networking and coll aboration help conserve 
resources. The increase in project work across de-
partments and locations reflects increased flexibility. 
Shareholder interests are becoming more of an 
issue in uncertain times, which means companies al-
ways need to be able to provide access to figures and 
success stories.
integration  and stimulation of all parties for a pro-
active exchange of information is vital to the transfer 
of knowledge.

socially:  
Dialogue
Altered age structures caused by the demo-
graphic transformation will lead to an increase in av-
erage employee age and in age gaps at companies. 
Mobile  knowledge workers,  home-office work-
ers, and freelancers in co-working spaces require 
tools for transparent work and collaboration.
The proximity  virtual work has not been able to 
provide up until now is being created by social media 
that ensure a type of communication transparency in 
which nobody is left out.
With skilled l abour in short supply, shared 
content and interests are leading to new contacts and 
talents, both internally and externally.  
Departmental and corporate boundaries are 
thus being broken down, and informal communication 
techniques are overlaying formal hierarchies.
Professional and private  interests are overlap-
ping, as are the forms of media use.
Work and leisure t ime are merging. Content is 
king and self-marketing is now a personal obligation.

culturally:  
Motivation and loyalty
Young skilled workers are becoming a scarce re-
source, which means employers must do a better job 
of branding themselves to potential recruits.
Identif ication with their job and their company 
is extremely important to knowledge workers. They 
want their work to enable them to achieve their pro-
fessional and personal goals.
The future will see more heterogeneous teams in 
terms of family status, age, cultural background and 
religion. Prejudices tend to be eliminated through 
knowledge and dialogue.
Partic ipation:  The trend in society and business to-
wards greater participation requires new manage-
ment styles.
The potential  for dialogue  in firms is far from 
exhausted. External communication with customers is 
already better than communication among employees.  
Resolving tensions requires more time and en-
ergy to be invested by human resources departments, 
employees and managers. Potential conflict areas 
include young/old, global/local, flexible/loyal, and 
hierarchies/networks. 

Prof. Norbert Bolz
Media philosopher, 
Technische Universität 
Berlin

There are no 
more customers; eve-
ryone is a “prosumer” 
(“co-create with the 
customer”). There are 
no audiences any more; 
everyone is an au-
thor (citizen reporters). 
There are no voters; 
everyone is a Web citi-
zen (netizen). Whereas 
society in the past was 
ordered on the basis of 
organisations, institu-
tions and representa-
tive bodies, today we 
live in the happy anar-
chy of networks.
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-2.7 -0.7 +4.8

PRODUCTION 

MANUAL WORKERS

TRANSACTION INTERACTION

ADMINISTRATIVE WORKERS KNOWLEDGE WORKERS

I
n a report published in March 2012 on the transition from the industrial to the service so-
ciety, McKinsey makes a distinction between “transaction” and “interaction” in the service 
sector. Transaction refers to the activities of a service or office employee that could be au-
tomated in the near future, thanks to digital processes. Interaction describes activities that 

require communication and co-operation between people—features that are relevant to the jobs 
carried out by knowledge workers. The range of such workers covers everyone from nurses to inno-
vation managers, as interaction and communication are their core activities (see chart).

The rigid division of activities as standardised processes comes from the industrial culture. 
However, what counts in the knowledge society are mobility and mutual support. It’s not just the 
need for creative interdisciplinary approaches that leads to heterogeneous team structures in which 
team members are recruited from different disciplines, departments, locations or agencies. Skilled 
freelancers are taken onboard in some cases in order to pool expert project knowledge from vari-

ous contexts. Co-operation, openness and the sharing of resources will be at the centre of future 
value creation. 

A total of 61.1% of companies surveyed in 2012 by bso and Trendbüro report that routine 
activities are increasingly being replaced by project work. The companies also say they believe such 
work offers a productive way to transfer knowledge internally and retain it within the company. 

More exchange
The importance of 
communication and 
project work

(bso 2012)

[1] Percentage of  
time spent  
communicating 
during total work time

[2] Percentage  
of companies 
reporting that the share 
of office work involv-
ing communication is 
rising

[3] Percentage of  
project work time  
as opposed to routine 
activities

35% of all the hours 
worked in offices are 
now spent working on 
projects. Because of 
this, half of all the com-
panies surveyed contin-
ually create new teams 
consisting of employ-
ees from various de-
partments, as well as 
consultants and exter-
nal experts. 

Service sector 
Creation of new jobs  
in the USA 2001–2009 

in millions  
of employees  
(McKinsey 2012a)

The transition to a ser-
vice society is already 
well under way in Ger-
many, despite the fact 
that the share of the 
country’s gross domes-
tic product accounted 
for by industrial pro-
duction is still higher 
than in the UK or USA.
 
Industrial sectors such 
as those for environ-
mental technology, me-
chanical engineering, 
chemicals, and auto-
mobiles will need well 
networked resources if 
they are to successfully 
address the shortage of 
skilled workers.

Increasing need for 
communication 

87% of the companies 
surveyed say the need 

for communication and 
co-ordination in their 

organisations is in-
creasing. (Hays 2011)

Martin Vohla
Head of Human Resources, 

dmc digital media center

Communication and 
networking are very 

important for us  
because we need to 
have a high level of 

flexibility and innova-
tive capability in order 

to meet the demands of 
our customers. Success 

can only be achieved 
if we stop looking at 

things solely from a de-
partmental perspective 

and begin moving to-
wards a collaborative 
culture of sharing and 

exchange.

Communication will become  
the central activity of  

knowledge workers

[1] [2]

46%
75.1%

WHAT PERCENTAGE OF THE TOTAL OFFICE WORK/OFFICE 
WORKING TIME CAN BE ATTRIBUTED TO PROJECT WORK AND 

WHAT PERCENTAGE TO ROUTINE ACTIVITIES?

Extrapolated total 

Sampled total 

< _50 office employees

51–200 office employees

>200 office employees

Project work Routine work Other

35.0%

34.9%

31.8%

35.6%

39.6%

  0.1%

 1.6%

 1.2%

2.2%

 1.2%

    64.9%

    63.5%

67%

     62.2%

         59.2%

Total number = 438

[3]

Work will become more complex but will also have to be carried out more ef-
ficiently. This is where communication comes in. In fact, we believe com-
munication will become the core activity of knowledge workers. Intercon-
nected knowledge ensures identification, expertise and a competitive edge.
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T
his translates into a localised, repeated or complete breakdown of barriers:
+++   between headquarters and subsidiaries in order to speed up the communication of 
strategic or market policy decisions and avoid redundant work in the daily business
+++   between departments that often work as competing individual profit centres rather 

than in cooperation with each other 
+++   between individual offices separated by walls that restrict cooperation
+++   between hierarchical levels in specific circumstances, in order to be able to recruit the best 
minds according to the job requirements
+++   between internal employees and external partners (suppliers, experts, freelancers) in order to 
retain resources as well as interdisciplinary and highly specialized knowledge 
+++   between company representatives, sales staff, agencies and dealers in order to achieve solid po-
sitioning of brands and services
+++   between brands and consumers in order to establish and maintain long-term loyalty

Social media is only the driver here;  
the transformation affects much more than 

communication and IT departments

Old mistakes must not be repeated on the path to this NEW WORK ORDER. For example, 
knowledge management and communication are not purely IT issues. Change processes need to 
be approached holistically and incorporate all relevant stakeholders to the greatest extent possible. 
That’s because the initiators of New Work projects are often to be found in very diverse areas—in 

[1] Silo thinking 
is eliminated by 
[2] internal 
networking 
and expanded by
[3] external 
networking 

Graphic
Elimination 
of corporate 
boundaries

Company

Employee

External

Networking

Organisational  
boundaries  

are dissolving
Companies must now open up, report on their 

activities and engage in open dialogue with 
their shareholders and stakeholders

IT units that plan to launch new technical infrastructures from the social software segment, or in 
human resources departments that plan to introduce measures to meet the increasing demands of 
employees for more flexible work/leisure models.

New 
Work
Order

Internal 
Communi-
cations

Corporate
Strategy

Research & 
Development

Human 
Resources

Works 
council

External 
Communi-
cations

Property 
management

Information 
technology

Stakeholders in the 
change process
The interviews con-
ducted during the trend 
study show that vari-
ous departments are 
working on the optimi-
zation of internal com-
munication for very dif-
ferent reasons. Most of 
these activities are still 
being carried out on a 
small scale and in pilot 
projects—but the roll-
out of the change pro-
cess needs to be im-
plemented in a holistic 
manner that takes all 
interests into account.

Corporate strategy
Real estate 

Internal communication
External communication

HR
R&D 

Works council
IT

The path to the NEW WORK ORDER is not predefined, nor is there a universally accepted fun-
damental concept as to what form a new culture of work should take at a company. Those who wish 
to understand and shape changes in the working world must understand the interests and motives 
of all the parties that make up a business organization.

STAKEHOLDER INTERESTS

Corporate development
Space efficiency
Corporate culture
Customer relations
Employee loyalty
Innovation
Employee interests
Technical infrastructure

Dr. Kai Matthiesen
Managing Partner,  
Metaplan

In the indus-
trial age, 

companies knew only 
one way to design and 
operate an organiza-
tion: implementing a 
rigid and uniform struc-
ture. Everyone worked 
at the same time in the 
same place and had 
clear assignments from 
the managers. Today 
we can free ourselves 
from such structures, 
as digital and social 
media allow greater 
autonomy in terms of 
time, place and ways 
to contribute to a com-
pany’s success. Organ-
izing is becoming more 
open and varied, but 
also more difficult.

Stephan Grabmeier
Head of Cultural 
Initiatives,
Deutsche Telekom AG

Work will be 
distributed 

differently in the future. 
For example, whereas 
we now prepare infor-
mation and reports and 
distribute them via one-
way channels, the fu-
ture will see executives 
and product managers 
assuming more respon-
sibility for direct dia-
logue with customers 
and employees.

[1] [2] [3]
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The digital  
native 

workforce
Raised in a multi-option world without limits or 

borders, accustomed to global mobility and a 
high level of affluence and marked by pragma-

tism and an affinity for technology: A new gener-
ation is bringing its values to the working world

T
he Axel Springer media company is using Apple hardware and free and open access to 
social software to make itself more attractive to prospective young employees. The com-
pany is targeting communication-focused digital natives, whose communication exper-
tise is as flexible as their loyalty to employers. Their professional biographies do not fol-

low the traditional paths taken by their parents’ generation, and they are less attracted to major 
corporations with rigid structures than they are to hip startups. Springer knows it can only recruit 
these well-networked individuals if the office equipment and communication systems they make 
available to them are on the journalistic Web 2.0 level—i.e. if they correspond to the communica-
tion habits of this emerging generation of employees. 

The battle for the best minds is being waged 
with the tools used by the brightest

For digital natives, the sharing of information is just as normal as cooperation based on shared val-
ues. Their most important instruments are social networks, where they can find like-minded peo-
ple or experts who can answer their questions, share knowledge and opinions, make appointments 
and document their activities.

However, from an internal perspective the private use of social media during work harbours huge 
liability risks for a company. In addition, companies' utilization of social software to increase effi-
ciency by monitoring individual or project-team performance violates current worker protection 
laws and the guidelines of social stakeholders. The Works Council at Axel Springer AG believes the 
media company urgently needs to take action, and the Works Council itself is now examining the 
risks and potential of social software in a pilot project. It is looking at software known as Commu-
note as an example—a system that has a setup similar to Facebook’s and whose members commu-
nicate via microblogging. The Trendbüro consulting company already adapted and optimised the 
software’s knowledge management functions, interface and usability attributes in a pilot project in 
2010 that was carried out in cooperation with the software’s developers. The communication plat-
form now links more than 400 employees at 17 locations worldwide.

Social software “we” 
Employee  
communication flow 

The illustration shows 
a screenshot of the dig-
itally recorded flow of 
information at Trend-
büro. Similar to Face-
book were users' posts 
act as a source of in-
formation or insipration 
or entertainment for 
friends, in the working 
world status updates 
serve as a documen-
tation of tagged infor-
mation, and also depict 
knowledge sources and 
issue circles. Specific 
project work, including 
documentation of all 
steps, is carried out in 
workspaces by author-
ized staff members.

Christoph Fellinger 
Talent Relationship 

Management,  
Beiersdorf AG

Generation 
Y—the new 

generation of employ-
ees—is not a group that 

enters a company and 
changes its culture. It’s 

more the case that they 
search for an environ-
ment that suits them. 

Their loyalty therefore 
lies not so much with 

the company but in-
stead with themselves, 

their work activities 
and, if the atmosphere 

is good, perhaps with 
a team.

“Digital natives 
are the heroes of 
the structural 
transformation. 
Those who under-
stand them can 
understand the 
working world of 
tomorrow.”

Prof. Peter 
Wippermann
Founder of Trendbüro

Millennials
Social transformation

(PWC 2011)

[1] Share of  
Millennials who prefer 
electronic communica-
tion to face-to-face and 
telephone contact

[2] Share of  
Millennials who say 
they work more pro-
ductively when given 
access to the technolo-
gies they like

41%
78%

“We’ve got a 
poster that says: 
‘There will only 
be two kinds of 
companies in the 
future—the quick 
ones and the 
dead ones.’”

Hans Voß
Deputy Chairman of the 
General Works Council,
Axel Springer AG

*1 Digital natives / Generation Y: The terms typically used to describe people born between 1980 and 
2000—the first generation to grow up with digital media and view communication via social media as a 
completely normal phenomenon.  +++   *2 Social software: The use of social software applications makes 
it possible to transfer the principles of social media communication into a corporate context. Popular ap-
plications include:  +++   *3 Weblogs / blogs: These are websites where mostly text commentary, but also 
images and videos, are posted. This content is meant to reflect the blogger’s views, with the blog function-
ing as a mixture of a public diary and a soapbox.  +++   *4 Microblogs: A short form of blogging that com-
municates up-to-the-minute reports and stands out through the brief nature of the entries. The information 
posted is then bundled into an activity stream (see below).  +++   *5 Activity stream: This depicts activities 
as a chronological series of entries. It is useful as a collaboration platform for flexible or locally independ-
ent project work.  +++   *6 Wikis: Is the designation used for a collection of knowledge generated by a com-
munity. Wikis have different goals than blogs, as several users will work on specific topics in a Wiki and 
post the expert knowledge directly at the website, where it can also be altered and updated.  +++   *7 Social 
networking services allow their users to present themselves in the form of a profile, for example, and also 
network with other users and manage the contacts in their networks.

Communica-
tion in workplace 
socialization
A total of 72% of  
"Millennials" believe 
there are sharp differ-
ences between genera-
tions, especially in their 
approach to work.  
(LifeCourse 2012)

Mentoring programme
33% of employees un-
der 30 would like to 
see a mentoring pro-
gramme. (ibid.)

Generational conflict 
38% of Millennials say 
older employees of-
ten don’t understand 
the younger genera-
tion. (ibid.)

Bring your own device 
71% of students expect 

to be able to use the 
same communication 

tools at work that they 
use at home.  

(Damovo 2010)

Hardware in the 
workplace 

81% of students believe 
state-of-the-art hard-
ware in the workplace 

is important or very  
important. (ibid.)

Facebook without  
a firewall 

44% of students want 
to be able to use Face-

book at work. (ibid.)

The Web does not dis-
tinguish between inter-

nal and external
78% of students believe 
the Internet makes net-

working easier. (ibid.)

[1] [2]
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Snapshot
+++ 	 �Germany’s biggest newspaper publisher and a 

leading European media company 
+++ 	 Founded in 1946 by Axel Springer 
+++ 	 �12,800 employees were responsible for total turn-

over of €3.2 billion in 2011 
+++ 	 �Axel Springer publishes 230 print titles and 160 

online titles in 34 countries 

background
Axel Springer is launching a pilot project for a new col-
laboration platform. The background is a repositioning 
of the company as an attractive employer and the im-
plementation of a corporate culture 2.0.  
As a media company, Axel Springer aims to also focus 
on new media in its internal operations. 

Objectives 
Effic iency  through channelled communication 
Stringency:  avoidance of redundancy  
Distribution:  reduction of the information flow 
Posit ioning:  as the “coolest workplace on earth”
Connection:  close and comprehensive cooperation 

Results 
Shared involvement:  creating optimal framework 
conditions for the project through the involvement of 
key stakeholders 

Roll-out
In the first step, the successive introduction of this tool 
in pilot departments (HR, Works Council, IT, Internal 
Communication) is planned. The aim is to make sure 
that the employees themselves understand the use-
fulness of the tool, internalize it and accept it before 

further innovations are added. The transition will take 
place slowly, in order to make sure the employees are 
not overwhelmed. 
Web 2.0 elements that facilitate cooperation will be in-
tegrated into the social software (SharePoint). 

Hurdles 
Performance assessment:  The tool must not be 
used as part of a performance assessment process or 
for measures related to employment law. 
Work-L ife  Bal ance:  A transition to new forms of 
communication must not be carried out at the cost of 
the employees’ leisure time.

role of the  
Works Council 
The Works Council was deliberately included in the pi-
lot phase. The aim was to involve it in the introduc-
tion of the new tool so that prejudices and uncertainty 
would be reduced. A direct recognition of the advan-
tages of the new tool will lead to a greater willingness 
to take the next steps. The Works Council would like to 
use this opportunity to help structure the new media 
modalities instead of being forced to accept external 
guidelines later on.
In addition, this gives the Works Council the opportu-
nity to express any reservations during the pilot phase, 
contribute its own ideas and help to refine the tool.
Overload:  The self-organization process should not 
make the employees feel they are being overloaded 
with work.
Budget categories:  The cross-unit collaboration 
that is needed for project work requires a breakdown 
of “silo structures.” This leads to problems in terms of 
billing according to budget categories.

Expectations 
A new type of  management:  In terms of employee 
management as well, it is in the interests of the Works 
Council to replace hierarchical power structures with 
management based on consensus. 
Internal flow processes:  Dissolution of bound-
aries and creation of openness within the company. 
Achieving collaboration across different company loca-
tions and channelling the flow of information. Optimis-
ing organisational processes and the transparency of 
processes through communication. 

Insight
Forced acceleration:  The new tools make many 
things possible and considerably increase efficiency. 
However, they should not increase pressure on employ-
ees. That could result in the company missing out on 
huge opportunities. 

STAKEHOLDERS in NEW WORK ORDER change process

Axel Springer AG
Pilot project with  
the Works Council 

At Axel Springer, the management is well aware of the significance of social media. That’s why 
the introduction of internal social software was organized in a proactive manner. From the very 
start, the Works Council supported and utilized the pilot project in question. After all, it also be-

lieves that a transparent sharing of ideas will improve its own communication network.

Corporate 
Strategy

Internal 
Communication

Hans Voß 
Deputy Chairman of the 
General Works Council,  

Axel Springer AG

It is still  
possible to 

shape struc-
tures and processes 
that will be self-evi-

dent in the future. The 
issue of social software 

requires great open-
ness from us, the Gen-
eral Works Council. We 

have to overcome our 
reservations and open 

ourselves up to change. 
Thanks to our inclusion 

in the pilot project, we 
have the opportunity 

to help shape its future 
development on the ba-

sis of our own experi-
ence. But it’s important 

that we know exactly 
what we are making de-

cisions about.

The significance 
of networked 
communication 

The new work order promises to create a new 
work structure driven by social networking—

beyond company borders as well 

O
utside work, social networking has long been a part of daily life. Users are socially net-
worked with friends and colleagues, own smartphones and are connected to the cloud. 
Communication has thus become more personal, faster and more interactive. The con-
tact between a brand and its customers has increased and become more differentiated.

The external communication department was the corporate unit that took the first step to-
wards dialogue; in return, it will be able to take the measurable opinions it has received and use 
them in its campaigns and its efforts to position the brand more favourably. The generation of  
authentic insights—and in some cases even wishes and opinions that can be localized and meas-
ured in real time—offer valid material that product development units, market research units and 
sales units can use to make their business operations more efficient and customer-oriented. This 
necessarily means that a new type of direct and transparent communication will also exist within 
the company. That’s because the quick reaction times that are demanded from outside will make  
it necessary to communicate expertise regarding specific issues even faster internally as well. The 

Enablers
The added value of  
social technologies  
for numerous business 
areas
 
(McKinsey 2012a)

The introduction and 
use of social media and 
software in the form of 
discussion and collabo-
ration platforms can be 
integrated into ten cen-
tral corporate applica-
tions. The departments 
that are connected up 
with the software can 
thus benefit from it in 
many areas, and the 
company as a whole 
can solve important in-
ternal problems. 

SUPPORT EXTERNAL AND INTERNAL BUSINESS FUNCTIONS BY 
MEANS OF SOCIAL NETWORKING TECHNOLOGIES

Source: McKinsey 2012b Graphic: Trendbüro

Function-specific

Product development

Distribution

1    Collaborative product development

2    Forecasting demand

3   Integration of partners

4    Recognizing customers’ wishes

5    Interaction with customers

6    Acquisition of new customers

7    Social commerce

8    Customer care

Marketing and sales

Customer service

Company

Improve internal 
communication 
and collaboration 

9

10 Bring together 
talents and tasks

Company-wide

Works Council Information
Technology

Human 
Resources
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C
orporate communications, whether internal or external, should converge on a micro-
blogging surface in the future. In order to take advantage of the collective knowledge of 
its users, all of the information that is shared on this open dialogue platform is today be-
ing organized via keywords, but tomorrow it will be recognized semantically. As a result, 

it can be found at any time in the system by searching for a specific term or a complete text. The 
goal is to share knowledge dynamically, so that every employee and his or her entry and area of ex-
pertise are clearly recognisable as such. This creates an incentive for employees to share their know-
how and become more actively involved in work processes.

Once they receive appropriate training, they should be able to freely communicate across hi-
erarchies and national borders. This holds true both inside and outside project teams, so that they 
can share experiences and strengthen their interdisciplinary approach. The benefits of the princi-
ples behind social media can thus be harnessed in order to give internal corporate communications 
a fresh focus.

skills that communications departments and press representatives are now having to learn regard-
ing external communication is still completely missing as an internal basis at most companies.

 
“Internal communication” is still  

defined too restrictively  

In most companies, the management and the communications departments still inform the em-
ployees about the desired internal and external image of the company. This means that access 
routes are connected with hierarchies and suggestions can be made only by people in established 
positions, as a rule. Most of the traditional formats for internal communication operate from the 
top down. The dialogue culture of the Internet has expanded communication channels as well as 
the range of contact partners. For example, most applications of the digital media have few hierar-
chical aspects; instead, they encourage users to conduct a dialog with one another as equal partners.  

The digital channels respond to our need to discuss more things with one another in order to share 
know-how. Thanks to the advantage offered by the digital distribution of information, internal 
communication is becoming a key element of knowledge generation. 

The transfer of Web 2.0 dialogue tools into corporate communication was the idea behind 
Enterprise 2.0. It’s true that the NEW WORK ORDER uses the same tools, but it is expanding 
their technical focus by means of social momentum and the principles of organization theory. The 
use of social software in a corporate context transfers the successful mechanisms of Web 2.0 inter-
nal communication and helps to break down isolated “silo” structures. Traditional corporate hier-
archies are overlaid by a second information hierarchy that forms itself along the lines of thematic 
leadership rather than organigrams.

The traditional  
media of  
(formal) internal 
communication are:
+++ 	� C ircul ar letters (according to address 

lists; usually via internal mail)
+++ 	 Events
	 (e.g. general employee meetings)
+++ 	 Management newsletters
+++ 	 Employee-supervisor talks
+++ 	 Newsletters/ 
	 employee magazines 
+++ 	 Bulletin  boards

Companies  
should stop  

closing their 
doors to the ad-

vantages of so-
cial network-
ing, which has 

speeded up daily 
routines, taught 

individuals to 
organize them-

selves, granted 
citizens more de-

cision-making 
power and given 
consumers more 

authority. 
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Organisational 
changes 
Which organisational 
changes do you expect 
in the next three to five 
years? (top 3 answers)
1. The boundaries be-
tween employees, part-
ners and customers 
will become blurred 
(35%).
2. Teams will be able 
to organize themselves 
(32%).
3. Decisions will be 
made on the basis of 
data rather than per-
sonal opinions and ex-
periences (32%).
(McKinsey 2011a)

New working methods
78% of those polled  

believed that the  
Internet and new  
technologies will  

lead to new working 
methods in Germany.  

(Dell Intel 2011)

Results instead of 
office hours 

German employees 
would prefer to have 

their work assessed on 
the basis of the qual-

ity of their performance 
(60%) rather than the 

time they spend at the 
office (21%). (ibid.)

The same  
communication 
tools are  
simultaneously 
used for for-
mal and informal 
communication.

It’s important to have unlimited access to communication technologies. 
That’s because unlimited access to videoconferencing, for example, results in a tremendous de-

mocratization of communication. Having a BlackBerry used to be a status symbol, but in our company lap-
tops and the way people use space is not dependent on any hierarchy. Only if we democratize communi-
cation and regard every type of communication as equally valuable and important can we convince our 
employees that the sharing and communication of information is important for the company. 
Frank Kohl-Boas, Lead HR Business Partner D/A/CH, Nordics & BeNeLux, Google Deutschland

Social media as a blueprint  
for the work organization of 

the future

Business impulses are increasingly coming from personal media use. What would 
new internal work structures based on social media principles look like?

In the past, innovations in daily office work were developed by IT specialists and suppliers of of-
fice equipment. Fax machines, computers and e-mail—these innovations all had a certain associa-
tion with the office that for a long time underscored the separation between the work environment 
and private life. At the same time, every new system that was introduced also brought about differ-
ent expectations and patterns of behaviour with regard to processing times, the effort required, and 
various formal aspects. With the advent of social media, communication modes and technologies 
are being transferred from the private sphere to the daily business environment for the first time. 
In the process, they are generating informal momentum. They will be superimposed on preexist-
ing corporate and information hierarchies and will subvert them over time. Social networking will 
speed up formal processes and break through formal boundaries on the basis of specific content. 

Even though users still need to learn how to use social media responsibly, the office will defi-
nitely no longer be a completely separate universe.

Time

Process 

Contact

Use

Focus

Commitment

Handling 

SOCIAL MEDIA PRINCIPLES
Fast

Transparent

Direct

Open

Content-oriented

Social

Simple

The electronic 
media for internal 
communication are: 
 
+++ 	 E-Mails
+++ 	 Wikis
+++ 	 Blogs
+++ 	 The intranet
+++ 	 Online newsletters 
+++ 	 Chat/Web conferences/
	I nstant Messaging/Microblogging
	 (similar to Twitter and Facebook)
+++ 	 V ideo conferences
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Virtual teamwork
64% of the companies 

that were surveyed 
foresee an increase in 

virtual teamwork. 
(Wirtschaftswoche 

2012)

Communicating 
effectively

38% of these compa-
nies believe that effec-

tive virtual communica-
tion is a challenge for 

virtual teamwork. (ibid.)

Time savings
Increased productivity 
with social software
 
Amount of time in  
per cent 
(McKinsey 2012b)

According to McKinsey, 
the implementation of 
social software will en-
able companies to in-
crease their knowledge 
workers’ productivity by 
20 to 25%. 

Communication 
services of the 

knowledge worker
(amount of time in per 

cent). Knowledge work-
ers have to handle a 

multitude of communi-
cative tasks. Average 

time per week spent on 
the following tasks:
+++  28 % writing and 

reading e-mail,
+++  19% search-

ing for and collecting 
information,

+++  14% coordi-
nating work with 

collaborators,  
+++  39% carry-

ing out their core 
responsibilities. 

(McKinsey 2012b)

The top three 
measurable benefits 
of social software are: 
quick access to knowl-
edge (74%), reduction 
of transaction costs 
(58%) and faster ac-
cess to in-house exper-
tise (51%). (McKinsey 
2011a)

Web 2.0 in-house use
In-house project work
(bso 2012)

Feedback from the Ger-
man-speaking com-
panies polled in the 
telephone survey re-
veals a gap in the es-
tablishment of a Web 
2.0-based culture of di-
alogue. While forums, 
wikis and social net-
works are used in one 
out of four companies, 
40% of the companies 
are not active Web 2.0 
users at all.

TIME SAVINGS DUE TO THE USE OF SOCIAL TECHNOLOGIES, 
USING THE EXAMPLE OF AN AVERAGE WORKING WEEK

Writing and reading 
e-mails

Searching for and 
collecting information

Function-specific 
tasks

Internal communication 
and collaboration

Total

Knowledge workers’ 
activities

Time traditionally 
needed

Time saved by use 
of social technology

Productivity 
increase

28% 25–30%7.0–8.0%

19% 30–35%5.5–6.5%

14%   25–35%3.5–5.0%

39%  10–15%4.0–6.0%

100% 20–25%20–25%

Source: McKinsey 2012b Graphic: Trendbüro

Transparent information will become a key 
factor in the knowledge society of tomorrow

Transparent processes, data and facts will prevent redundant work, ensure comparability, and make 
connections more clearly recognisable. The increased need to base decisions on hard facts, figures 
and data has led to a demand for dynamic and transparent processes that use social software to vis-
ualise communication and make it possible to trace projects processes and thus make collabora-
tion more efficient. 

A recent survey conducted by McKinsey found that knowledge workers spend 61% of their 
time on writing e-mails, searching for information and communicating with co-workers, and that 
they can only carry out their core responsibilities in the remaining 39% of their time. In the future, 
access to technical infrastructure, work materials and colleagues will be a given.

 
The duration of processing will become more 

important than where it takes place 

This increasingly flexible work culture and its drive toward efficiency are making the transparency 
of information and performance very important for companies. And companies aiming to achieve 
greater efficiency and transparent information will have to utilize collaborative social media tools 
such as microblogging and activity streams, which label different steps of the work process with 
short chronological messages so that all co-workers and partners can follow the process. Produc-
tivity assessments indicate that socially connected knowledge workers can save up to 25% of their 
time—and spare their nerves. 

“Share and win” is a slogan that is familiar to social network users and seems to have a deeper mean-
ing for companies. 65% of the firms surveyed by McKinsey believe that investments in Web 2.0 
technology will greatly increase in the next three years.

 
Those who share will be the winners of 

tomorrow in terms of knowledge, resources 
and conviction

A good third of all employers in the German speaking region seem to be dealing with similar con-
siderations. The results of a telephone survey of around 600 companies in Germany, Austria and 
Switzerland conducted as part of the NEW WORK ORDER study show that 35.8 per cent of all 
companies are currently gaining experience with Web 2.0 applications and social software for in-
ternal communication and project work. Blogs, forums, activity streams, social networks and com-
pany wikis are being used. The initial experiences have been positive, suggesting that these activi-
ties will be expanded.

companies are currently not taking full 
advantage of the benefits of social software

One company that has seen positive results from working with social software is Deutsche Bank, 
whose IT workers connected via an unofficial platform in order to find joint solutions. An em-
ployee who had developed a solution marked it with a particular hashtag and could then receive 
recognition or suggestions for improvement. One practical aspect was that the author of each idea 
was clearly indicated. The know-how that was shared via microblogging quickly reached about 
2,000 users and subsequently attracted the attention of the company’s decision-makers. With the 
support of the management board, the IT department then launched an official rollout of the pro-
gramme “myDB”, which is now being used by 30,000 employees worldwide, most of them in IT. 
The programme has been a great success. A study has shown that 50% of all the questions asked 
were answered within only 30 minutes.

NEW WORK ORDER 
implies a revolu-
tion in our under-
standing of work 
and our work-
place behaviour.

Social networks

Corporate wikis

Activity streams

Blogs

Forums

Microblogs

No utilization

WEB-2.0 APPLICATIONS
24.5%

26.0%

11.1%

16.6%

29.1%

6.8%

40.3%
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Mr. Adler, what’s the microblogging tool 
“The Wire” all about?
J o ch  e n  Ad  l e r :  In 2010 the microblogging platform 
“The Wire” was introduced in our IT department for 
all employees. It’s an internal platform that is pro-
tected from the outside with a firewall, and it oper-
ates according to the Twitter principle, with two dif-
ferences. First, we have 300 characters available for 
status updates instead of 140, and second, the ques-
tion is not “What are you doing?” but instead “What 
are you working on?” The microblog has now been in-
tegrated into a comprehensive, company-wide social 
software platform and is actively used by 30,000 em-
ployees around the world.

What sort of communication is micro-
blogging used for?
This tool is extremely well suited to improving com-
munication in projects that involve participants in 
multiple locations, especially if they are in differ-
ent time zones and most communication is therefore 
necessarily written. 

So microblogging makes it easier to col-
laborate with others around the world 
via the Internet?
Exactly! In the past, of course, collaborating on some-
thing meant that all the team members were present 
in the same room, if at all possible. Today we work in 
global networks, and it’s not unusual for a team to be 
working together on some task, but with the different 
team members sitting in New York, Singapore, Lon-
don and Frankfurt. The advantages of microblogging 
have to do primarily with its ability to convey “aware-
ness” within the team; the short messages are par-
ticularly well suited for sharing status reports. And 
microblogging provides “real-time” information. It’s 
a big help for team members all over the world if 
they can use the activity stream—the chronologically 
sorted sum of individual information streams—to find 
out what their coworkers are working on at the mo-
ment and what stages have been reached by the dif-
ferent parts of the project.

But is that more efficient than e-mail 
communication?
Yes, without a doubt. To take one example, as a pro-
ject manager I’m supposed to submit a status re-
port concerning deadlines and milestones to man-
agement every Friday. That means a conference call 
takes place with the team every Thursday regarding 
the status of the project. The microblog is more ef-

fective than e-mail in this case. During the work week 
everyone writes in the microblogging tool, and we 
use this information in the activity stream to fill out 
the status report. Our supervisor can then evaluate it 
and give to others. Although that doesn’t replace the 
telephone call one hundred per cent, it does reduce 
a 90-minute conference call to only 15 minutes, be-
cause important information about the status of the 
individual tasks is already known in advance.

Are there ways to measure the success 
of the tool with regard to the quality of 
the help it provides?
Of course. For example, many of our coworkers use 
a certain hashtag whenever the tool leads to a suc-
cessful outcome. If a problem is solved or a question 
is answered through the global network of cowork-
ers, this success can be highlighted with “#wirewin”. 
You can then analyse how often this hashtag is 
used—it’s a gauge of the actual utility of the platform. 
An analysis of the messages in the tool has con-
firmed its practical utility: 50 per cent of all the ques-
tions that were answered were answered within 30 
minutes. So the platform can help to solve problems 
quickly and put us in touch with coworkers who can 
be of assistance in solving a problem.

Theoretically, you could also link some-
thing like a time clock to the tool.
That’s conceivable, but would it be desirable? After 
all, telephone calls, e-mails and other channels are 
viewed primarily as means of communication and not 
as tools for recording work time. The issue of data 
protection and privacy is, in my opinion, the para-
mount challenge for social software at the moment. 
That is especially true for us in Germany.

And what are your arguments for it, as a 
social media enthusiast?
Transparency! On the one hand, that’s entirely in the 
interest of users, who quickly lose track of things 
when they have to deal with conventional e-mail 
chains and their large distribution lists and heaps of 
attachments. But it’s also in keeping with corporate 
culture, because the culture of open feedback that 
has come with social platforms invites everyone to 
take part in discussions and solutions. Closed com-
munications systems like e-mail can never reap the 
full benefit of that effect.

“A passion to perform”. Inspired by this phrase, their corporate motto, several in-house IT 
specialists at Deutsche Bank developed an internal social media communications plat-

form to share project information globally. Two thousand employees quickly began to par-
ticipate, thereby officially getting social media communication off the ground at Deutsche 

Bank. Lead Business Analyst Jochen Adler, who was involved from the very begin-
ning, describes a process of transformation in a strictly regulated environment.

Deutsche Bank— 
A Self-Starting  

Movement

Jochen Adler
Lead Business Analyst, 

Deutsche Bank 

Adler has been work-
ing at Deutsche Bank 
Group since 2007. As 

a business analyst and 
project manager, he is 

involved in the intro-
duction of direct-bank-

ing and branch office 
systems. In addition, 

he also currently acts 
as a coach, and in this 

role he tries to incorpo-
rate methods of innova-
tion and creativity tech-

niques into everyday 
project work. In 2012 

he completed a bach-
elor of science degree 
(B. Sc.) in business in-
formation technology. 
During his studies he 
devoted considerable 
attention to the use of 
social software within 

companies for pur-
poses of collaboration 

and communication.

Not compatible legally 
or technically 

According to German 
regulations regard-

ing health and safety in 
the workplace, it is not 
permissible to collect 
personalised data re-
garding performance. 
Insufficient technical 

convergence also cur-
rently prevents sys-

tems of time recording, 
accounting, invoicing, 
and human resources 

from being directly con-
nected to the social 

platform and its  
activity streams.

Digital Shift
Social networking is democratising  

internal communication. The Corporate struc-
tures of the past are being severely tested

Snapshot
+++	�Europe’s largest telecommunications company, 

with headquarters in Bonn.
+++	�Approximately 236,000 employees in 50 countries
+++	�Turnover in 2011: 58.7 billion euros

Background
Changes in the business environment demand a high 
degree of flexibility and dynamism—the Telekom So-
cial Network (TSN) will henceforth give the 236,000 
employees a better way to stay connected with one an-
other and will serve as the primary social medium at 
the company. The Board of Management has played a 
major role in encouraging the introduction of the TSN. 
The TSN will be a central platform that replaces the 
many individual systems (dialogue platforms) that now 
exist. Social networking is expected to promote the 
strategic reorganisation of information, dialogue and 
collaboration processes.

Objectives
Unbounded:  Collaboration across departments
Cooperative:  Realisation of a cooperative culture and 
open communication
Open:  Improvement of transparency and dismantling 
of the silo mentality

TSN
+++	The Telekom Social Network is a social network 
that combines the features of many social media ap-
plications that are already being used. These include 
wikis, blogs and microblogs.
+++	Employees are given the opportunity to set up a 
three-part profile. The profile relates to the individual’s 
identity, role in the organisation and, for the first time, 
social context. Everyone is free to choose what and 
how much will be shared via the platform. 
+++	In negotiations between the TSN stakeholders,  
a consensus was reached regarding digital identity at 
Telekom.

Basic principles
PROMOTION  of self-organisation in order to achieve 
flexibility and a rapid flow of information. The employ-
ees will be trusted to do this independently.
A CULTURE OF  OPENNESS AND TRANSPARENCY 
makes it possible to communicate openly across de-
partments. Interdepartmental project groups are 
strongly supported.
PRINCIPLE OF  PARTIC IPATION:  All employees are en-
couraged to contribute their knowledge and skills to 
the social network.

Deutsche Telekom 
“Life is for sharing”

Deutsche Telekom aims to give its employees new options for collaboration and 
to provide the Board of Management with a window on the “rank and file”. In 

the open-use Telekom Social Network, social content is now welcome too.

Stephan Grabmeier
Head of Cultural 

Initiatives,  
Deutsche Telekom AG 

 
 By opening 
up internal 

and external chan-
nels of communica-

tion, we generate a 
concrete benefit. We 

work more efficiently, 
more productively and 

with greater motiva-
tion. Our development 

cycles are getting 
shorter, and we’re 

avoiding redundant 
developments.  

We expect this type  
of high-performance 

network to make a 
major contribution to 

business development 
at Deutsche Telekom.

STAKEHOLDERS in the change process for the NEW WORK ORDER

Internal  
communication

Works council

Corporate 
Strategy

Human  
resources

M
aking use of the new culture of dialogue for a customer-driven business means start-
ing from deep inside—or, as the case may be, from the very top. And that usually 
means: from the very beginning. This is because in the networked economy efficient 
communication channels run neither along an organisational chart nor solely inside 

or outside of an organisation. Instead, the channels form a network and diffuse throughout the en-
tire organism. Companies that have understood this will not have any problems surviving in the 
networked economy.
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What motivated you to introduce a social 
network?
Martina G irkens:  As an automotive parts supplier, 
Continental operates in a very competitive environment. 
To stay competitive in this sector, Continental is contin-
ually optimising efficiency through lean management. 
Over time, though, we’ve come to the realisation that 
ever leaner and faster processes leave less and less 
room for flexibility. Now our main interest is to dramati-
cally increase our flexibility to the previous level by get-
ting our employees better integrated into the company 
and more involved.

How does better integration of the staff 
improve flexibility?
We want to become more agile by letting our employ-
ees have a say, getting them involved in decision-mak-
ing and creating opportunities for feedback. I regard the 
project as a sign of a cultural shift that’s being driven 
by information technology. In the social network “Con-
Next”, employees can indicate in their profiles what 
they can do and what they want. We’re hoping to en-
courage the development of leaders in certain fields.

What about interdepartmental 
collaboration?
We’ve already seen quite a lot of that in our day-to-day 
work. This approach implies that employees will estab-
lish contacts and take part in activities outside the hi-
erarchy and beyond the boundaries of their own teams. 
We aren’t enforcing any rules with regard to how em-
ployees organise their time if they don’t work in their 
own department 100 percent of the time. We consider it 
natural to get involved in things outside of your own de-

partment. And from now on we want to provide incen-
tives for employees to share their knowledge in the net-
work and participate in the discussion. Of course, this 
presupposes the appropriate understanding and behav-
iour on the part of the managers involved.

Does the network replace conventionally 
organised work?
We regard our networks at Continental as a supple-
ment and rather like an electronic form of the office 
grapevine. At the same time, we need the hierarchy in 
the company, because it provides orientation and the 
sense of belonging to a team. Our networks create very 
positive patterns of behaviour among our employees. 
Coworkers motivate one another and provide mutual 
support. That’s important for creating a feeling of con-
nectedness with the company at the global level. Em-
ployees now share knowledge more efficiently, because 
they can see what’s already known. It wasn’t possible to 
share knowledge in this way before “ConNext”.

How has communication changed as a 
result?
More than anything else, I see big changes in the way 
information is acquired. The image of the boss hand-
ing out information is definitely obsolete; we’re moving 
from a “push” to a “pull” system of getting information. 
The information is no longer pushed to the employee; 
the employee can select what he or she considers im-
portant. But despite all the potential offered by “Con-
Next”, the business cannot, should not, and will not be 
run entirely without any direct contact. After all, some 
things are simply best discussed face to face.

Continental
Network Mentality

At the beginning of the year, the automotive parts supplier put the “ConNext” social net-
work online with the aim of improving connectedness among the approximately 167,000 
employees. Trendbüro discussed the background and results of the project with Martina 
Girkens, who oversaw the effort as Head of Corporate Functions IT at Continental AG.Martina Girkens

Head of Corporate Func-
tions IT, Continental AG

After studying com-
puter science and eco-

nomics, Martina Girk-
ens worked for several 

IT manufacturers in 
the fields of software, 

translation/market-
ing and outsourcing. 

From 1995 to 2007 she 
worked for Siemens IT 
in Germany and Singa-
pore. Since 2008 Mar-
tina Girkens has been 
CIO Corporate Func-

tions in the corporate 
IT department of Conti-

nental AG in Hanover. 

In addition to the need for a reasonable medium with which to communicate and share knowledge 
in a transparent way, there are other reasons for the introduction of social software. For example, 
insufficient flexibility as a result of lean management is one reason that motivated the introduction 
of a social platform at the automotive supplier Continental. To increase the competitiveness of the 
Continental group, personnel structures were streamlined and processes accelerated through lean 
management. However, the cuts in management staff also led to a decrease in flexibility. At the be-
ginning of the year, the social software “ConNext” began interconnecting departments and em-
ployee functions, creating more room to manoeuvre.

IBM is likewise aiming for a more flexible form of organisation and more efficiency in human re-
sources costs. To achieve these goals, the company is pursuing a very radical approach. In this case 
too, it is hoped that introducing social software will maintain the loyalty of their skilled workers 
and make it possible to deploy them in line with their capacities. IBM is planning to externalise a 
large portion of its workforce (the newspaper Handelsblatt refers to 8,000 of the 20,000 employ-
ees in Germany) and hire them for individual projects as needed. A virtual talent cloud will be set 
up to act as a human resources pool that combines internal, externalised and third-party specialists. 

Marketing personal abilities and receiving 
positive feedback from reference projects 

improves Reputations in the talent cloud

This global human resources pool will be accessed according to an auction system. A core team re-
maining at the company will purchase the appropriate specialists for its project work through a bid-
ding process. Straight-line employment histories and lifelong jobs are already becoming obsolete. 
Flexible knowledge workers, must therefore respond by continually optimising their professional 
expertise and profiles in order to enhance their appeal to employers across departmental and corpo-
rate boundaries. Technical infrastructure is the heart of the fluid organisations that are now com-
monly seen at small and medium-sized companies and are now being set up at IBM. Only with this 
kind of infrastructure is it possible to manage the relationships between core organisations and ex-
ternal project workers. But social networks help to connect people with one another efficiently in 
more closed organisational structures as well. Internal company social networks already top the list 
of Web 2.0 tools that companies are planning to use in the future (bso 2012). 

Potential not yet 
exhausted 

72 % of the companies 
surveyed by the McKin-
sey Global Institute use 
social technologies, but 

only a few are able to 
enjoy anything like  

their full benefit.  
(McKinsey 2012b)

Organisations have to change their structures, processes and culture.
To enjoy all the benefits of social technologies, companies must begin to change their organisa-

tions, structures, processes and culture. They have to become more open, they have to have flat hierarchies, 
and they have to create a culture of trust. Ultimately, the effects of social technologies depend on the extent 
to which staff members unconditionally and enthusiastically participate in them and help shape them. They  
should have no scruples about sharing their ideas, and they should expect that their contributions will be  
appreciated. So the actual challenge is not introducing the technology but creating the right conditions for it.
Dr. Jacques Bughin, Director, McKinsey & Company, Brussels

Obsolete knowledge
40% of the department 
heads at the large com-
panies surveyed report 
that the knowledge re-
quired for their core ac-
tivity is becoming obso-
lete faster and faster. 
(Hays 2011)

Hiring external 
workers
20% of the compa-
nies with project teams 
staffed solely with in-
ternal employees are 
planning to strengthen 
these teams by adding 
external workers. (ibid.)

Heterogeneous teams 
Almost 60% believe 
that mixed teams in-
crease their productiv-
ity and capacity for in-
novation as a result of 
the knowledge transfer 
between internal and 
external workers. (ibid.)

WHICH TOOLS SHOULD BE USED 
IN FUTURE (COMPLEMENTARILY)?

Companies that already utilise 
Web 2.0 applications

Forums

Blogs

Microblogs

Social networks

Activity streams

Corporate wikis

3.4%

5.7%

5.7%

23.0%

2.3%

8.0%

1.9%

2.8%

1.9%

12.3%

0.9%

9.4%

Companies that have not yet 
utilized Web 2.0 applications

Web 2.0 used internally
Social networks are 
gaining ground

Companies that al-
ready use Web 2.0 
tools are more likely 
to make increased use 
of such tools in the fu-
ture. 12.3% of the com-
panies that do not yet 
use any Web 2.0 appli-
cations intend to intro-
duce a social network 
in the future. 
(bso 2012)
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In one sense, yes 
Because organisations are flexible.  They adapt 
their structures and forms of communication to new 
conditions. For logical reasons, they don’t do this im-
mediately and directly. They often do it too late, insuffi-
ciently, and definitely not always successfully. However, 
it’s safe to assume that organisations take advantage 
of the efficiency gains that can be achieved with so-
cial media. They will be flexible because they know it 
allows them to improve. At the same time, it’s not de-
sirable per se for an organisation to broadly use com-
munication platforms free of hierarchies. Instead, such 
platforms should only be employed if they improve the 
organisation’s ability to achieve its goals.

In another sense, no
Because organisations are r ig id  structures. 
It would therefore be naïve to think that social media 
can make the fundamental pillars of the organisational 
process disappear. Organisations are social systems 
that impose their social mechanisms on social media 
as well. An organisation relies on targeted rationality 
in order to achieve certain goals more effectively and 
rule out others. Only suitable means are applied, and 
rankings and hierarchies are used to reduce communi-
cation in a targeted manner that ensures that not eve-
ryone can simply communicate with everyone else. Or-
ganisations structure their activities in accordance with 
a division of labour so as to enable people to focus on 
the task at hand. In other words, not everyone needs to 
know everything. The members of an organisation have 
different types of power resources and possess dif-
ferent kinds of knowledge, which they use to promote 
their own interests and those of the organisation. Fi-
nally, organisations have formal and informal mecha-
nisms that “punish” deviations from desired behaviour 
and thus help the system to survive.

Organisations are 
complex systems
The organisation system supersedes social 
media .  Even when an organisation makes use of so-
cial media formats for reasons of efficiency or legiti-
macy, that organisation remains the dominant principle 
of order. The constellations of power and interest that 
determine the micro-political interaction between the 

members of an organisation are not per se eliminated 
by social media. 

Social media  
demands minimal 
organisation
Whether or not social  media  lead to more or 
less autonomy for an organisation’s  members 
is determined by the paradigm that the organisation 
is grounded in. Is it looking to achieve the supposedly 
better “total organisation”, or is it on its way to becom-
ing a minimal organisation with as few rigid units as 
necessary and as much freedom as is possible and 
manageable?
We believe that minimal organisation meets the needs 
of skilled employees, makes it possible to address 
more complex problems and increases a company’s 
adaptability. If these three factors are important for a 
company’s success, its executives will do everything 
they can to make social media an enabler on the path 
to minimal organisation.

The potential of the 
new transparency
Non-transparency is  a  source of  power.  Ac-
cordingly, transparency is helpful if you’re trying to 
bring constraints and arguments into the open. The 
philosopher Jürgen Habermas talks about the “uncon-
strained constraint of the better argument”, which in its 
pure form will never exist in an organisation because 
every member of the organisation can only define “the 
best” from his or her own perspective. There is no in-
tersubjectivity in an organisation. It finds its direction 
through micro-political interests. Today the best ar-
gument doesn’t always win; instead, the winner is the 
person who has the best resources, the most people 
dependent on him or her and the most power. A trans-
parent formation of opinions can counteract this and 
generate a high degree of involvement in common is-
sues. This will not eliminate the existing power struc-
tures, but it can challenge them. More importantly, 
however, it will lead to greater satisfaction and pro-
ductivity, as employees will be more motivated in their 
work because it (finally) makes sense to them.

Some questions for Metaplan’s  
organisational consultants 

 Can social media  
change business 
organisations?

E-mails reduce response times, smartphones enable mobile Internet access, but so-
cial media results in more than just faster reactions or the decoupling of time and space. 
That’s because they also stand for flat hierarchies, freely accessible information, the net-

working of common interests and the priority of better arguments in a dialogue free of hi-
erarchies. A lot of this may be true in the private realm or explain the dynamics of mod-

ern social movements—but can the same things be said for an organisation?

Judith Badel
Discursive Organisational 

Consultant, Metaplan 

Prior to joining Meta-
plan, Badel was a con-

sultant and Deputy 
Managing Director at 
a medium-sized con-

sulting firm. She stud-
ied sociology, psychol-

ogy, and social and 
economic history at the 
University of Hamburg 

and the Harburg Uni-
versity of Technology. 
Badel’s work focuses 

on analyses and as-
sessments of systems 
theory. She is also in-

terested in the relation-
ship between language 
and power, and the im-

pact of Web 2.0.

Dr. Kai Matthiesen
Managing Partner, 

Metaplan

Before Kai Matthiesen 
joined Metaplan, he 

served as Managing Di-
rector of Altavista Ger-
many. Prior to that, he 

worked as a consultant 
at Booz Allen Hamilton 

and then held several 
management positions 

in family-owned com-
panies and at Bertels-
mann AG. Matthiesen 
studied business ad-

ministration and philos-
ophy at the University 

of Passau and received 
a Ph.D. in business  

ethics from the  
University of St. Gallen.

T
he march-in-step nature of the industrial economy doesn’t work in the knowledge so-
ciety in either a structural or a cultural sense. The simultaneous performance of prede-
fined standard activities comes from the industrial culture. The co-creation principle, 
which is based on the social media concept, relies on a coalition of individuals who are 

willing to cooperate. Common values are the foundation of common value creation. The impulses 
from social media will allow us to communicate with each other more openly, democratically and 
collegially. This will change the nature of cooperation and therefore the culture of a company and 
leads to the question of which new premises organisations wish to standardise in their cultures.

What connection do you see between enter-
prise 2.0 and the new work order? 
d r .  a l e x a n d e r  r i cht   e r :  Enterprise 2.0 only refers 
to the use of social software in a company in order to 
support cooperation, knowledge management and com-
munication. Just as companies generally have to rein-
vent themselves over and over again and thus change 
their culture throughout the years, the new type of com-
munication modelled on Web 2.0 will also influence a 
company’s culture over the long term. That’s because 
it’s more transparent, more open and in some cases 
more authentic.

How does social software affect a compa-
ny’s organisation?
The most important aspects associated with the use of 
social software are awareness, transparency and par-
ticipation. These aspects are now creating what more 
or less amounts to a parallel world at many companies. 
There is a bottom-up information hierarchy that exists 
alongside the traditional organisational hierarchy.

How are companies approaching the transi-
tion to enterprise 2.0?
There are two ways for a company to move toward En-
terprise 2.0. Either they enter an exploration phase that 
usually originates with the employees, or the transfor-
mation occurs through a promotion phase that comes 
from the executive level. I’ve noticed a type of “second 
wave” in the use of social software at many companies 
over the last year and a half. Following the first phase of 
what in some cases was uncontrolled exploration of the 
potential of such software, many companies now want 
to centrally introduce it, manage it and use it throughout 
the organisation. However, they are still confronted with 
the fact that these new communication tools are open 
by nature. The companies should therefore help their 
employees understand and use these instruments.

Dr. Alexander Richter
a culture of dialogue

Trendbüro spoke with Dr. Alexander Richter about the introduction  
and utilisation of social software in a business context and the role such  

software will play in the creation of a NEW WORK ORDER.

Stephan Grabmeier
Head of Cultural  

Initiatives,  
Deutsche Telekom AG

 
We already 
react much 

better in dialogue with 
customers than we 

do with our own col-
leagues. The insides of 
large organisations are 

still all about power, 
status and spheres of 

influence—and often 
about everything  

but substance.

Dr. Alexander Richter 
Head of Social Business 
in the Cooperation Sys-
tems research group at 
Bundeswehr University 
Munich

Since 2006 Richter has 
been monitoring, with 
great interest, the intro-
duction of social soft-
ware at many compa-
nies. He has assisted 
Allianz, Bosch, EADS, 
Siemens and other Ger-
man firms with the se-
lection, introduction 
and evaluation of  
social software.

Standardised

Permanent

Specialised

Stipulated

Exclusive

Top-down 

INDUSTRIAL ECONOMY NETWORKED ECONOMY

Project-related

Flexible

Interdisciplinary

Self-selected

Proactive

Participative

WORK METHODS

BELONGING 

TEAM MIX

JOB DEFINITION

KNOWLEDGE TRANSFER

CULTURE
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Shared values  
are the basis 

There’s little consen-
sus regarding values
On average, more than 
one-third (36%) of the 
employees surveyed 
did not identify them-
selves with their com-
pany’s values. Manag-
ers identify themselves 
with the values more 
frequently than employ-
ees. The rate of identi-
fication is lowest in the 
financial sector. 
 (ServiceValue 2011)

Snapshot
+++  �Europe’s largest IT cooperative with over 2,800 

partners
+++  �Founded in 1991
+++  �150 employees work at two locations (D + UK)

Objectives
RADICAL:  Radical self-organisation and smart 
cooperation
EFFIC IENT:  Eliminate inefficient chains of command and 
curtail the impact of special interests
HONEST:  Create a stronger culture of open and honest 
dialogue

LIQUID FEEDBACK
The LiquidFeedback software tool is the result of an in-
dependent open source project. It became generally 
known in Germany through its use by the Pirate Party. 
The program aims to create a constructive process of 
collective decision-making. Every employee can sub-
mit suggestions for initiatives, which the staff then col-
lectively vote on. Pseudonyms ensure the anonymity 
of the users and enable them to hold frank and honest 
discussions.

Results
Collective:  The LQFB tool tests the employee reaction 
to topics that could be acceptable to the majority of the 
people at the company
Partic ipatory:  Direct involvement in decision-making 
instead of indirect representation of interests
INTEGRATIVE:  The employees identify themselves 
strongly with the company and its objectives

Codetermination
With the help of the LQFB tool, Synaxon is implement-
ing a direct system of employee codetermination. The 
will of the majority of the employees has to be respected; 
the Board of Management only has the right to veto in-
itiatives that would damage the company. One of the 
successful initiatives involved improving the employ-
ees’ protection against dismissal during their probation-
ary period.

STAKEHOLDERS in the change process for the NEW WORK ORDER

Internal  
communications

Corporate 
Strategy

Employees

SYNAXON
consensus as a corrective 

Synaxon is implementing the liquid democracy principle within the company. In 2012 Syn-
axon introduced the LiquidFeedback (LQFB) tool for participatory decision-making. The 
Board of Management must implement decisions made by the majority of the workforce. 

V
alues create connections. In his book Tribes: We Need You to Lead Us, marketing whiz 
Seth Godin describes how ideas and topic leaders attract followers who all have the 
same goal. The introduction of social software in businesses is causing this Web 2.0 dy-
namism to find its way into companies as well. Tribes form irrespective of existing hier-

archies. The strategy of accommodating employees by letting them vote on the corporate values in 
surveys and tables of values only scratches the PR surface.

In fact, a company’s innovation potential is primarily shaped by its corporate culture, which is lived 
intuitively. This culture can now be visibly depicted. The process of social collaboration lets every-
one see the key content, shared values and proactive commitment found in a company. 
Because social collaboration enables employees to understand decisions, it serves as a discursive 
leadership tool. At the IT company Synaxon, social software for participatory decision-making 
has been a useful means of eliminating inefficient chains of command and curtailing the impact 
of special interests. Encouraged by the success of the corporate wiki introduced in late 2006, Syn-
axon wished to promote an even more open dialogue. The suggestions for improvement on the 

Identification with corporate values  
is a precondition  

for self-organisation

Does the company’s radical system of self-
organisation actually work?
F r a n k  R o e b e r s :  We introduced the tool early this year, 
and we can already say that it’s been a great success. I’m 
always surprised by how responsibly the employees use 
the tool. It shows that all of the employees have an ex-
tremely good understanding of the company’s interests. 
The company is much better able to organise itself then 
we originally thought.

Do you need to have managers any more?
That’s an intriguing question. Actually, we’re surprised 
at how little our management work has changed. In fact, 
managers are still clearly needed. But I think there’s a 
strong trend towards consensual and informal leader-
ship. However, you have to lead from a natural sense of 
authority, which means that you can no longer just rely on 
your position’s title. The trend towards codetermination 
will get even stronger in the future, causing major diffi-
culties for people who resist this development. Whereas 
strong leaders benefit from such transparent systems, 
less capable ones tend to be put under pressure. The tool 
provides us with participatory opportunities and improves 
feedback, giving managers ideas that they can effectively 
use in their daily work. 

But to achieve that, don’t you have to 
change the corporate culture first?
You’re right. We also wanted to help bring about a cul-
tural transformation when we introduced the company 
wiki in 2006. However, I’ve often seen that companies 
would have liked to introduce a certain tool but were 
afraid of the associated cultural changes. But you can be 
certain that you can’t have one without the other. When-
ever you introduce a new tool but retain the old culture,  

the platform will never be able to take on a life of its own. 
Instead of taking bits from both worlds, as it were, you 
have to decide in favour of one or the other. I think that 
the pressure companies face in this regard will increase 
considerably in the future.

Why is that?
Because this issue will greatly affect the attractiveness of 
employers in the future. Young people are already select-
ing employers on the basis of their corporate and com-
munications culture. I therefore think we’ve only taken 
the first step, and that there will soon be other companies 
who will organise themselves as we do. 

Do you think that such a tool could also be 
used in companies with 100,000 employees?
I think that the larger size of an organisation tends to 
have a beneficial rather than a detrimental effect on par-
ticipatory codetermination. After all, the Pirate Party uses 
the tool despite having 35,000 active users. Big organi-
sations are afraid that the system will plunge them into 
chaos. But I’m sure the system would work if they only 
dared to take such a step.

A wiki in 2006 and LQFB in 2012—what can we 
expect of Synaxon in 2018?
I don’t have any new ideas at the moment. But that’s not 
surprising, since I didn’t predict the previous develop-
ments either. It’s important, however, that you be open 
to change—and the results of the previous two decisions 
have certainly proven that I’m right.

Frank Roebers 
Self-organisation

Trendbüro talked to the Board of Management Chairman of Synaxon AG, Frank  
Roebers, about the cultural revolution that was triggered by the tool’s introduction and asked 

him how a company that is committed to a radical system of self-organisation operates.

Valve
Completely self-man-
aged: Valve doesn’t 
have any executives

The U.S. video game 
development firm Valve 
(founded in 1996) is 
implementing the liq-
uid leadership principle 
and operates without 
any permanent exec-
utives. The employ-
ees can distribute all 
of their work time as 
they like and decide for 
themselves what they 
will work on and how. 
This approach works 
because Valve believes 
that employees who 
are intrinsically moti-
vated are the key to  
its success.

Frank Roebers
Chairman of the  
Board of Management, 
Synaxon AG

Roebers studied law 
and has been on the 
Synaxon Board of Man-
agement since 1999. 
He is responsible for 
the company’s organi-
sational and strategic 
development as well as 
for corporate commu-
nications. Roebers also 
lectures on business in-
formatics at Bielefeld 
College.

We don’t 
have a 

works council because 
the employees don’t 

want one. LQFB helps 
us implement a direct 

system of employee 
codetermination.  
According to our  
staff, this makes  

traditional employee  
representation  

systems superfluous.

Frank Roebers
Chairman of the Board of 

Management, Synaxon AG
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What do the  
changes mean for  

the employees? 

Social network-
ing, is charac-
terised by trans-
parent contents, 
dynamic inter-
linking and ex-
pressions of ap-
preciation for 
employees. This 
creates poten-
tial for compa-
nies to bind re-
sources, retain 
knowledge within 
the system and 
succeed in global 
competition.

More communica-
tion, more need for 
coordination
87% of the knowledge 
workers surveyed ad-
mit that in their com-
panies the need to 
communicate and co-
ordinate is increasing. 
(Hays 2011) 

Accessibility 
As early as 2011,  

88% of employees were 
accessible by mobile 
phone or e-mail out-

side of normal working 
hours.(Bitkom 2011)

Freedom of choice 
72% of employees want 

to have the freedom to 
choose how they per-

form their work.  
(Dell Intel 2011)

More work, more time 
required 
In 2011 every eighth 
full-time employee 
(13%) admitted to work-
ing more than 48 hours 
per week as a rule.
(Destatis 2012) 

Prof. Norbert Bolz 
Media philosopher,  

Berlin Technical 
University  

 
 Values are 
super-con-

nectors within net-
works. Tables of val-

ues have been done 
away with and re-

placed by dynamic 
value spaces. Values 

are no longer  
dictated, but arise  

in the form of  
network effects.

N
ot all employees are able to easily come to terms with a more flexible working world. 
Some have difficulty due to their personal disposition, many others due to their work-
place social skills and some because of their work environments. But the trend for 
knowledge workers is to take more personal responsibility, so it’s important to carefully 

assess whether the impediments are due to personality, training, informal acquisition or external 
influences. In 2009 the Fraunhofer Institut für Arbeitswirtschaft und Organisation, or IAO (insti-
tute for work management and organisation) was already speaking of the inevitable change in cor-
porate culture through self organisation.

Self-management will be a lifelong 
responsibility for modern knowledge workers

Today we already work in ways that are more interdepartmental and less bound by location and 
time. The blending of work and leisure time will be a central theme of managing everyday life. 
Thanks to global networking and the proliferation of laptops, smartphones and networks, work 
will be less dependent on time and place, so it will become a factor in our private and mobile envi-
ronments. Every “lifelong entrepreneur” will have to constantly negotiate with the people he or she 
has a relationship with about how time will be used. Global networking requires time to be man-
aged in a way that is tailored to partnerships and oriented to results based on performance. Trust-
ing employees to take personal responsibility and trusting their ability to organise themselves ef-
fectively will replace regular time-tracking over the long term—as it has done at Microsoft, for 
example.

Where boundaries are eliminated, Positions 
have to be renegotiated

While a spearhead of knowledge workers greet the changes with open arms, many employees are 
now developing new ways to defend themselves in order to prevent their work from invading their 
private lives. Anxiety about losing control increases the longing for what is simple and familiar. The 
classic job application CV will become outdated, yet at the same time it will be a representation of 
the desire for security and continuity. The increase in the burnout phenomenon is one example of 
the negative aspects of the changes in the working world. Self-employed workers already suffer dis-
proportionately from the stress of personal responsibility and the lack of boundaries. The “work-
style” determines the lifestyle. We have to continuously renegotiate our position with ourselves.

Employee codetermination and a culture of trust:  
We are cooperating very closely with a working group we created on the works council. We’re do-

ing this to help boost transparency. The members of our works council understand that our ConNext social 
network is not about control or spying but about improving employee participation. 
 
Martina Girkens, Head of Corporate Functions IT, Continental AG

Not every employee is open to the idea of a highly flexible, individualised 
working world with a lot of autonomy in terms of time. Today there are many peo-

ple who are completely overwhelmed by this situation. They would prefer to work under an old-style man-
agement that has strict guidelines. This creates a situation in which the desires of employees and the new 
style of the management are not easily reconciled. The idea of allways beeing free and flexible doesn't ap-
peal to every employee. A person’s physical, emotional and energy resources are limited. An individual 
can’t be forced to behave like an organisation or a market.
Sonja Matthiesen, owner, bufc BERUF UND FAMILIE CONSULTING [career and family consulting]

open dialogue platform clearly demonstrate the employees’ entrepreneurial thinking and high 
level of identification with the company. The employees prefer the open dialogue on the Liquid-
Feedback (LQFB) platform to the traditional system of employee representation. However, the 
tool does not replace traditional management work, even though our interview partner, Frank  
Roebers, has to obey the vote of a majority of the employees in his role as Board Management 
Chairman of Synaxon AG. Roebers has also observed a strong trend towards consensual and in-
formal leadership. Whereas the system can benefit skilled managers, it will tend to put less capable 
ones under pressure.

Increased participation and consensual 
leadership

Companies are, of course, not immune to people’s increasingly strong desire to shape opinion and 
participate in decision-making. Organisations will need to take this development into account. In 
addition, complex interdependencies and interdepartmental project work are requiring companies 
to intensify the dialogue, information and coordination processes within their organisations. To-
gether with the ubiquitous transparency of information, these changes imply a new kind of lead-
ership. Authoritarian top-down commands are a thing of the past. Instead, managers have to ac-
commodate employee needs, explain decisions and relationships and comment on performance. 
Communicating on an equal footing and frequent feedback are particularly important criteria for 
improving self-assessments and digital natives’ identification with their companies. This necessi-
tates a consensual and informal system of leadership in which employees can jointly look for solu-
tions according to clear criteria and each individual has to take on more responsibility.

Social platforms for knowledge and dialogue 
reflect society’s desire to shape opinion and 

take part in decision-making

The new transparency in communication and collaboration will severely test existing corporate 
structures and positions of power. Participants are known and clearly associated with their contri-
butions. People who keep their knowledge to themselves behave in an antisocial manner and are 
conspicuous due to their lack of involvement. In contrast, people who share their knowledge and 
help others are recognised and distinguish themselves as experts. Those who seek recognition and 
want to market their skills need to share their knowledge. Although the versatile dialogue platform 
will make internal communications more informal, it will also depict them in a more differentiated 
way, increase people’s identification with the project team or company, and help retain knowledge 
within the system. Like all of the other previous uses of social media, this one is the result of a new 
mode of interaction. This “share & win” approach leads to a new type of socialisation at work. Ide-
ally, it will teach a new approach to leadership and distribute responsibilities more broadly.

The answer: they will communicate more, think more freely, take more personal re-
sponsibility for their work and have more control over organising their time.
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T
he employees who can’t wait for the next generation to make changes in communications 
will have to use the traditional hierarchical mechanisms that are still in place today. The 
ideas won’t just happen by themselves. It requires a clear commitment from management 
standing united behind the process of change, guiding its progress through their own in-

itiative and acting as role models. Company leadership must first get to know the advantages of us-
ing social media before it can provide its employees with the necessary orientation and structures for 
increased self-organisation. Active measures can help to relieve anxieties and overcome prejudices. 
Continental, for example, has four hundred “guides” to teach employees about the new media. An-
other solution is to have “digital natives”—younger employees who have grown up in the digital 
age—teach older colleagues. This task doesn’t require technical expertise, only an understanding of 
the logic behind networking.

It is typical of the structural change that 
older employees learn from their younger 

colleagues

In order to interact with the open-use software properly, employees must observe the “rules of the 
game”, learn how to communicate responsibly and know what may not be communicated in order 
to protect the company and its workers. Social media guidelines also provide orientation regarding 
moral and ethical principles. An ability to learn and adapt, coupled with intuitive software appli-
cations will automatically generate an urge to interact with the new social communications tools. 
This dynamic will provide long-term support for the process of change.

Collaborative self-organisation will require 
acceptable ground rules  

and transparent performance criteria
 
The idea of a holistic New Work Order is still in its infancy. There are still major hurdles to 
overcome as companies implement change processes. The social skills required in a large organisa-
tion are learned over years; i.e. in a tactical power game communication can either be encouraged 
or suppressed. These learned behaviours are counterproductive in a social community, but they 
are difficult to set aside after years of practice in the course of a career. The workplace social skills 
learned by employees are a very important factor in the success of the required consensual leader-
ship. Employees must boldly free themselves from confining top-down structures in order to share 
their knowledge more openly. The desired self-organisation of teams requires the management to 
provide clear frameworks, transparent briefings and the needed resources. The project group will 
then learn to organise itself and its work. Like a responsible parent, management will help employ-
ees to identify their capabilities and improve their performance.

Hierarchies and networks:  
The informal network makes it easier for employees to take an active part beyond their job struc-

tures. It also creates new possibilities for them to get involved and can even create new jobs. Parallel to 
this, we also need the hierarchy of the company, because it provides a sense of orientation and a feeling of 
belonging to a team. 
Martina Girkens, Head of Corporate Functions IT, Continental AG

V
arious interests will influence the way our workplaces are designed in the future. Con-
trolling departments will examine locations on the basis of market and manpower vol-
umes. Real estate and facility management divisions will put more cost pressure on fa-
cilities and adjust space requirements to the mobility needs of employees. This means 

office spaces and functions will have to be redefined. Internal communication units will try to cre-
ate more possibilities for cooperation and informal encounters. Human resources departments will 
try to make the workplace more attractive to digital natives and reduce generational conflicts. Cor-
porate strategy departments will attempt to make company identity a tangible experience inter-
nally and externally in a manner similar to the approach used with flagship stores. This means of-
fices will need to offer more aesthetic and functional incentives that promote communication and 
concentration. That’s because networked employees will be able to select their workplaces flexibly 
to ensure that they correspond to their personal needs and those of their teams.

Resources and spaces are increasingly under 
pressure to adapt

Sabine Heiss, Real Estate Portfolio Manager Central & Eastern Europe at Microsoft, must manage 
spaces and equipment in various branch offices in a way that is profitable and ensures employee sat-
isfaction. A transparent relationship between revenue development and space requirements should 
ensure fairness, ambition and comparability. Workplace design at Microsoft is not about rank, po-
sition or title; the only important things are the job function and the mobility level and commu-
nication requirements that result from it, as well as revenue development at the branch office in 
question. An interesting aspect here is that Microsoft is redefining the nature of representative of-
fices through this approach. Whereas office size used to be a status symbol that reflected the em-
ployee’s position in the hierarchy, Microsoft now allocates office size on the basis of performance. 
Other companies are completely doing away with status as a consideration in workplace design and 
instead employing a system of open-plan offices for everyone. Whereas every employee at Google 
has his or her own desk, Credit Suisse now has a “clean desk” policy at its new facility in southern  
Zurich. As the manager of around 80 buildings in the Zurich region alone, the bank’s Real Estate 
division intended to enable new facilities to be used more flexibly in the future. 

Non-territoriality does, however, harbour a great risk of alienation. Compensating for this 
risk not only generates additional costs for office space design but also requires extensive measures 
for forming new teams. In German culture, personal occupancy of a location is an important sym-
bol of identification, even if it only represents one’s immediate microcosm. Moreover, those who 

We have a principle in place that says revenue drives headcount and head-
count drives space. The work environment will be evaluated purely on the basis of the  

requirements associated with employee functions (not positions), and in line with business objectives.  
Locations where more revenue is generated will be given more workers and the space for accommodating 
them—at least to the extent that the workers’ mobility requires it. For example, a consultant has a mobility 
level of 1:5, which means that each one has to share his or her workstation with five other consultants.  
A general manager has a mobility degree of 1:2.  
Sabine G. Heiss, Real Estate Portfolio Manager Central & Eastern Europe, Microsoft Deutschland

New uses, less space: 
Nearly 60% of the rep-

resentatives of major 
companies surveyed 
expect to see future 

working setups to re-
sult in a reduced need 

for office space.  
(Regus 2011) 

Non-territorial forms 
of work are a minortiy
In 5.6% of companies 
with at least ten em-
ployees is an average 
of 30% of the workforce 
non-territorial. 
(bso 2012)

Desk sharing is the 
exception
An average of only 1.2% 
of the workforce in 
companies with more 
than ten employees 
have no workstation 
specifically assigned to 
them. (ibid.)

German 
perception: The 
German word 
Arbeitsplatz can 
either mean a 
job or a physi-
cal workstation. 
Other languages 
distinguish be-
tween the ac-
tivity and the 
territory.

With Organisations beeing Changed by social Net- 
working the concpt of an office will also change

“The readiness to 
accept social me-
dia isn’t limited 
by age or techni-
cal interest.”

Stephan Grabmeier
Head of Cultural 
Initiatives, Deutsche 
Telekom AG

The private use of  
Facebook, Xing etc. 
during work is frowned 
upon by the majority 
of companies. At three 
fourths of the compa-
nies surveyed it is offi-
cially prohibited. (bso 
2012) 

Internal Web 2.0 is still 
in the first stages

In a way that is simi-
lar to the use of social 
platforms for external 

communications, the 
use of Web 2.0 appli-

cations and social soft-
ware for internal com-

munications is still in 
the preliminary stages.

Nevertheless, 35.8%  
of all companies are 

already using individ-
ual tools for their inter-

nal communications.
(bso 2012)

An overwhelming ma-
jority of employers 

specifically encourage 
individual initiative and 
the informal sharing of 

information between 
employees.

Efficient communica-
tion often has prior-

ity over organisational 
structures and  

hierarchies. (ibid.).

On the way to the New Work Order both conservative 
and consensual leadership is needed.

Actively encourage and  
promote participation Offices in 

Transition
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must give up their individual office or desk are very likely view this as a personal downgrading.  
Jürgen Sauerwald, Director of Human Resources and Social Issues at the pioneering non-territo-
rial company B.Braun in Melsungen, therefore thinks it’s important that employees should not feel 
they are being forced to look for a new place for themselves every morning. 

How can flexibility be increased  
without sacrificing loyalty?

The consensus that the discussions about territorial versus non-territorial approaches are likely to 
reach is that the goal is a flexible workplace organisation characterised by a formal as well as an in-
formal exchange of information and transparent collaboration. The current trend of eliminating 
individual offices is a first step toward achieving this goal. Employees can use specially designed 
communication and concentration zones in line with the situation at hand and move freely within 
office buildings. Employees working in an open-plan office who wish to concentrate will go to a 
special room; those who want to talk will move to a location designed for this purpose in order not 
to disturb others. This simple behavioural logic will result in greater individual mobility and more 
flexible work habits in the long term. However, the individual mobility that is encouraged will lead 
to benefits above and beyond more flexible work habits. Frequent changes of environment can also 
emotionally stimulate employees as they do their work. The influence of the office environment on 

Homezones  function as bases for teams and 
serve as fixed points in an otherwise non-terri-
torial office.
Think tanks  are rooms for thinking or confi-
dential discussions separated from the open-
plan offices, thereby allowing employees to  
retreat from the “public realm”. 
Stand-up meeting points  are rooms for 
spontaneous conferences.
Touchpoints  are stations in open areas where 
e-mails can be quickly checked. These “individ-
ual workstations” are still located in the open-
plan offices. 
Quiet  zones  allow for focused isolated work at 
workstations equipped for this purpose. 
Business gardens  have desks placed in 
green areas separated from the surroundings 
by plants.  

Lounge areas enable employees to work 
or carry out informal exchanges in a café-like 
atmosphere. 
Work-meets  enable collaborative or confiden-
tial cooperation in conference rooms. 
Office-meets  take place in traditional individ-
ual offices that are not assigned to anyone and 
can be used by every employee. 
American diners  permit seated discussions 
between up to six people (individual/open office 
and common/open office). 
View seats  make it possible for employees to 
have a pleasant view while they are working.

Employees can now choose between different work zones. Our goal with the 
“Smart Working” initiative is to use workstations more efficiently at Credit Suisse. The initiative 

was implemented as an internal consulting project and firmly anchored in the Brands & Communications, 
Finance, and IT corporate departments. The “Business Club Model” was used to restructure office spaces 
in a way that offers our employees a large number of work zones. The office now promotes communica-
tion through a non-territorial workstation design, while at the same time offering many team-related fixed 
points and opportunities to retreat. The “Smart Working” programme is having a positive impact on innova-
tion cycles, cooperation and decision-making processes in our organisation.
Michael Wellenzohn, Global Smart Working Program Lead, Credit Suisse

Attractive work envi-
ronment  
67% of the companies 
surveyed mention their 
pleasant working envi-
ronment in job listings 
either often or almost 
always. A team atmos-
phere and the attrac-
tiveness of the work 
environment are two 
important arguments 
for winning over po-
tential new employees. 
Both are used much 
more often in job ads 
than IT and communi-
cation systems. (bso 
2012) 

Flexible work  
66% of 25 to 34-year-
olds prefer flexible 
work models.  
(Johnson Controls 
2010)

Enjoyable mobility 
79% of Generation Y 
members would pre-
fer to work in a mobile 
rather than a stationary 
mode. (ibid.)

Own desk  
70% of 18 to 25-year-
olds would neverthe-
less prefer to have 
desks of their own 
when they are in the of-
fice. (ibid.)

Functional zones in  
the new Credit  

Suisse building in 
southern Zurich 

The special formats in 
a non-territorial work 
model come from the 

“Smart Working” initia-
tive. The variations are 

designed to enable bet-
ter communication or 
concentration and en-
courage employees to 
become more flexible. 

Personnel is the  
lion’s share: 

80% of general office 
costs are personnel 

costs. 14 to 15% are ac-
counted for by buildings 

and spaces, 4 to 5% by 
materials and equip-

ment (including office 
technology), and only 1 

to 2% by equipment and 
furnishing costs. 

(buero-forum 2012)

Economic ben-
efits can be 

achieved less 
through space 

reduction 
than through 
the resulting 

flexibility.

A mixture of space 
concepts will be of-
fered in offices
Cellular offices will 
not disappear, nor will 
open-plan offices es-
tablish itself as the ul-
timate solution. The 
more likely model will 
be the “reversible” or 
“mixed office”. This 
concept does not in-
volve a specific type of 
space but rather the 
unification of different 
office forms alongside 
one another in an of-
fice building. (Mensch 
& Büro 2012)

Jason Harper
Real Estate Project 
Executive, Google

As a Real Estate Pro-
ject Executive for Eu-
rope, the Middle East 

and Africa, Jason 
Harper works with lo-

cal architectural bu-
reaus to implement the 
“Total Workplace” con-
cept at Google. Harper 

is originally from the 
U.S., where he studied 
German, math and ar-
chitecture. After com-
pleting his studies, he 

worked as a project 
manager for the ex-

pansion of the National 
Aquarium in Baltimore. 

He joined Google Ger-
many in Hamburg in 

2003. He and two col-
leagues in Europe now 
share responsibility for 
the development of all 

Google offices.

Google is a digital company. Why does it 
consider the design of its physical work-
places so important?
j a s o n  h a r p e r :  We have the technology that enables 
us to work at any location. Videoconferences have be-
come particularly important to us as a company that 
operates around the world. We now have complete vid-
eoconference equipment in all of our meeting rooms. 
Nevertheless, we still need offices because people are 
social creatures. At Google, we understand and appre-
ciate the benefits of everyone being under one roof. Ul-
timately, personal interaction can do more than tech-
nology, so at the moment there’s no substitute for 
face-to-face discussions. Another aspect is that if eve-
ryone worked at home, work and private time would 
blend in with each other too much. Our employees can 
separate their professional and private lives more ef-
fectively if the two are physically separated as well, 
and this balance is important to us.

How do you select your locations?
All of our offices are centrally located in downtown ar-
eas. We value good public transport connections and 
infrastructure regarding shopping opportunities.
To the greatest extent possible, our locations should be 
accessible without a car.

What’s the philosophy behind the way you 
design Google offices?
The “Total Workplace” concept is based on an all-
round principle. We want our people to feel comforta-
ble, we want the office to simplify their lives and make 
them happy to be there. That’s why we offer every im-
aginable amenity, like free meals and snacks and a fit-

ness centre with trainers. We will also soon open a 
band rehearsal room in Hamburg. The office environ-
ment is very sophisticated. We work in an open-plan 
office, but we’re not non-territorial. We believe the 
non-territorial approach is best for companies whose 
employees are only rarely in the office. That’s not pos-
sible for us, and we don’t want that either. Our employ-
ees all have their own desks. We’ve got around 30 em-
ployees in every office unit in Hamburg, for example. 
Open-plan offices are always in a type of cul-de-sac in 
order to avoid disturbances due to people walking by.  
In the zones with traffic, we have installed meeting 
points such as micro-kitchens on every floor. Commu-
nication is our lifeblood, but because everyone needs 
a quiet place to concentrate, we have created small 
corners for conferences and focused work, as well as 
closed rooms for videoconferences. Quiet places to  
retreat are just as important as meeting points. 

What makes Google offices so special?
The requirements and wishes of local employees are 
incorporated into the planning and expansion of our  
office locations. No two Google offices looks alike, even 
though all of them have rather unconventional interi-
ors with interesting design elements. Our rooms are 
designed in line with themes that create an inviting 
work atmosphere. There’s often a playful component, 
but everything is always very functional, like the wicker 
beach chair panelling and acoustic upholstery in con-
ference cabins. There’s never anything that’s unnec-
essary; even decorative elements have a function. Our 
goal is to make sure employees can immediately and 
intuitively understand the purpose of a work area with-
out us having to put up signs like “Quiet Work Room”.

jason harper 
The Google principle

In an interview with Trendbüro, Jason Harper, Real Estate Project 
Executive Europe, Middle East & Africa at Google Germany, describes 

the philosophy behind the design of Google offices worldwide.

employee performance and on the quality of the work experience should not be underestimated. 
Employees consider an attractive office more desirable than a flexible office. The following ques-
tions are becoming crucial for effective office planning:

What self-image do companies and employees want to project? How can an office increase its  
attractiveness to its users? What concentration and communication activities take place, and what 
is their relationship in terms of frequency? How can certain modes of work and discussion rounds 
be designed to motivate employees?

Design vs. salary
One reason why Inter-
brand predicted a par-

ticularly sharp increase 
in Google’s brand value 
last year is that Google 

has succeeded in re-
ducing the relative im-

portance of salary by 
changing the design of 

its workplaces.  
(Interbrand 2011).

Current work function zones at Credit Suisse in southern Zurich

32 33
N

e
w

 W
o

r
k

 o
r

d
e

r

N
e

w
 W

o
r

k
 o

r
d

e
r



W
hen there is no longer any obligation to report for work in person and social net-
working with virtual collaboration has become a daily routine, companies have to 
consider why their employees should come to the office at all. For Sabine Heiss, who 
prefers to work from her home office instead of at Microsoft, Wednesday is her “of-

fice day”. Its only purpose is for her to see co-workers, hear things through the office grapevine, pick 
up on nuances or take part in personal feedback discussions. She admits that when it comes to get-
ting work done, Wednesday is her least efficient day, but that doesn’t mean it’s a luxury she can do 
without. On the contrary, in addition to serving as a source for the large amount of informal in-
formation that is important for completing projects smoothly, it helps to instil a sense of member-
ship in a team and boosts identification with the company. As a real estate portfolio manager, she 
has watched as the “social hubs” of the company have expanded in recent years. At Microsoft, these 
usually have a coffee bar and facilities such as printers that are situated at a central location, and 
employees have to visit these hubs in the course of the day. To boost informal communication, the 
hubs have now been fitted with acoustic insulation.

 
Will the office give up its formal function as 
a workplace and serve instead as merely an 

informal meeting place? 

Google is acting to counter any such change by instituting its "total workplace" concept. The path 
to the open-plan office leads past a great many functional and social rooms that offer such amenities 
as free food and fitness equipment and make spending time at the office more appealing. At Micro-
soft the employees work in online networks and cooperate internationally, just as they do at Google. 
Both companies are considered best-practice enterprises with regard to the way their workplaces are 
designed, but the work cultures at the two companies are different. Google makes every attempt to 
pull its employees into the office and make them happy there as long as possible. The IT and software 
maker Microsoft, on the other hand, encourages its employees to work in a non-territorial fashion 
and outside of the office in order to test or, as the case may be, to optimise the performance of the 
company’s own products. Companies that want to convey a vivid sense of their values and mission 
to their employees and their market must henceforth do so at the virtual level through a sort of cos-
mic interconnection, and at the physical level in the manner of a flagship store. It’s possible to view 
the office of tomorrow as primarily a meeting place and to make every effort to ensure that its at-
mosphere and organisation encourage employees to share information in formal and informal ways. 
Employees will be free to choose their workplaces. Many will work at home in order to stay close 

What makes people go to the office? 
1. The work, to the extent that it requires a physical presence. 2. The co-workers and the per-

sonal give-and-take with co-workers. 3. Amenity values. An attractive city location and extra services. The 
office is the place where we meet. It’s a place for encounters and for sharing ideas, and it’s an integral part 
of the physical and virtual work environment. And, very importantly, it’s a place where people can identify 
with the company. That’s why Google Office speaks the Google language.   
Frank Kohl-Boas, Lead HR Business Partner D/A/CH, Nordics & BeNeLux, Google Deutschland

Sabine G. Heiss
Real Estate Portfolio  
Manager Central & 
Eastern Europe, Microsoft 
Deutschland 
 

The point of 
the office is 

no longer to provide 
workplaces but rather 
to serve as a place for 
socializing—for em-
ployees and custom-
ers. At Microsoft, com-
puter networks enable 
everyone to work from 
anywhere. We “ping” 
one another through 
our laptops if we want 
to know something or 
do a video conference. 
We work together on a 
document, and we look 
at one another’s desk-
tops. Everything is so 
extremely virtual that 
we definitely need a 
physical place where 
we can meet. 

Nice colleagues first  
For 18 to 25-year-olds, 
co-workers are the 
Number One factor for 
fostering creativity at 
work. (Johnson Con-
trols 2010)

Dr. Josephine 
Hofmann 

Head of Competence 
Center Business Perfor-

mance Management, 
Fraunhofer IAO  

The office	
	 is acquir-
ing extra significance 

as a place where 
time can be spent on 

truly valuable per-
sonal encounters. It 

provides a sense of 
community and an 

opportunity to expe-
rience the work pro-

cess in an immediate 
way. It won’t be possi-

ble for technical me-
dia to accomplish that 

to the same extent 
in the medium term. 

This framework is 
needed. People want 
to meet other people 

and belong to a group. 
In the future, they’ll 

still want to walk into 
a nice office building 

and be proud of being 
a part of the company.

Libraries are freely chosen workplaces. 
In my research on social/spatial/material structures in libraries, I devote a great deal of attention to these areas of learn-

ing. People enter libraries with their e-books because they are looking for an atmosphere of knowledge in which to study. This at-
mosphere is created through the physical layout of the space as well as by social components: a common work rhythm and shared 
rituals—which is a reason why study groups gather to work individually. Just like the office, libraries have rooms designed in various 
ways for various activities: places for quiet work, group tables, couch corners. We need flexible, dynamic and sustainable spaces and 
a variety of work environments for a variety of types of work.
Eva-Christina Edinger, spatial sociologist, M.A., University of Konstanz & University of Applied Sciences and Arts Northwestern Switzerland

Co-working spaces 
In 2011 there were 
1,129 of these shared 
offices available world-
wide for freelancers to 
rent by the day, week or 
month. That represents 
an increase of 98% in 
Europe since October 
2010 (North America: 
+76%). (Deskmag 2011)

Co-working benefits 
81% of those using 
shared offices say that 
what they like most 
about them is the pres-
ence of their co-work-
ers. (ibid.)

Integration of  
external specialists  
Companies that put to-
gether special teams 
for project work say 
that they staff these 
teams with the follow-
ing external special-
ists in the indicated 
proportions: consult-
ants (61.8%), freelanc-
ers (29.9%), suppliers 
(15.3%), industry pro-
fessionals (7.6%), tem-
porary workers (4.9%) 
and engineers (4.9%). 
(bso 2012)

Proportion of  
home workers:

42.5% of all companies 
with at least ten em-
ployees offer certain 

employees the oppor-
tunity to work at home 

(projection). In com-
panies with more than 
200 employees work-

ing in offices, 57.3% 
employ home workers. 

(bso 2012)

Work satisfaction  
and productivity  

increase when employ-
ees work approximately 

2.5 days per week at 
home or outside of 

the office, but they de-
crease again if that fig-

ure is three days or 
more. (Golden 2006)

to their families or cut down on commuting time. Depending on the size of the company involved, 
between 24 and 57% of all companies already give their employees the opportunity to work from 
home. However, only 5 to 6% of all the companies surveyed employ people who work at home full-
time. This explains why 91.2% of the surveyed companies support their employees when it comes 
to equipping home workplaces, but only 38.7% of them provide home workers with furnishings or 
a budget to buy them (bso 2012). Spending time outside of the office isn’t supposed to become too 
comfortable, it seems. Far more prevalent are alternate forms of employment in which work in a 
home office is combined with work at other locations. And according to a variety of surveys, most 
employees don’t consider the idea of full-time work at home to be ideal either. Work at home lacks 
the informal contacts and opportunities to learn from one another that one encounters quite nat-
urally in shared offices or the “co-working spaces” that have recently begun to pop up everywhere. 
Many freelancers pay for the non-binding opportunity to use shared offices for days or weeks at a 
time in hopes of gaining interesting contacts, useful information, intellectual inspiration or spon-
taneous support in the event of technical problems. According to Lena Schiller-Clausen, the Ham-
burg-based managing director of the well-known Betahaus Co-working Spaces, people are primar-
ily interested in working in a communal setting rather than sitting alone at home in front of the 
computer, despite their access to online networks. And although the environment of Betahaus Co-
working Spaces is a rather casual work climate, renting a spot within an industrious group dynamic 
of this kind also helps to boost self-discipline by forcing one to dress properly for the office, for ex-
ample. The effect that other working people and inviting environments have on a person’s disci-
pline at work and his or her interest in communication argues against the home office and in favour 
of the company office. That should be taken into account more fully in office design. 

Figures in %

51–200 office staff > 200 office staffUp to 50 office staff Total

Total number = 226 (companies employing staff who work from home)

Alternating with 
flexible division

Alternating with 
fixed division

Full-time at 
home office

67.9

22.6

9.4

61.2

24.5
14.3

51.7

31.7

16.7

59.8

25.6

14.6

WHICH TYPE OF HOME WORKING IS MOST 
COMMON IN YOUR COMPANY?

Graphics
Forms of  

home-office work
The smaller the com-
panies are, the more 

flexible they are in their 
use of home work-

ers. In companies of 
less than 50 employ-

ees, 67.9% of the home 
workers divide up their 

time flexibly between 
home and office. In 

companies with more 
than 200 employees in 
their offices, however, 

only 51.7% of the home 
workers divide up their 

time flexibly. (bso 2012)

if work can be done from anywhere, What  
function will the office serve in the future? 

The importance 
of the office
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The six functional activities of knowledge workers in connection to a local context associated with certain emotions. Source and graphic: Trendbüro
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INTENSITY OF COMMUNICATION

Design

LIBRARY SPA GOLF CLUB BUILDING SITESCHOOL STUDIO

THINKING CELL GARDEN BAR FORUMSHARED FLAT PLAYGROUND

Concentrate Recuperate Network Collaboratelearn Be creative

Isolate Walk CongregateExperience Try out Encounter

Recharge Convey

W
hereas the offices of the past made technical and professional infrastructure availa-
ble, today these resources are also provided outside of the office in the form of either 
mobile or ubiquitous Cloud applications. In the future, the office will serve more 
as a location for nurturing social ties in a stimulating work atmosphere. Employees 

will then make a conscious decision to work in an office if no other place immediately puts them in 
the “right” working mood. Shaping this mood management in an intuitive and practical way will 
become the key challenge of office design. The (interior) architectural design should not only be 
functional but also have a clear emotional effect. 

The decrease in the number of traditional workstations and the simultaneous expansion 
of opportunities for communication and informal meetings have led to the establishment of many 
different spatial functions. As demonstrated by the example of Credit Suisse, these opportunities 
are quite varied but also very functional in terms of ensuring individual concentration or commu-
nication. Designing offices on the basis of functional criteria only marks the halfway point to the 
NEW WORK ORDER because people adjust to their surroundings and, conversely, select envi-
ronments which they hope will give them functional and emotional support. Employees will find it 
easier to switch to between working alone and communicating with co-workers if an office (along 

with the people in it) offers them appropriately differentiated work environments. Flexible struc-
tures in particular, and those that offer workers the freedom to choose how and where they will 
work, create a situation in which role models, rituals and symbols become important guides for or-
ganising and orienting themselves more efficiently.

A precise analysis of the knowledge work 
being done can help us rethink the functions 

of office spaces

An examination of historical knowledge sites brings to mind the ancient Library of Alexandria and 
its magnificent rooms for meetings, for reading and for storing its collections. The complex also in-
cluded a network of corridors for strolling. The library was thus a perfect example of a building for 
contemplation—one that put visitors into a state conducive to accumulating knowledge. Offices 
could benefit from the example set by such a knowledge site. Linking functional activities with 
an associative or archetypical atmosphere could transform the office into an ideal workplace that 
doesn’t have to look like an office because its primary task is not to supply infrastructure but instead 
to stimulate a mood conducive to work and the sharing of ideas.

The graph shows the typical activities performed by knowledge workers, laid out on an axis 
between the poles of maximum concentration (left) and maximum communication (right). The 
goal is to improve performance of the main task by providing a stimulating environment, keep-
ing in mind the difference between planned and spontaneous activities in order to ensure infor-
mal sharing. Terms that refer to places outside the office can be used to make spaces more lively 
and pleasant. Words like “garden” or “studio” influence employee behaviour and the work climate. 

The ideal workplace is also an issue that industrial companies are addressing as they seek to 
refocus themselves in the midst of structural transformation. ThyssenKrupp AG recently built an 
impressive campus at its historic location in Essen. The new campus is designed as a type of “knowl-

Team room access 
41% of Generation Y 
members would like  

to have access to a 
team room. (Johnson  

Controls 2010) 

Unconventional 
32% prefer “break-

out spaces” over con-
ventional conference 

rooms when co-operat-
ing. (ibid.)

Sonja Matthiesen
Owner of bufc  
BERUF UND FAMILIE 
CONSULTING [career 
and family consulting]
 

Rituals 
compen-

sate for the culture of 
presence. Companies 
need to make their 
communication trans-
parent. If I’m not go-
ing to always sit at the 
same desk, I should  
at least be able to  
enjoy forums, meet-
ing places and vari-
ous events. A future 
is emerging that will 
include rituals that 
compensate for the 
loss of direct contact 
with one's colleagues.

In the past, peo-
ple came to the 

office because of 
the tools availa-
ble there. In the 

future, they will 
be attracted by 
stimulating of-

fices where they 
can communicate 

or work alone.

The emotional 
switch into the 

work mode
Designing offices on the basis of functional 
communication criteria is only the beginning
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Many companies, including ThyssenKrupp, 
are creating spaces for informal commu-
nication. Why?
W i l h e l m  B a u e r :  Processes are leaner and faster 
now and companies need to react flexibly to rapidly 
changing market conditions. That’s why spontane-
ous, unplanned and, above all, fast communication 
is becoming more important. The significance of in-
formal communication is increasing on two levels. 
On the one hand, informal communication in accord-
ance with social media principles is offering compa-
nies new opportunities. On the other hand, personal 
informal communication is supported by the design 
of physical spaces at work. Coincidental encounters 
often lead to new ideas and new approaches, and 
therefore innovations. Spontaneity, speed and agility 
are what make companies successful today.

today we can work at any time and from 
any place. How should the role of of-
fices be defined in such a situation?
We can see a trend of offices becoming more impor-
tant as locations for communication. Among other 
things, this phenomenon is confirmed by the fact that 
the need for communication and team spaces is in-
creasing, even as less space is required for desks. 

There will be physical workplaces in the future—but 
these will primarily be spaces for communication and 
centres of corporate culture in action. This is what we 
did with the ThyssenKrupp campus.

WHAT WILL THE OFFICE OF THE FUTURE LOOK 
LIKE?
This question seeks to elicit a specific concept or lo-
cation as a response—but that’s exactly the wrong 
approach for talking about the office of the future, 
which will be a place of multiple purposes. It will be 
a collection of different workplaces such as home of-
fices, cafés and trains. It’s clear that although the 
places where we work will become more varied, one 
place will remain extremely important: “the office” 
in the office building. Work is now done wherever we 
happen to be at a given moment. Nevertheless, “the 
office” will still be there in the future as well. It will 
offer an excellent working environment and, most 
importantly, it will bring workers together with their 
colleagues. In other words, personal contact will be-
come more important as a complement to increas-
ing digital interaction in society. That’s why I’m con-
vinced that we will be seeing a hybrid working world. 
The digital and physical working worlds will not re-
place but rather supplement one another.

FRaunhofer-Institut
HYBRID WORKING WORLD

Prof. Wilhelm Bauer
Deputy Director of the 
Fraunhofer IAO

Bauer is responsible for 
the “Corporate Devel-
opment and Work De-
sign” programme as an 
institute director at the 
Fraunhofer IAO and the 
IAT at the University of 
Stuttgart. He manages 
projects dealing with 
innovation research, 
technology manage-
ment and the future of 
work.

Prof. Wilhelm Bauer from the Fraunhofer IAO talks about the 
role of the office and his vision of the office of the future.

Snapshot
+++  Industry and technology group
+++  Turnover in 2010/2011: €49 billion
+++  170,000 employees in approx. 80 countries
+++  The corporate brand stands for coherence, 
strength and quality.

Background
The ThyssenKrupp Quarter can be described as the ar-
chitectural interpretation of the group’s typical values. 
It also serves as a symbol of the image and structural 
transformation of the group and the Ruhr region. Thus 
the new complex projects a sense of solidarity with the 
region and offers the global group a “home base”.

Objectives
+++  Symbolism:  The architectural interpretation 
of the group’s corporate values creates a sense of 
identity.
+++  Focused on the future:  Modern workstations 
create an innovative work environment. 
+++  Effic ient:  Reduction of the costs for space, en-
ergy and administration.

Campus concept
The campus consists of five similarly structured flat 
and flexible buildings on a 42-acre site. All the build-
ings share a fundamental shell-core architectural 
principle. The building known as Q1 is the most impres-

sive; 500 people work there. The Q2 forum building 
for conferences and events is ideal for discussions, 
sharing ideas, and project work. All of the buildings 
are connected by small paths and squares that create 
spaces for communication and strolls in green sur-
roundings. ThyssenKrupp’s complex also includes a 
“oratory” where employees can retreat.

Integration
The Krupp campus is based on the idea of system-
atic open public use of a former industrial site. The ur-
ban construction project that brought it to life is meant 
to create an attractive new quarter in the city, one that 
also includes residential buildings. Residents and em-
ployees use the open spaces to relax and spend time 
when they’re not working. ThyssenKrupp is thus dem-
onstrating its sense of social responsibility and actively 
participating in the process of making Essen attractive 
to potential employees and investors.

Results
+++  Transparent:  Open-plan offices enable interac-
tion, communication and co-operation.
+++  INNOVATIVE:  Nearly half of the materials used in 
the project are from ThyssenKrupp. In this way the 
company is demonstrating its innovative capability and 
technical expertise.
+++  Rel axing:  The green areas represent a compre-
hensive concept for creating a better work-life balance 
and also improve the quality of the work experience.

THyssenKrupp
MODERN WORKING

The opening of the ThyssenKrupp Quarter in the summer of 2010 marked  
a new chapter in the company’s history. The campus concept in Essen was  

jointly developed with the Fraunhofer IAO in Stuttgart and the 
Chaix & Morel et Associés and JSWD Architects.

transparent architectural design establishes an environment of communication. 
We created an office world for ThyssenKrupp in which the paths employees need to physically travel 

also open up opportunities for communication. Shortly after the employees moved in, a manager approached 
me and said he had met more of his workers in the previous three weeks than during the last three years. This 
is what good architecture can do. It creates spaces for encounters, and without encounters there can be no 
communication. When we lose spontaneous communication, we also lose our emotions and our creativity. The 
office of the future—as a real place—will therefore remain a meeting place for clever minds. 
Jürgen Steffens, architect and partner at JSWD Architects

“The space you 
work in is a re-
flection of the 
kind of company 
you are.  
You get innova-
tion from work-
ing in a space 
that’s very open 
and doesn’t have 
offices…where 
people can work 
together and 
play together.”

Brad Garlinghouse
President of the Applica-
tions & Commerce Group, 
AOL

Livening up the office atmosphere, which  
can often be monotonous

 
A main objective is to liven up the often monotonous office atmosphere. It’s not important whether 
this is done externally by building a campus that is open to all or internally by creating a type of va-
riety in the environment that’s not typical of offices. However, defining a conference room in terms 
of a table and chairs is no longer enough, because typical office features can inhibit creativity and 
interdisciplinary networking. Since 2011 the TUI tourism agency has been offering its employees 
the opportunity to move out of the office building and into an inner-city co-working space known 
as “Modul57”. People familiar with TUI’s headquarters in Hanover might understand this, but in 
fact this location was chosen more because of the proximity of a university and external partners. 
Originally conceived for freelancers in creative industries, "Modul57" is different from the tradi-
tional workspaces from providers like Regus. Betahaus, a pioneer in the field, helped TUI design its 
co-working space. The objective was to create a site for interdisciplinary co-operation that wouldn’t 
necessarily look like an office and whose flexible set-up would support various work requirements. 

edge park” in order to attract industrial companies from other sectors. However, even without 
presence of outside companies, the placement of the office buildings in a park complex must be 
carefully planned. Walkways and route guidance are becoming more important for stimulating in-
formal communication. Special formats, such as quiet rooms, also show that moments of contem-
plation or grieving have a place in the office as well. The campus is designed as an urban link whose 
park complex also offers local residents a place to relax. 
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Snapshot
+++ 	 TUI Travel PLC is one of Europe’s leading tourism 
and travel groups
+++ 	 TUI Deutschland employs more than 5,000 people 
in Germany; 1,650 of them work in Hanover
+++ 	 Turnover in 2011: €17.5 billion

Background
The concept behind TUI’s “Modul57” corporate co-
working space was developed during a three-month 
strategy process at Betahaus Hamburg. The process 
took into consideration the input from employees, man-
agers, and external experts.

Objectives
CREATIVe:  Establishing a location where people can 
share ideas and a meeting place for the creative com-
munity in Hanover.
INSPIRIN G:  Introducing new forms of work for TUI em-
ployees by offering an inspiring and diverse environ-
ment that promotes the generation of ideas.
Networked:  Opening up the TUI innovation process to 
the outside via a networked location. 
Coll aborative:  Communicating a sense of commu-
nity and belonging.

Modul57
This co-working space is a location for free thinking 
and an environment that provides an opportunity to 
work productively in a creative atmosphere. Freelanc-
ers are able to rent workstations on short notice, which 
is why the facility contains rooms with a variety of in-
spiring spatial concepts. “Modul57” is located in a 285 
m² loft and includes 23 workstations, a corner with a 
sofa, meeting rooms, and multi-functional areas. It’s a 
mix between an open-plan office, a home office and a 
communal kitchen.

Insight
Generating ideas:  The creation of a space for en-
counters makes it easier to identify new issue areas 
and bring them into the company from the outside.
Catalyst:  Networking and sharing accelerate inter-
nal transformation. However, new forms of work or-
ganisation cannot simply be transferred "as is" to large 
companies.
Incubator:  A space where different types of exper-
tise come together; it can serve as a breeding ground 
for new business ideas that a company can profit from.
Beta:  Acting in accordance with the “constant beta” 
principle means planning less and implementing meas-
ures in a more agile manner.

TUI 
CORPORATE CO-WORKING

Since September 2011 TUI’s “Modul57” corporate co-working space has been offering 
the tourism company’s employees and external partners in Hanover a creative work en-
vironment and the opportunity to network, all of which establishes external flexibility. 

Isabelle Droll
Director of Management 
Information & Support, 
TUI Deutschland
 

What we’re 
dealing with 

here aren’t work-
stations. The impor-
tant thing is to create 
spaces where tourism 
specialists can meet, 
share ideas, get to 
know one another and 
network.

Above all, however, “Modul57” brings together TUI employees and external partners for informal 
sharing that can either be planned or coincidental. 

Project work shapes the work culture

The same approach can be seen in rooms for free project work. A total of 45.8% of companies in a 
bso survey reported that project work that is not restricted to specific departments accounts for 20 
to 49% of their project activities, while 22.1% cited a figure of 50 to 75%. The same survey found 
that the project teams, which are often well mixed, use homeworkers, employees from other loca-
tions, and external specialists in descending order of frequency. In other words, project work in 
flexible teams does not have to be carried out at a single location. Nonetheless, 29.3 % of the com-
panies surveyed said they have dedicated rooms for this freer form of co-operation, or else convert 
team and conference rooms to accommodate it. It’s important to note that companies which utilise 
social media to support communication set up separate project rooms more often than the aver-
age. Even “liquid teams” with flexible work schemes need a safe haven that supports their activities. 

Learning in heterogeneous teams 
 
Project work brings employees together across age, departmental and, in some cases, company 
boundaries. Differences in individual approaches to work become apparent here, but these can be 
balanced out in a mutual learning process. Workers today face a generation gap between young and 
old. According to Germany’s Federal Statistical Office, age is the most common reason for discrim-
ination in the workplace. In 2010, nine per cent of all German workers experienced age discrimi-
nation—not just older people but also young employees. The young and the old need to learn from 
one another and this fact underscores the need to develop spatial or organisational concepts that 
can eliminate prejudices and keep knowledge within a company. More varied types of formal and 
informal co-operation and interaction are required in order to manage internal heterogeneity in 
terms of age, stage of life and age-related requirements—and also to prevent alienation. 
 
Project work—the form of work in the new work culture—teaches employees to take the initia-
tive and accept responsibility. In the future, teams will be given deadlines and budgets and will then 
manage their own resources, personnel, payment schemes and holiday time in open competition 
with other teams. Companies will provide space, capacity and resources. Whether or not worksta-
tions are located in company offices or co-working spaces will depend on the functional and emo-
tional attributes of the environment in question. 

Jürgen Sauerwald 
Director of Human Re-

sources and Social Issues, 
B. Braun Melsungen AG 

 
A flexible 
selection 

of workstations leads 
to a whole different 
type of communica-
tion culture. When I 
as a manager have 

the chance to sit next 
to a trainee, I get a 

much better and more 
direct insight into 

what’s going on.

Further education 
Three out of four com-
panies with at least ten 
workers place a high 
priority on the further 
education of their em-
ployees. Continuing 
education also plays a 
very big role in 32.4% 
of the companies sur-
veyed. (bso 2012)  
 
Internal further 
education
The selection of the 
type of further edu-
cation to be offered is 
very similar at all com-
panies regardless of 
their size. The most 
popular forms are inter-
nal and external train-
ing events and mutual 
learning in teams. (ibid.)

Overaging 
As early as 2009, 40% 
of the total German 
population was already 
over 50; this figure will 
increase to 50% by 
2030. (Destatis 2009)

Shortage of  
skilled workers

37% of German com-
panies require two 

months or more to fill 
open positions.  

(DIHK 2011)

When asked about the 
percentage of all office 

work/working hours 
accounted for by pro-

ject work, 45.8% of the 
439 companies sur-

veyed responded with a 
figure between 20 and 

49%, while 22.1% of the 
companies reported a 

figure of 50 to 74%, and 
8.4% said the share of 
project work was over 

75%. (bso 2012) 

“Knowledge does 
not exist without 
people; it’s cre-
ated by the cog-
nitive linking of 
information.”

Eva-Christina Edinger 
spatial sociologist, M.A., 
University of Konstanz & 
University of Applied  
Sciences and Arts Northwest-
ern Switzerland

OFFICES WILL REMAIN, BUT THEY WILL CHANGE RADICALLY. We offer flexible working 
spaces in 550 cities worldwide. The future of work will be dominated by flexible work models 

whose results-driven culture will finally eliminate employees' compulsory presence in the office. We will 
nevertheless still need offices in the future because they are the places where people come together in or-
der to jointly develop new ideas. The form offices take will change radically, however. They will become a 
type of social hub offering a variety of meeting opportunities. Offices will have to represent the corporate 
brand and promote intellectual exchange in equal measure. A "hub and spoke" organisation will help com-
panies maintain close ties with their employees. 
Michael Barth, Regional General Manager, Regus GmbH & Co. KG

Office workplaces Hotels etc.Meeting rooms Co-working spacesProject rooms

3–6 applications 1–2 applications No applications Figures in %

97.8

84.0 86.2 83.7
77.3 76.4

57.6

44.6

31.9
37.0 33.0

23.6
18.5 6.4 2.9

TOP 5 LOCATIONS FOR PROJECT WORK, ACCORDING 
TO WORKING GROUPS’ USE OF 2.0 APPLICATIONS

Graphic
Top five places  
for project work 
The more Web 2.0  
applications a working 
group uses, the more 
likely it is that a com-
pany will reserve a 
space for the group's 
project work.  
(bso 2012) 
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Buildings will remain important in the digitally networked job scene  
as centres of informal communication, where interpersonal sharing and group formation can take 

place. To achieve social cohesion, which is especially important in changing project teams, face-to-face en-
counters are necessary. This is because such contacts provide the whole bandwidth of communication, in-
cluding nonverbal parameters. You can use the whole range of situational parameters to generate awareness 
or focus attention on the activities of the team and of the other colleagues in the building. Appropriately de-
signed public spaces also serve as centres for informal communication and interpersonal encounters that 
can foster the spontaneous development of creative ideas.
Dr. Dr. Norbert Streitz, Scientific Director, Smart Future Initiative

I
n the office of the future, everyone is an active part of a group activity whose contents and 
mindset can be shared by all—but can also be questioned and improved by all. Collective in-
telligence, nonhierarchical communication and open innovation processes necessitate a new 
structure—a NEW WORK ORDER that ensures the free flow of information. This not 

only concerns all internal and external communications but also creates closer and more transpar-
ent bonds among all employees in all departments. Since social media have already succeeded ex-
ternally in fostering emotional identification and focused discussions of topics and values, it's likely 
that social networking can also set new standards in business organisations. A business is a process 
of collaboration between many people, and the time has come to portray this sphere of activity in 
terms the participants can comprehend. The office of the future is a cosmos of collaboration, uni-
fied by shared values and a mindset that emerges at this physical meeting place.

The significance of the office as a point of 
reference remains the same, but the forms of 

collaboration need an overhaul

The office will retain its importance as a point of reference, but in each case its function needs to be re-
defined to reflect the particular corporate culture and the intended activities and methods. How big 
a role does the office play as a site of collaboration, and how big a role as a place of personal contact? 

The evolution of a work culture is interdependent with the environment. Individual em-
ployees are affected by their co-workers' behaviour and by the physical environment. But social 
networking fosters collaboration beyond this physical setting. New behavioural patterns resulting 
from media use further reduce the direct effects of the environment. This makes it all the more im-
portant to have a common set of rules and values, as well as organisational measures that motivate 
employees, foster team spirit and promote bonding between co-workers during a flexible workday. 

Walter Gebhardt
Architect
 

The office 
building of 

the future assumes the 
role of a flagship store 
that represents the 
identity of the brand 
internally as well as 
externally. 

Prof. Wilhelm Bauer
Deputy Director of the 
Fraunhofer IAO
 

If the head 
office isn’t 

the hallmark of the 
employer’s brand, 
what is? Particularly 
when the number of 
working locations in-
creases, the main office 
building must function 
as a gathering place. It 
is a location that says 
loud and clear: "Look 
here, that’s us!"

The network age and globalization call for swiftness and agility, especially where large busi-
ness groups are concerned. Consumer-goods manufacturers that want to make a vivid im-

pression on their customers, marketing partners and employees when it comes to their 
branding and innovation competence can do so by heralding their presence and fash-

ioning the exterior and interior of their headquarters like a flagship store.

Location
+++  The regional HQ is located as a flagship site with 
optimal accessibility in the city centre. It forms part of 
the cityscape and has an appropriate building and re-
tail outlet. The HQ thus serves the customer as a shop, 
a service centre and a showcase for the brand. 
+++  The workplaces, however, are distributed flexibly 
among numerous facilities in different parts of town. 
The trend to office locations near residential areas is 
an additional benefit favoured by employees. Work-
ing close to home helps them to integrate their profes-
sional and personal lives more effectively. Examples of 
this integration would include the ability to look after 
children or parents and proximity to caregiving centres. 

Organisation
+++  The case in point is an FMCG group that achieves 
much of its flexibility through its organisational struc-
ture. The group only employs a relatively small core 
workforce of 10,000 employees—who are largely de-
ployed among the different working hubs—but has ac-
cess to another 50,000 skilled workers in the talent 
cloud. 
+++  The culture of transparency is shared via the social 
network. Rank-and-file employees and professional 
specialists share interests, activities and skills in or-
der to improve both their social and digital reputations. 
This makes it possible to gain dynamic insight into, and 
access to, the company’s talent pool. Depending on the 
level of their qualification and ability, the independent 
entrepreneurial workers are certified in the cloud and 
then hired as needed for projects. 
+++  The work is largely self-organized, global and vir-
tual. It is conducted largely via cloud-working with a 
digital-presence culture. However, the necessary bond-
ing and identification with the company is achieved 
through ritual experiences. 

Corporate culture
+++  The FMCG group achieves a favourable employer 
image through its reputation. Not surprisingly, poten-
tial applicants are waiting in the talent pipeline for the 
limited and sought-after full-time positions. The core 
workforce consists largely of entrepreneurially acting 
high performers who act as role models for those who 
desire full-time positions.
+++  Once a week the HQ becomes a meeting place 
where contacts can be made, team discussions can be 
held, and informal networking is officially supported. 
The weekly HQ Day is compulsory for the core work-
force and optional for the specialists from the talent 
cloud. That day is jam-packed with socializing events. 
The Academic Breakfast, which also serves the pur-
pose of continuing education, takes place in the morn-
ing. At noon, participants can join in an informal net-
working session at the Blind Lunch. That’s when sets 

of five people are matched—on the basis of their cur-
rent assignments, skills and interests—to have lunch 
together.
+++  In the evenings, the HQ opens its public area for 
brand-experience events. As part of these events, prod-
ucts and concepts are presented, and innovations are 
introduced and sampled in the sumptuously designed 
sales section. 

Office
+++  The “office” in the traditional sense doesn’t ex-
ist any more. Employees and independent specialists 
hired on a contract basis can check in at numerous lo-
cations in the city to work at a job site of their choos-
ing that is outfitted appropriately for their salary level. 
For these employees, the job settings are modular and 
range from co-working spaces to separate worksta-
tions and conference rooms. In other words, workers 
can choose work settings to suit their job specialities 
near their homes. For longer-term projects that re-
quire intensive teamwork, special project rooms can be 
rented for the duration of the project.
+++  Each room is equipped with projection screens for 
video conferences that facilitate cooperation among in-
ternational teams. What’s more, current project devel-
opments can be tracked via the corporate stream, and 
co-workers can be contacted in real time. Office cars 
complement the flexible office system, providing mo-
bile drop-in centres and making it easier to work en 
route. These vehicles are deployed to various urban lo-
cations and can be used as places for highly focused 
work, as mobile separate offices or as compact meet-
ing rooms. Distances driven by the mobile offices with-
out a worker at the wheel count as an efficiency-plus in 
the work-time total; this principle is also implemented 
on railway routes by providing special Business Lounge 
compartments. 
+++  The regional HQ, on the other hand, is the antithe-
sis of the mobile and largely anonymous workplaces. It 
functions exclusively as the place where the corporate 
culture holds sway (corporate flagship). This is where 
informal networking is promoted by rituals and an ap-
propriate ambiance. To reinforce perception through 
all the senses, conventional office furnishings and an 
interior compatible with corporate design are com-
plemented by corporate sound and a corporate scent 
appropriate to the brand. The corporate scent emotion-
alizes the space, enhances brand recognition, and an-
chors the corporate identity in the memory. In other 
words, the regional HQ is a place that appeals to all 
five senses, where the brand and the corporate culture 
blossom into an experience.

Requirements of an 
appealing workplace
85%: no offensive  
noise level;  
80%: not far from 
home; 
71%: easy to get to; 
70%: attractive  
workspace;  
56%: high-quality  
work environment;  
55% convenient  
shopping.  
(Vivico Real Estate 
2009)

Prof. Ralph Bruder 
Director of the Institute for 

Ergonomics at Technische 
Universität Darmstadt  

 
 Different 

models 
exist side by side. For 
a long time it seemed 

as though the proto-
typical German com-

pany, which offers se-
cure long-term jobs, 

would be replaced by 
a more flexible model 
in which the employ-
ees’ role tends to be 

more temporary. Our 
observations sug-

gest that both mod-
els appear destined 
to endure. What has 

not been actually 
achieved yet is the 

combination of these 
forms into a hybrid 

type of organisation. 

Every company must find its own way to its 
New Work Order. This new culture must be ac-
tively promoted by the board and the manag-
ers. It must serve the interests of all stake-
holders, and it can only be established with 

the consensus of all the participants

Conclusion
Trendburo ScENARIO I

„Corporate FLagship“
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Lena Schiller-Clausen
Managing Director  
Betahaus Co-working 
Spaces, Hamburg 
 

The great-
est desire of 

human beings is the 
sense that they are 
not alone. That’s also 
one of the main rea-
sons why people 
come to us at Beta-
haus. Everyone has 
desks and chairs and 
Internet access at 
home, or else they 
can go to Starbucks. 
Just as your home 
influences how happy 
you are in your daily 
life (and how well you 
sleep at night), so too 
will your workplace, 
as well as its design 
and the degree to 
which you can shape 
it, have a powerful 
effect on your overall 
feeling of well-being.

Frank Kohl-Boas, 
Lead HR Business  
Partner D/A/CH, Nordics 
& BeNeLux,  
Google Deutschland 
 

Our head-
quarters in 

Mountain View has a 
campus design. In 
California, we decided 
early on to incorpo-
rate into our campus 
all the amenities that 
make for a pleasant 
experience. We 
wanted our engineers 
to have as much time 
as possible to do the 
thing they love, which 
is programming, so 
we gradually put in a 
cafeteria, a laundry, 
and a barbershop/
beauty parlour. No 
two Google offices are 
identical—but they do 
have certain things in 
common. That’s why 
our site here in Ger-
many is like a smaller 
version of our head-
quarters. Facilities 
such as a table tennis 
room, a gym and a 
breakfast service truly 
enhance the quality of 
the working day in 
Hamburg. 

Trendburo ScENARIo II
 „KNOWLEDGE CAMPUS“

In these times of rural flight, mid-level companies based outside of cities are under increasing pressure 
and must be able to offer their coveted skilled workers incentives that make the firms more attractive 
as employers. More and more companies are addressing this challenge by providing employees with 
opportunities to obtain degrees in work-study programmes. Joint ventures and partnerships with re-

search institutes enable a dynamic sharing of knowledge and also expand business opportunities.

Location
+++  The corporate campus is located in a rural area 
with a generally weak infrastructure near a small uni-
versity town. It has several supplier firms surrounding 
it and is also located near a complex housing the tech-
nical department of a regional university. 
+++  The companies and the university work together 
to exploit synergies and jointly operate a research cen-
tre. The local county government supports the campus 
by providing solid infrastructure and offering favoura-
ble conditions for investors and employees who wish to 
build offices/homes.

Organisation
+++  The example: a family-run company that supplies 
components to major international automotive brands. 
The university and the companies located on the cam-
pus jointly commission research and project assign-
ments that skilled professionals at the companies and 
experts from the university apply for. 
+++  Project teams are formed by selecting the best 
applicants from all the companies on the campus, 
whereby the boundaries between the supplier firms are 
permeable and the project teams are interdisciplinary. 
Tasks, deadlines and budgets are defined in detailed 
briefings. This allows the family-run company to main-
tain a clear overview of its costs. 
+++  Each interdisciplinary team is also assigned a su-
pervisor from the company. The supervisor is responsi-
ble for strategic project management and ensures that 
the tight schedules and deadlines are adhered to. The 
project teams are free to determine the approaches 
they take to their work. They are also offered incentives 
to complete their projects below budget, in the form of 
a bonus equal to the cost savings.

Corporate culture
+++  The culture of the companies on the campus is 
marked by extensive sharing of all resources. Collab-
orative use of resources is supplemented by an open 
innovation policy. The companies and the university 
jointly sponsor start-up competitions, help fund estab-
lished start-ups and create strategic alliances.
+++  The age structure of the 250 or so employees is 
very heterogeneous. In addition, some employees are 
from the surrounding region and were able to acquire 
their skills through the dual corporate university sys-
tem. Others are highly qualified engineers who either 
moved to the region because of their jobs or else live 
on the campus during the week and travel back to the 
city on weekends. Young families especially like to take 
advantage of the discounted property prices to build 
homes in the surrounding countryside.
+++  Learning is expressly encouraged. Reverse men-
toring programmes allow young workers to pass their 
knowledge on to older colleagues and bring them up 
to date in terms of technology and specialised knowl-

edge. There are also informally linked “communities 
of practice” whose members perform similar tasks in 
their jobs, and who therefore engage in extensive shar-
ing of information and best practices. These communi-
ties jointly develop and test new product ideas and also 
optimise processes.
+++  The companies on the campus have close ties to 
the region and practice corporate citizenship. For ex-
ample, employees are allotted a certain amount of time 
per year for volunteer work in the region.

Office
+++  The knowledge and company campus replaces the 
basic urban infrastructure and supply systems by in-
cluding a restaurant, a library, a workshop, a spa, a kin-
dergarten and project bungalows in addition to the of-
fice buildings. All of the facilities are jointly funded by 
the companies on the campus.
+++  The campus infrastructure supports project work 
by providing bungalows for long-term project assign-
ments. Project teams can use a bungalow as a head-
quarters for the entire duration of their projects in an 
atmosphere that allows them to focus exclusively on 
their work. Workshops are equipped with 3D printers 
which make it possible to directly produce models of 
newly developed designs. 
+++  The primary purpose of the campus library is not 
to lend out books but instead to allow experts to col-
laborate in a quiet and highly focused atmosphere with 
an extensive knowledge pool. The building has high 
ceilings and long wooden desks with reading lamps 
that cast a cone of light and create an atmosphere that 
fosters concentration.
+++  Outdoor creativity areas such as climbing facilities 
and playgrounds help combine exercises for strength-
ening group and team dynamics with recreational ele-
ments. The campus also houses senior citizens' homes 
where employees who don’t live on campus can obtain 
care for older relatives at a lower cost than elsewhere, 
and in a place that’s close to work.
+++  The campus provides the employees with the ex-
perience of living and working in green surroundings 
by integrating natural elements such as streams, trees 
and meadows. These elements, combined with modern 
architectural design, offer a pleasant contrast to busi-
ness parks, which normally are purely functional and 
frequently are unattractive. Working on campus thus 
offers employees a high-quality and pleasant experi-
ence that is being successfully marketed as an inter-
esting alternative to the urban workplace.

Trendburo ScENARIO III
 „Work-life community“

In order to support their employees’ urban lifestyles, smaller agencies are increasingly designing all-
round living spaces rather than work spaces because their sector is being particularly impacted by 

the complete dissolution of boundaries between work and leisure—and this is also affecting the cir-
cumstances of urban nomads. Housing shortages in large cities are also pushing the development 

of new concepts and making the idea of working and living “under one roof ” more attractive.

Location
+++  Urban work-life communities are being created 
in regions that are impacted by structural changes 
and are located near cities; agencies are settling in 
areas undergoing transformation so that they can of-
fer their employees reasonably priced housing as 
well. These communities are multicultural and have 
a lively, creative atmosphere. 
+++  In order to promote a greater mix of groups 
and make the locations more attractive to students, 
young families, artists and freelancers, local gov-
ernments are financially supporting the movement 
to new settlements in urban districts with a weak 
infrastructure.

Organisation
+++  The example is a media agency with roughly 18 
employees that is organized as an urban work-life 
community. Most of the employees are involved in 
project work; only a small core team acts as a con-
stant and effective interface to customers and firms 
that commission projects. 
+++  The urban work-life community is not about hier-
archies; it’s about shared rules and standards, which 
serve as controlling instruments at the organisa-
tional level. At the team level, the principle of self-or-
ganisation applies. Decision-making authority and re-
sponsibility are decentralised and delegated to the 
individual teams. In addition, project managers are 
elected by each team for the duration of the project 
in a system of consensual management. 
+++  Every employee in this “heterarchical” organisa-
tional structure is his or her own manager; decisions 
are made from the bottom up. The companies’ ex-
ternal boundaries have also been dissolved, as free-
lancers are flexibly procured for project work, and 
temporarily available work spaces are rented out to 
co-workers. This system ensures extensive interac-
tion with external partners that fosters creativity and 
the integration of different points of view.

Corporate culture
+++  The age structure of the workforce is hetero-
geneous, but its mindset is homogeneous. Most of 
the employees are from large cities and their identi-
ties are shaped by their digital lifestyle. They do not 
define themselves in terms of money, which is why 
they prefer a work model in which part of their pay is 
taken to provide them with uncomplicated and flex-
ible living arrangements in communal housing com-
plexes operated by the agency.
+++  A well-established culture of trust reduces the 
need for monitoring. Employees are given the power, 
temporal autonomy, and responsibility to plan their 
work and their projects. 
+++  The effectiveness of this self-organisation is en-
sured by a culture of active participation and au-

tonomous and future-oriented action. The complete 
merging of work and leisure has made “home-ing”—
taking care of private matters during working hours—
a normal part of the daily routine. 
+++  The values of the corporate culture are crea-
tive, individual and free, and the employees' desire to 
achieve personal fulfilment leads to a sense of iden-
tification brought about by the projects they work on. 
The absence of hierarchical structures promotes a 
sense of community in the urban work/residential 
setting; colleagues become friends. The communal 
housing complex brings this idea to life, as living and 
eating areas are common spaces that also encourage 
people to do things together even after work.
+++  The work culture is marked by phases of work 
activity interrupted by free periods (e.g. for sabbati-
cals). In such a setting, transformation is continuous; 
permanent change is a core element of the culture. 

Office
+++  The urban work-life community combines liv-
ing and working “under one roof”. Given the current 
housing shortages, this arrangement enables unlim-
ited flexibility. The workplace, as well as apartments 
and common areas, are all at the same site. 
+++  Offices inspire employees with their studio at-
mosphere; individual workstation designs foster cre-
ativity. All of this is done under the motto “Always in 
Beta” to express the idea of permanent change. The 
lively café-like atmosphere reflects employees' de-
sire for a workplace that doesn’t feel like a work-
place. Those who occasionally require a quiet work-
space can create their own concentration zone by 
selecting the silence function on special headsets. 
+++  “Bring your own device” is also part of the cul-
ture, one that allows employees to conduct their 
work in their own particular style. The urban nomad 
office is paperless and can be located wherever the 
employee’s laptop happens to be—in the communal 
housing complex or in the park when the weather is 
nice. A change of scenery creates new perspectives 
and enables greater creativity. 
+++  Project workers and co-workers are all together 
under one roof. Temporarily vacant workstations are 
offered for use via a community platform, with the 
option of accommodation in the adjacent commu-
nal housing complex if it is desired. Co-workers can 
choose between an individual apartment and a room 
in the community zone.
+++  The equipment and furnishings of the offices and 
residences were selected in cooperation with an inte-
rior designer and adapted to the individual corporate 
image. The urban work-life community thus serves 
as a living space that promotes a sense of belonging 
in the group.
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Imprint

Contact
bso Verband Büro-, Sitz-  
und Objektmöbel e.V.
Bierstadter Str. 39
65189 Wiesbaden, Germany

Telephone: +49 611 – 17 36-0

www.buero-forum.de

TRENDBÜRO Beratungsunternehmen für 
gesellschaftlichen Wandel B.G.W. GmbH
Hohe Brücke 1
20459 Hamburg, Germany

Telephone: +49 40 – 36 97 78-0

www.trendbuero.de

22 qualitative interviews with individual experts from research and industry

+++ Architecture +++  Sociology of  work +++  Spatial  sociology +++  Web 2 .0  and Social  
Media  +++  Organisational consulting +++  Company consulting +++  Corporate Strategy +++  
Internal & external communication +++  Information technology +++  Human  
Resources +++  Research and development +++  Real Estate +++  Works council  +++

	 Jochen Adler Lead Business Analyst, Deutsche Bank AG 
	 Judith Badel Discursive Organisational Consultant, Metaplan
	 Michael Barth Regional General Manager, Regus GmbH & Co. KG
	 Prof. Wilhelm Bauer Deputy Director, Fraunhofer IAO
	 Prof. Norbert Bolz Media philosopher, Technische Universität Berlin
	 Prof. Ralph Bruder Director of the Institute for Ergonomics, Technische Universität Darmstadt
	 Dr. Jacques Bughin Director, McKinsey & Company, Brussels
	 Isabelle Droll Director of Management Information & Support, TUI Deutschland
	� Eva-Christina Edinger Spatial Sociologist, M.A., at the University of Konstanz and the University of  

Applied Sciences and Arts Northwestern Switzerland
	 Christoph Fellinger Talent Relationship Management, Beiersdorf AG
	 Walter Gebhardt Managing Director and owner, Walter Gebhardt | Architekt
	 Martina Girkens Head of Corporate Functions IT, Continental AG 
	 Stephan Grabmeier Head of Cultural Initiatives, Deutsche Telekom AG
	 Sabine G. Heiss Real Estate Portfolio Manager Central & Eastern Europe, Microsoft Deutschland
	� Dr. Josephine Hofmann Head of Competence Center Business Performance Management,  

Fraunhofer IAO
	 Jason Harper, Real Estate Project Executive Europe Middle East & Africa, Google Deutschland 
	 Magnus Karlsson Director New Business Development & Innovation, Ericsson
	 Frank Kohl-Boas, Lead HR Business Partner D/A/CH, Nordics & BeNeLux, Google Deutschland
	 Dr. Kai Matthiesen Managing Partner, Metaplan
	 Sonja Matthiesen Owner, bufc BERUF UND FAMILIE CONSULTING
	 Dr. Alexander Richter Cooperation Systems research group, Bundeswehr University Munich
	 Frank Roebers Chairman of the Board of Management, Synaxon AG
	 Jürgen Sauerwald Director of Human Resources and Social Issues, B. Braun Melsungen
	 Lena Schiller-Clausen Managing Director, Betahaus Co-working Spaces, Hamburg
	 Jürgen Steffens Architect and partner, JSWD Architects
	 Dr. Norbert Streitz Scientific Director, Smart Future Initiative
	 Martin Vohla Head of Human Resources, dmc digital media center GmbH
	 Hans Voß Deputy Chairman of the General Works Council, Axel Springer AG 
	 Michael Wellenzohn Global Smart Working Program Lead, Credit Suisse
	P rof. Peter Wippermann Trend researcher and communications designer, founder of Trendbüro

Secondary analysis of the latest studies and statistics on the Web and in Print

Expert workshop “Changes in Communication” in order to identify the drivers, 
challenges and approaches to solutions

Workshop with 10 management consultants from Metaplan

Quantitative survey of private sector companies: standardized

up to 99 employees

100–250 employees

251–500 employees

501–1,000 employees

no information

more than 1,000 employees

15 %30 %

35 % 15 %

5 %

1 %

Project design
Methodology
Companies surveyed according  
to number of employees

+++  T elephone survey of 601  
companies (500 in Germany)
+++  S urvey region: Germany/
Austria/Switzerland
+++  S ample: private sector 
companies
+++  S ample selection: Randomised 
selection from a pool that totals 
around 10,000 company addresses 
+++  S urvey time frame:  
May/June 2012
+++  S urvey carried out by  
abs Marktforschung, Ulm

+++  Sources cited
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buero forum 2012: Bildschirmarbeit – Daten und Fakten, evaluation of nationwide projects that were the 
subject of consultancy on behalf of buero-forum, 2003 and 2012.
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The present study brings together the  
trends and drivers which are influencing  

A new working culture

METHODOLOGY
The NEW WORK ORDER study was produced by TRENDBÜRO (consulting firm 
specialising in issues involving social change) on behalf of the bso (Association of Office, 

Seating and Object Furniture) and ORGATEC (the leading office and facility trade fair).

Pr oject Man ag emen t : Florian Häupl; Ed i tor - i n -C hi ef/text:  Birgit Gebhardt, assisted by Florian Häupl, 
Hannah Schneider and Katrin Riedel (Trendbüro); Art D i r ecti on : Maja Nieveler (post@majanieveler.de), 
G r aphi c s &  L ayout : Till Nows (tn@gutentag-hamburg.de); C over  i llustr ati on : Yang Liu  
(info@yangliudesign.com); C opy  d esk : Uta Kleimann; Tr an sl ati on : TransForm Gesellschaft für Sprachen 
und Mediendienste mbH; Pr i n ti n g : msp druck und medien gmbh (willkommen@msp-druck.de)
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