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hange is as necessary as 
it is daunting. But could 
embracing the road less 
travelled lead to success? 
Like all global businesses, 

JLR has been working hard on its 
transformational journey, embracing 
change as a cultural reality. It is forging 
strong ideas, mapping customer 
experiences, and responding to the holistic 
challenges currently faced across the 
automotive industry.

 GROWING PAINS 
It is now more important than ever for 
multinational companies to reflect and 
take control of their destiny. Big businesses 
need to become agile to meet the 
challenges ahead. 

People are rightly proud to be part of 
a business and brand that is envied around 
the world. However, as a company grows, 
as it spreads across nations, its larger scale 
can also make it less flexible. 

Being flexible and passionate are the 
two essential ingredients to agile working.

 STREETS AHE AD  
 OF THE COMPETITION 
Take, for example, traffic calming in 
British town centres and residential areas. 
Traditional measures of humps, bumps 
and pedestrian zones have done little 
but annoy motorists. 

However, recently, we have seen a trend 
towards the Dutch style woonerfs, or ‘living 
streets’. With woonerfs, the whole width 
of the road is paved on the same level. 
So, pedestrians, cyclists and motorists 
share the space. Signs, kerbs and 
bollards are kept to a minimum. 

This may sound like a recipe for disaster. 
It contravenes what we consider to be 
logical. However, this style of road layout 
actually creates a safe and calm 
environment, where drivers show more 
respect to pedestrians. It defies convention 
– yet it works.

 DEF YING CONVENTION 
This type of challenger mind-set is what 
helps big businesses meet big challenges. 

To succeed, big businesses need to 
encourage free thought to help 
revolutionise the way they work. In the 
current innovative climate, businesses 
need to enable their people to be the best 
innovators they can be. Because, to be 
agile, we need to encourage ideas.  

It does not matter how big or small 
these ideas are. In fact, the small yet smart 
ideas are often the ones that make the 
biggest impact. Innovation takes many 
forms. But it is always best achieved by 
working collaboratively and putting 
long-term business goals above short-term 
functional objectives.

TOP TIPS 
FOR STAYING AGILE 

 CHALLENGE HIER ARCHY 
Flexibility is about teamwork and 
enablement. It cannot be achieved by 
strictly following the directives of a line 
manager or senior leaders. 

The success stories of the agile 
approach put their workers in unlikely pairs, 
or unconventional task groups, typically 
with novices working alongside experts. 
The two learn from each other, with the 
dynamic encouraging them to both 
quality control themselves and come 
up with new ways of solving problems 
and improving efficiency.

Many go even further. Frontline 
colleagues may become a nominal 
‘team leader for a day’, or be given 
a toolkit that may help them design 
a new team system or strategy. 

A comparatively established 
technique of this type is called ‘scrum’. 
The fundamentals of scrum are relatively 
simple. To tackle an opportunity, 
the organisation forms and empowers a 
small team, usually three to nine people, 
most of whom are assigned full-time. 
The team is cross-functional and includes 
all the skills necessary to complete its 
tasks. It manages itself and is strictly 
accountable for every aspect of the work. 
Case studies of organisations who have 
used the technique can be found here: 
www.scrumstudies.com. 

 METRICS MAT TER 
Whatever the challenge, the solution 
invariably lies in data. Not only will data 
show you what ‘good’ looks like, it will also 
help you debug the process. 

If Silicon Valley can teach us anything, 
it is that only by measuring everything will 
we know exactly how to improve efficiency. 
From how long it takes for someone to 
perform a particular task to something 
seemingly trivial, like the time it takes 
to walk to a storage area for supplies.

A big part of having the courage to think 
differently is to break down the process 
and use data better and more confidently. 
Let people know how they are performing 
and encourage them to look at the data 
with you. This will help you make data-
based and data-driven decisions. 
Making data human and real has 
tangible business benefits. 
Don’t be afraid of what you might find: 
embrace data for the tool it is.

 DARE TO TRY 
Once areas for improvement are identified, 
it is possible to devise ways to fill the gaps. 
Innovation is the best way of achieving this. 
We already use innovation to discover new 
products and services. But how often 
do we use it to improve our own 
functional processes?

Shift metrics from output and activity 
rates (how busy people are) to business 
outcomes and team happiness (how 
valuable and engaged people are) and test 
each stage. Gather feedback and adapt 
as you go along.

When failure occurs, embrace it. 
When people realise that it is okay to fail, 
they become more creative and innovative. 

Try to move away from a strict project 
management/ quality control culture into 
an environment where everyone takes 
equal responsibility. This means, a reliable 
team will work together to help overcome 
the challenges faced. 

 DO THE RIGHT THING 
There is a caveat to being bold and brilliant 
and embracing methods that have worked 
elsewhere: it is important to avoid adopting 
things that are not right for our  
own situation. 

A few years ago Tesla embraced the 
continuous delivery/deployment method 
of agile working, which has been popular 
as a software innovation for web/mobile/
cloud apps. Tesla went on to use it for its 
$100,000 cars. 

First, Tesla began regular firmware 
updates. These software changes went 
much further than simply changing user 
interface elements on the dashboard. 
Instead, they modified major elements 
of the car, from its suspension to its 
acceleration and handling characteristics. 

Secondly, breaking the traditional annual 
rollout approach, Tesla continually 
improved its product each quarter. 
However, there were no model years or 
numbers to differentiate each Tesla model 
from the other.

As you can probably guess, this wreaked 
havoc with marketing. And it afforded 
customers little clarity on the features of 
the car they were buying. Products were 
also being adapted without customers’ 
consent, which is common frustration 
with software development.

While it is important to look how 
different industries tackle efficiency and 
improvement, it is just as important to 
learn from others’ mistakes. Take the 
cream, not the milk. And do not simply 
assume that every new way of doing 
something is the right way.

 TRUST THE CUSTOMER 
 E XPERIENCE 
By thinking like customers, you build the 
products and provide the services that you 
would want for yourself, your friends and 
family. A customer-centric approach 
enables a company to differentiate itself 
from competitors who do not offer the 
same experience, even if they have a 
superior product. So it is important to 
think about the customer at every stage. 

But it can be hard for everyone in the 
process to feel connected to the customer 
journey. Think about the teams you work 
with and ask yourself what you could do 
differently to show and remind others 
that everything they do can affect the 
customer experience.

It is also imperative that everyone is up 
to speed on what things cost. This helps 
colleagues see wastage more easily and 
understand improvements that need to 
be made. Remember that waste can be: 
money, time, effort or talent. 

Leaders should be clear, open, 
and honest with people, enabling them 
to understand what the issues are and, 
more importantly, to ask for their help. 

 CHANGE THE TASK MINDSET 
Transformation on any scale is best 
achieved when there are high levels of trust 
alongside a performance-driven culture. 

For high levels of trust in a workplace, 
it is vital to build relationships and develop 
new management skills.

Frontline colleagues should, wherever 
possible, be given the autonomy and 
empowerment to choose how they work, 
providing their job gets done. 

All of this may require a seismic shift in  
a corporate culture, from one where staff 
are expected to work within frameworks 
and guidelines designed to control the 
workforce and minimise risk, to an 
environment where people are seen as 
valuable assets, for the brilliant individuals 
they are, and for the difference they offer. 

Companies must therefore remove 
artificial measures of success, such as time 
and attendance, and focus on tangible 
results and overall performance. 

 A FORMUL A FOR SUCCESS 
It is also true that those companies that do 
not adopt flexible ways of working are in 
danger of losing talent to the organisations 
that do. Flexible working, like healthcare, 
bonus and pension schemes, is becoming 
increasingly attractive to many workers. 

This is discussed in a report by the Work 
Foundation, part of Lancaster University. 
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The conclusion of Working Anywhere, 
A Winning Formula For Good Work? states:

‘Personal circumstances and the nature 
of the job will ultimately determine the 
potential for individuals to work flexibly or 
remotely. But there is an increasing demand 
for this and increasing evidence that this 
can improve productivity and wellbeing.

‘Organisations hold the key to the 
adoption of mobile working and have the 
incentives to make it happen. But change 
will be challenging and leadership will be 
critical to altering organisational cultures 
in which trust is paramount and employees 
are judged on outputs rather than 
on being seen.’ 

 POWER TO THE PEOPLE 
To return to the Dutch road layout analogy, 
it is all about giving responsibility back. 
In the same way that drivers without signs 
and kerbs are trusted to take responsibility 
for their community, rather than have rules 
enforced upon them, companies need to be 
brave enough to allow people to feel 
empowered and trusted in the same way.

THINK BIG, 
START SMALL

It is often the smallest change that can 
make the biggest impact. To become agile, 
it is necessary to:
• Think differently to optimise the minutiae
• Empower people and trust them to find 

the answers
• Understand the data 
• Study the customer journey
• Embrace failure
• Think big, start small 

Change is inevitable. But by being aware, 
and remaining agile, it is possible to harness 
its transformational power.
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