How to Create a Safer, Friendlier, and
More Productive Work Experience

Evolving Research Defining
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Work Anywhere

Panelists

Tracy Brower
PhD, MM, MCRW

Principal, Applied Research
+ Consulting, Steelcase

Dr. Tracy Brower is a PhD
sociologist studying the sociology
of work, work-life, happiness and
fulfillment. She is a principal with
Steelcase’s Applied Research +
Consulting group, and the author
of a new book, The Secrets to
Happiness at Work as well as her
previous book, Bring Work to Life
by Bringing Life to Work. In
addition, she is a contributor to
Forbes.com and Fast Company.

John Hughes

Principal, Applied Research +
Consulting, Steelcase

John Hughes established Steelcase’s
Workplace Strategies Consulting
group and is a Principal in Steelcase’s
Applied Research + Consulting team.
He has more than 20 years of
consulting and advisory experience
and has led major consulting
engagements throughout the
Americas, EMEA and AP. John has
focused much of the last 10 years
globally addressing new ways of
working and the challenges associated
with adapting workplace strategies
reflecting cultural differences.


https://smile.amazon.com/gp/product/1728230896?pf_rd_r=56ZBNWAEG62EFJJM0PYB&pf_rd_p=edaba0ee-c2fe-4124-9f5d-b31d6b1bfbee
https://smile.amazon.com/Bring-Work-Life-Bringing-Organizations/dp/1629560030/ref=tmm_hrd_swatch_0?_encoding=UTF8&qid=1572634153&sr=8-1
https://www.forbes.com/sites/tracybrower
https://www.fastcompany.com/search?searchkey=brower

Work Better

This will be the most significant
reinvention of work in our
experience.
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It's not about It's about
going back to going back
the office. to better.
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Hybrid Culture

Working from home

People Liked People Didn’t Like

No commute Isolation
Ability to focus Gradually less
and be productive productive
No distractions Slower decision making Why p90p|e want to come back
Range of settings Reduced engagement
Collaboration Collaboration
Host clients Access to tools
Expand network Focus
Focus Team belonging

Steelcase Research
US Work Experience Diagnostic



People’s Needs

5 Things People Need

Safety

to be safe and feel safe

Belonging

inclusion, trust and shared purpose

Productivity

to focus and collaborate

Comfort
physical, cognitive and emotional

Control
more control over where
and how they work

@D\ Steelcase Research



Work Better

Safety

People’s new health
and safety priorities

Consider
psychological safety

/3%

/3%

2%

1%

69%

66%

59%

Air quality

Adherence to safety protocols

Facility cleanliness

Physical distancing + boundaries

Density

Visitor protocols

Food and beverage safety



People’s Needs

Belonging

People want a

sense of belonging
and to feel part of a
community at work

The best performers
want an office

The best performers
feel more connected
to the organization

Steelcase Research
Global Work Experience Diagnostic

Community
Metrics
Purpose

Belonging
Resilience
Trust
Inclusivity

Community

Workplace
Attributes
Leader Presence
Social Spaces
Stimulating + Inspiring

outcomes

Productivity

Engagement

Retention

Innovation



Future of Work

Proximity

Proximity is the most important
determinant of relationships

Real and perceived
Familiarity breeds acceptance

Happiness for individual, team
and organizational outcomes

We are hardwired for
connection @
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Future of Work

Beyond
Socializing

Social identity
Social norms

Social learning

Social growth

Social support
Social fabric

Social capital

arbee | Steelcase




People’s Needs

Productivity

Performance suffers

when people are .
unhappy working Engagement Productivity

from home 14% 12%

Innovation also : :
declined 7% v Drop v Drop

Steelcase Research
US Work Experience Diagnostic



Work Better

Productivity

May not be as you
thought...

Challenges:

— Panic productivity hits a
wall

— More time, not more
productivity

— Rote tasks
— Individual tasks

— Soft costs (engagement,
retention)




Design Principles

New Design Principles
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Me + We Fixed to Fluid Open + Braiding
Enclosed Digital + Physical
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Hybrid work. People,

Place,

Process,
Technology.
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Work Anywhere

Work From Home
has become far more viable

72% US Firms

considering some aspect of
work from home

Resurfaced Trend
popular years ago but then
went into decline

What are your leaders
& people thinking?

54%

preference to work from home

1 day a week or less

2-3 days a week

4-5 days a week



Work Anywhere

Hybrid Working
Becoming the Norm
What is the right balance

between working from
home and the office?

Who, how much and what
numbers and ratios?

Return to office
“as is”

23%

Hybrid
working

72%

Always work
from home

5%



Work Anywhere

Hybrid Working

Not a Single Answer

Strategy then Design

Strategy

_<

_<

Py W

transform

redefine

refine

fundamental
breakthroughs &
new discovery

significant change to
space, technology,
work process & culture

moderate change to
space, technology,
work process & culture

Paradigm
shift change

Paradigm

More of
the same




Work Anywhere

Hybrid Approaches

Multiple Methods for
Developing Hybrid
Solutions

— Job Descriptions
— Staff Preference
— Leader Preference
— Rules of Thumb

Each has unique
advantages and
disadvantages




Work Anywhere

Recommended Hybrid Approaches

Utilization Studies Persona / Modes

Advantages Advantages

— Passive, Quantitative, — Active, Quantitative,
Data-Driven Data-Driven

— Based on Presence — Based on Work Mode
Patterns Patterns

— Long history and — Supports optimized
learnings to support organizational

solution development performance



Actionable Data

Return to Work | Survey Support

Returning to the Workplace

What are your top reasons for returning to the workplace?
Ploase select up to 5 reasons.

(] Wk n e, prfessinal enironment (] Reconnect to the organization and shared purpose.
(0] Work within a larger sefting with more diverse spaces

() Intemet / VPN speed

() Access o ool and technology (.9 monirs,

() Coliaborate in person printers, whiteboards)

(] Connect with colleagues (] Acoess to paper and fies
(] Gonnecton o vsibily o leadership (0] Wanta change of scenery

(] Access to food and beverages (] 1 do not want toreturn to the workplace

Support for ergonomics (e.g., chais, posture
O cnoices)

4.To what extent are you satisfied or dissatisfied with your work from home experience?

2.6

WFH Satisfaction

5. What are your top reasons for returning to the workplace?

et profe
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Concept Review | Application Exploration

CONCEPT REVIEW

CONCEPTUAL FLOORPLAN

Plan view

i o
CONCEPT

The Communications tea
internal and external resc
human interactions and f:
setting types and adjacer
estate is leveraged as a

CONCEPT REVIEW

WORK SETTING CONCEPTS

Collection

These application concepts consider the range of user needs within the workspace from individual work to group work and from owned
to shared spaces. The intent is to demonstrate an ecosystem of spaces that offers employees choice and control

I/OWNED SPACES

CONCEPT REVIEW

IISHARED SPACES I/OWNED

WE/OWNED SPACES CONCEPT

These dedicated workstations are
suited for resident workers who
concentrate for hours at a time. Short-
and long-term storage makes it easy
for workers fo stay organized

FOOTPRINT: 6'6"x6'=39.6s1
WE/SHARED SPACES

APPLICATION INCLUDES
- Answer panels

- ciscape desk

- ciscape storage

- Think chair

KEY VIEW

——

/O -1

Personal and reference
materials can be placed in
close proximity to workstation

Deliver visual and territorial
privacy to users

Define privacy while allowing

Easily access poer and data and
natural ight to fiter in i

hide cords. within worksurface trough

o
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http://steelcase.co1.qualtrics.com/jfe/form/SV_cUWCthhbb3mK14F
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