
Human DNA in Innovation

The OE Journal
Organisation Effectiveness Cambridge

Number 13  ISSUE 2 2016
ISSN 2049-6478



Contents

3

4

7

12

"Human DNA in Innovation": Introduction to our European 
Research 2016
by Chris Legge
Chris introduces our pan-european report and explains the framework used 
for the research methodology.  We conducted 40 face-to-face interviews as 
well as running an online survey.  The questions focused on four key areas - 
people, organisation structure, leadership management and processes in 
innovation.

Preface to "Human DNA in Innovation"
by SPACE Consulting
SPACE Consulting Europe is a strategic alliance of leading European 
management consulting �rms operating in seven o�ces with more than 200 
consultants across Europe.  We regularly publish research reports and insights 
on business issues that we, together with our clients, feel are crucial to success.  
In this year's research we focus on the critical human factors that in�uence 
innovation in an organisation and our report re�ects the views of CEOs, HR 
Directors and Innovation Directors across Europe covering 10 countries.

Executive Summary to "Human DNA in Innovation"
Organisations in today's market conditions have to �nd innovative ways to 
adapt, evolve or di�erentiate in order to survive, the same way as a human 
cell does - metaphorically speaking.  So, can we boost the innovation 
capabilities of an organisation? Can you modify organisational ‘DNA’?  The 
research executive summary highlights the key �ndings and reveals the 
implications for leaders, teams and culture.  To receive a complimentary copy 
of the full report, please register for the launch webinar at www.oecam.com.

Innovate or Die: Reimagine your Organisation
by Hazel.McLaughlin
Innovation cannot be an end in itself; there has to be a �nancial return and 
the people and processes in place to make it a commercial reality.  Hazel 
explains how the OE Cam model helps clients to reimagine new ways of doing 
business and think through how the di�erent elements of the innovation 
process �t together.
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OE Cam   De l iver ing Organisat ion Ef fect iveness

Welcome to this edition of The OE.  

OE Cam conducts ongoing research into the links between sustainable business 
performance and maximising individual, team and organisation e�ectiveness.  We do 
this through our links with Cambridge University, and as part of Space Consulting, our 
strategic alliance with seven other management consultancies across Europe.

Our most recently published research is entitled ‘Human DNA in Innovation’. In this 
edition of the journal we share with you some of the key �ndings.

“Human DNA in Innovation” is about people.  If we can understand the roles that 
leaders, teams and culture play in the innovation process then we can proactively 
improve the e�ectiveness of innovation programmes.  The research reinforces the 
importance of putting together the right teams – building collective intelligence by 
identifying the right pro�les, recruiting the best talent, celebrating diversity and 
developing a mind-set for growth to reimagine new ways of doing business.

We hope you �nd our journal useful and as ever welcome your feedback.
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“Human DNA in Innovation” – Introduction to our European Research 2016

by  CHRIS LEGGE

OE Cam is a member of SPACE Consulting 
Europe, a strategic alliance of leading European 
management consultancy �rms. As well as 
working together on pan-european projects, we 
conduct and publish research on key issues 
facing business, in order to inform, advise and 
support leaders to maximise the performance of 
its people.

Our research report for 2016 forms the core of this edition of 
The OE Journal and focuses on the critical aspects of the 
“human factor in innovation”. It looks at the challenges and best 
practices within the whole value chain of innovation. Through 
the research, we focus on understanding the radical or 
‘breakthrough’ innovation undertaken by established 
companies in order to continue to succeed in a highly 
competitive marketplace.

A framework for innovation

Using the framework below, we explored how organisations 
transformed into more innovative, hence competitive, 
organisations. What practical steps had they taken in order to 
achieve the change towards a more innovative culture?

 

The role of people in innovative organisations

Unsurprisingly, as we explored the wealth of activity associated 
with organisational innovation, it became evident that we 
risked being too expansive and missing the critical insights 
about how people supported innovation performance for 
sustainable success.

Our research indicates that innovative organisations evolve 
through three key themes:

•  Teams - the heart of innovation
•  Leadership - the innovation maker or breaker
•  Culture - the innovation enabler

Innovative organisations have a fundamentally di�erent 
mind-set to growth. They ‘let-go’ of the old habits and  
understand that you don’t wait for failure to innovate.  Our 
research shows that many businesses  already possess the 
necessary human DNA for innovation, but need to work on 
releasing its potential.

With this in mind we highlight some successful transformation 
processes within the report. For example, it is well known that 
leaders are the catalyst for innovation, but what are the six 
fundamental building blocks that leaders must get right for 
innovation projects to succeed?  And would your organisation 
bene�t from an Innovation Architect?  Who are they?  How do 
they remove blockers to innovation?

OE Cam has scheduled a series of webinars to illustrate these 
key themes. Our events will include detailed case studies and 
practical guidance on how organisations modify their very 
DNA to achieve greater success in innovation projects. All 
webinar attendees will receive a complimentary copy of the 
full research report.

To register your interest in the webinars, please visit:
www.oecam.com
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Human DNA in 
Innovation
Preface

DNA is the blueprint of our lives. Until recently 
scientists believed that human DNA is locked and 
unchangeable, for the good and bad. Now 
evidence proves that scientists can actually 
intervene and change our DNA for the better.

In this report, we question whether the same can be done with 
the DNA of an organisation. Is it possible to transform and 
evolve organisational DNA – following the Meme Theory 1, 
which suggests that cultural ideas, behaviours or approaches 
can be transmitted from person to person over time?

Transforming the organisational DNA
It’s common knowledge that the ‘genetic backbone’ of most 
enterprises is rather rigid and can be extremely di�cult to 
change, despite numerous attempts. Many have direct 
experience in trying to do so, even over prolonged periods of 
time. Often the results are short term or unsatisfactory. But 
what if we could tackle organisational DNA, similar to that of a 
human body, by remodelling or re-engineering some of the 
more relevant parts? Like the human body, we believe that the 
genes of organisational DNA need a supportive environment 
to thrive. In this report, we explore how organisational DNA can 
be transformed, and the type of environment they need to 
achieve successful innovation.

 

Customers and competitors are the main 
drivers for innovation
For years, most Western companies have been emphasising 
the crucial importance of innovation, not just in products and 
services, but across the whole organisation. Our research 
reveals that every second organisation is actively seeking to 
increase innovation or planning to do so. Triggered by 
continuous crises and constant exposure to new, and even 
disruptive technologies, the pressure on �rms in traditional 
markets, and their long-lived business models, is increasing to 
successfully transform and safeguard their future. According to 
the CEOs and directors that took part in our survey, ‘customer 
expectations’ and ‘competitor’s pace of change’ are the most 
important factors to increase innovation performance. 

That said, although companies appear to be satis�ed with their 
innovation levels compared to that of competitors, they are 
not reaching their own ideal levels of ambition, as the chart 
opposite reveals.

In order to become more innovative, organisations need to 
open up and reconsider their traditional ways of doing 
business, to allow new and diverse ideas to emerge. In other 
words, companies need to work on their organisational DNA; 
�rstly, understand it better, and if necessary, remodel and 
improve it to become more innovative. We believe, there’s no 
one speci�c formula, therefore we o�er concrete suggestions 
on how to start your organisation’s evolutionary journey, in 
order to avoid the need for radical revolution later on.

DNA = deoxyribonucleic acid, a self-replicating 
material present in nearly all living organisms 
and carrier of genetic information

1. Richard Dawkins (1989)  “the Sel�sh Gene”
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main competitor your ambition your progress

19.1 %

30.9 %

52.9 %

44.1 %

33.8 %

25.0 %
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41.2 %

25.0 %
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50 %

40 %

30 %
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10 %

In order to become more innovative, organisations need to 
open up and reconsider their traditional ways of doing 
business, to allow new and diverse ideas to emerge.

Chart 1:  Satisfaction with own innovation level compared to...

not satis�ed

average satis�ed

very satis�ed

Source: Space 2015/16 Online Survey (n=114)

This research re�ects the views of CEOs, HR Directors, Innovation Directors and senior managers across 
Europe, covering 10 countries, we conducted 40 face-to-face interviews with our clients and business 
partners. In addition, we ran an online survey (114 respondents).
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PREFACE

How to achieve high 
ambitions around 
innovation performance.

In this report, we focus on the critical human factors, which 
help to transform the innovative nature of the business world:

• How can organisations successfully innovate by assessing 
and working on their genetic and cultural backbone?

•  How do they manage to transform their company’s DNA to 
create a thriving environment? How can this DNA be 
modi�ed for solid and sustainable, yet improved 
performance?

• How and why can leaders and managers boost or block 
even the best innovation genes within an organisation?

Human DNA in innovation is about ‘people’; where individuals 
in teams are at the heart of innovation, and leaders enable and 
support innovation performance for sustainable success. It’s 
the organisation’s leadership and employees that ultimately 
contribute to, and form, the ‘organisational backbone’ and 
culture over time.

The purpose of this report is not to add another tool or process 
that promises that much needed innovation within your 
organisation. There are plenty of good ones out there already, 
although not all of them are thoroughly applied yet. 

However, having consulted and discussed this topic with many 
European organisations, we found a missing link, that of the 
human factor (genetic or memetic, if you like) in this toolbox 
that will help to transform your organisation’s innovation 
performance. We also highlight some successful 
transformation processes, which you will hopefully �nd 
interesting and useful in your search for better and sustainable 
innovation.

I ssue 2 2016   Human DNA in Innovation
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Scientists recently con�rmed that human DNA is 
actually modi�able – it can be repaired, changed and 
transformed when needed to ensure that speci�c 
genes and properties in our body are being 
activated. 

Organisations in today’s market conditions have to �nd innovative 
ways to adapt, evolve or di�erentiate in order to survive, the same 
way as a human cell does – metaphorically speaking. So, can we 
boost the innovation capabilities of an organisation? 

 Executive Summary

by  CHRIS LEGGE

Leveraging individuals, 
teams, leadership and 

culture for better 
innovation

Continued overleaf...



5. Tolerating failure – Slowly, leaders are not only becoming 
‘failure-tolerant’, but actually encouraging failure with the 
purpose of learning from it and improving. 

6. Dealing with the hierarchical structure – Traditional, 
complex and less �exible hierarchical structures may hinder 
innovative practice. Top management proximity and 
receptivity to innovation teams are instead crucial for the 
team’s motivation and success. New ways of overseeing and 
facilitation are therefore required.

8

EXECUTIVE SUMMARY

Teams – at the heart of innovation
Our research reveals that teams and their individual members 
are at the heart of innovation. Organisations can in�uence their 
innovation performance through creating e�ective innovation 
teams, and animating and sustaining them over time, or when 
required. Organisations that seek to become more innovative, 
tend to focus on three core capabilities:

Balancing individuals and teams – Individual competencies, 
expertise and creativity form the core part of organisational 
DNA. In fact, it’s their collective intelligence that makes 
innovation possible. So, identifying the right pro�les, recruiting 
the best talent, ensuring diversity and allowing a certain level of 
agility/�exibility will encourage more innovation.

Stimulating team environments – As with human genes, 
successful innovation depends on having the right, supportive 
external conditions, such as physical/virtual spaces and time 
allocation, to encourage and stimulate new ideas

Promoting innovation architects – This newly emerging role 
is helping employees and organisations to become more 
innovative. Innovation architects are fast becoming the norm 
in organisations, where they act much in the same way as 
‘molecule scissors’ used in genetic change – helping to modify 
and enhance organisational DNA for better innovation.

Leadership – innovation maker or breaker?
Leaders play an important role in re-shaping the innovation 
‘DNA’ of an organisation by envisioning, energising and 
enabling new ideas. Our research suggests that they are the 
catalysts of innovation without them, nothing would happen. 

We identi�ed six factors that leaders need to in�uence to 
encourage innovation:

1. Driving ideas – The charismatic leader acts as an idea 
generator or catalyst, removing any ‘blocks’ to innovation. 

2. Setting a new managerial mindset – Sponsoring, steering 
and motivating innovation teams. It is a balancing act between 
control, support and empowerment.

3. Coaching and collaboration – Coaching senior managers 
in supporting innovative behaviour and thinking as part of a 
collaborative leadership approach.

4. Embracing the concept of risk – It can be challenging to 
�nd the right level of risk, whilst pursuing (unpredictable) 
innovative e�orts.

I ssue 2 2016   Human DNA in Innovation
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Culture – the innovation enabler
The organisational culture is the central piece to encouraging 
or blocking innovation, and a vital enabler for employees to 
embrace innovation. Based on the experiences gathered in 
this research, culture o�ers a fascinating paradox; it is often 
cited as a barrier to innovation, yet it holds the key to opening 
the way forward. On the one hand people cling to it and resist 
change, but on the other hand, culture is, in its genesis, about 
adapting successfully to the environment. 

Our report highlights �ve factors that are recurrent in the 
various cultural change initiatives:

Innovation cannot be ordained – Cultural change towards 
more innovation requires concrete and honest interventions 
by top management. Just paying lip service is not su�cient to 
bring about change, nor is it convincing to employees.  

Innovation requires visibility – Dedicated physical (or 
virtual) spaces and communication networks will encourage 
innovation and act as enablers in installing a culture of 
innovation.

Innovation change starts with a top-down impulse – Often 
cultural innovation change will only come about when initially 
ignited by top management who will continue to have a 
critical in�uence on subsequent cultural redesign.

Innovation belongs to everyone – A successful innovation 
culture change process is often based on getting teams 
involved in the de�nition of the new culture. 

Innovation needs a holistic approach – Innovation should 
touch all functions, processes and teams throughout the 
company.

In short, culture paradoxically seems to be the solution to the 
very problem it often creates. It’s not just about heritage and 
history, but also about vital current day survival and growth. A 
number of companies show how it’s possible to go beyond 
culture as a concept, by transforming and linking it directly to 
market dynamics.

Initiating a ‘grass roots 
movement’ to involve 
more employees and 

reinforce the new 
direction.

Continued overleaf...
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EXECUTIVE SUMMARY

I ssue 2 2016   Human DNA in Innovation

How to transform successfully into an 
innovative business
Innovation, therefore, can be achieved through having the right 
teams, leadership and culture. However, despite a very clear 
need for a new business model or enhanced product/service, 
organisations often tend to cling on to ‘old and formerly 
successful’ habits – both in processes and culture. So, why is it 
that some companies successfully manage to transform their 
culture, leaders and teams to become more innovative, and 
others don’t? 

Our �ndings reveal that successful companies have the 
following attributes:

Top-down and bottom-up
The most successful organisations managed not only to ignite their transformation process – usually by the 
CEO, they also succeeded in initiating a parallel ‘grass roots movement’ which involves more employees and 
reinforces the new direction.

Vision and values that really matter
Another characteristic of companies that successfully become more innovative is that the successful ones tend 
to make vision and values, especially around innovation, tangible and relevant to everyone in the organisation, 
and their respective market. 

Creating change from within
Distant innovation campuses, not embedded within the organisation, often lack the desired success as they 
tend to be perceived as ‘separate’ from the rest of the organisation. Instead, integrated innovation team 
members – current and past – that help to spread the word, give momentum to innovation across the whole 
organisation and by doing so, manage to engage employees far better than any top-down directive.

New managerial mindset
At the same time, (top) managers need to adapt to a new risk-taking and fail-fast attitude, and learn to make the 
right decisions. New ideas may threaten the ‘status quo’, yet they allow the organisation to really leap forward. 
To achieve this transformation successfully, actively supporting and coaching (top) management is crucial. 

Successful innovation will 
depend on how relevant 
your vision and values are.
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We believe that we can actually in�uence organisational DNA to 
boost innovation, much in the same way that human DNA can 
be modi�ed.

Tools and diagnostics in a human context
Many organisations focus their current or future e�orts on 
implementing new, e�cient innovation tools. We recommend 
that organisations should become  similarly aware of the 
conditions and environment these tools require to be 
implemented in. Leveraging and balancing individuals, teams, 
leadership and culture are therefore a ‘must’ towards more 
e�ective and e�cient innovation. At the same time, 
organisations con�rm that they struggle with measuring their 
innovation performance, often relying on traditional KPIs. 
Whether there is full truth in the saying: “If you can’t measure it, 
you cannot manage it,” or not, we strongly encourage 
companies to rethink their measurement of innovation culture, 
capabilities and performance, for a clearer picture on what has 
been achieved,  and to better focus future e�orts.

 
The risk of taking decisions
For many organisations, their weak point continues to lie in 
achieving the right balance of risk taking when it comes to 
whether or not to go ahead with an innovation project. One way 
of getting out of this dilemma is to improve the facilitation of the 
decision-making process in order to make ‘collective’ decisions 
faster and better. Team or group intelligence paired with 
supporting data analysis, instead of relying on the sole decision 
of the CEO/leader, leads to better and quicker decision making.

Developing an innovation culture
The right company culture is widely recognised as a key 
enabler for enhancing innovation performance, hence 
organisations openly try to improve it. They do this by �rstly 
understanding their cultural genetic backbone, which can 
either hamper or encourage innovation. Furthermore, 
companies look out for new skills and mindsets for their 
employees and team members, not focusing on deep sector 
expertise only. Lastly, a certain agility is required from both 
sides – the organisation and employees – too, when 
transitioning individuals into and out of innovation projects.
 
In short, going back to our analogy, it really is about embracing 
innovation with a strong people and team focus, creating a 
supportive environment, and focusing speci�cally on 
leadership and culture. This will in turn encourage strong 
innovation so that your organisational DNA can perform at its 
best.

To receive a complimentary copy of the full report, please 
register for our launch webinar at:  
www.oecam.com

Conclusions
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1. Introduction
The research outlined in this journal provides an international perspective on the 
important components for innovation. It looks at the role that people play in the 
innovation process and expands on the thinking around the role of leaders, teams 
and organisational culture. The combination of individual team and organisation 
reinforces the importance of OE Cam’s partnership approach where we work closely 
with businesses to refocus the direction and to make new possibilities a reality.  
Innovation cannot be seen in isolation. Ultimately it is about enhancing organisation 
e�ectiveness.

In this article, we explore the OE Cam model for innovation and outline how we work with businesses to 
enhance the innovation process. We facilitate our clients to think di�erently; to reimagine the possibilities, 
to change mind-sets, embrace tensions and create the right ecology in which ideas can �ourish.

At OE Cam, we de�ne innovation as “the creation of a new order of things; innovation is making a new 
product, service or technology work. It starts with creativity through research and development, to market 
research, experimentation, manufacturing through to marketing and sales. It is the adoption of the idea that 
distinguishes innovation from creativity and disruption.  Both creativity and disruption are necessary but not 
su�cient.  An innovation changes a part of the world”.

Businesses need the opportunity to see new possibilities and reimagine the way to do business. Ideas 
alone are not enough and innovation cannot be an end in itself: there has to be a �nancial return and all 
the right processes and talent in place to translate good ideas into commercial reality.

For many organisations the focus is on incremental change and performance improvement. However the 
commercial world moves at such a pace that it is all too easy to lose the premier spot. Most taxi �rms 
perceived their competitors simply as other taxi �rms and certainly did not envisage the advent of Uber.  
Blockbuster became obsolete as the technology changed rapidly and new streaming models such as 
Net�ix and Amazon came to prominence. Zip Car provided a �exible way to hire cars by the hour rather 
than using the traditional rental approach.

Innovate or Die: Reimagine your Organisation

by  HAZEL McLAUGHLIN

I ssue 2 2016   Human DNA in Innovation
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MORE LEFT-HAND MORE RIGHT-HAND

4D     3D           2D   1D         OD
New 

Paradigm
Di�erent Better Routine Don’t

The people who generate 
ideas are often different from 
those who implement them.

2. The Innovation Paradigm
At OE Cam we explore with organisations how to make full use of 
the innovation paradigm outlined in Diagram 1 below. Our focus 
is less on the 1D-2D ‘incremental’ side and more on 3 and 4D or 
‘breakthrough’ innovation.  

Innovate or Die: Reimagine your Organisation

Diagram 1: The ‘Left’ and ‘Right’ Hand of the Organisation 

We enable businesses to reimagine their world and seek out 
possibilities that are not immediately obvious.  This is where 
the power of the chaotic and complex comes into play - 
incremental improvements are �ne but game-changing 
innovation only occurs when people operate in 3D or 4D.  It is 
in these paradigms that the environment, people and ideas 
combine to radically move the organisation forward.

Innovation can be seen holistically, it touches every part of the 
business so if organisations are to introduce more ‘4D’, there is 
a need to think through the potential implications for 1D. We 
begin by supporting organisations to de�ne their dominant 
logic and how they �t in the context of their market. A good 
starting point is to create a high-level entity map that plots the 
moving parts of an organisation across a range of dimensions.  
We can then project di�erent ways of working. We know that 
not evolving your business model can lead to catastrophic 
consequences... Success comes from being agile and 
responsive. So Apple iPhones go from strength to strength 
whilst Blackberry recently announced that it would no longer 
produce phones.  Innovation is no longer a ‘nice to have’ – it is a 
business imperative.

In bringing about an innovation-oriented culture, our research 
underlines the importance of taking on-board the potential 
gap between existing values, assumptions and beliefs, and 
those of the new paradigm (the new mind-set).  As one German 
director of an energy provider discovered: “It is important to 
anticipate con�icts with traditional business.  People need to see 
the additional value that innovation brings, otherwise there is no 
acceptance”. 1  In innovation, the cultural con�ict is not always 
between the ‘old’ and the ‘new’.

3. The Innovation Funnel
In general, for every 100 ideas only 5-10% of them will come to 
fruition.  An ‘innovation funnel’ helps �lter ideas and pick those 
with greatest chance of commercial success - some ideas are 
more likely to work in one environment rather than another. 
There needs to be a balance between divergent and convergent 
thinking for ideas to grow. Once they have been initially scoped, 
they need room to develop before practical business 
implementation.  

Continued overleaf...

1. “Human DNA in Innovation” space report 2016 OE Cam LLP

Copyright © 2016 Mark Brown, Dolphin Index



The people who generate ideas are often di�erent from those 
who implement them. They have di�erent capabilities and 
strengths and it is rare to get someone who embodies both sets 
of characteristics. For example, OE Cam has worked for the last 
few years with AB Agri to enhance innovation through the 
development of its New Ventures programme.  We worked with 
them to identify the right people and select the best teams for 
innovation. This has resulted in new business streams and 
opportunities for technological and revenue growth. The focus 
is on world-class science and technical excellence coupled with 
innovation. The approach combines commercial capability 
with depth of understanding and the tenacity to succeed. 
People are encouraged to be agile; to adapt and be �exible. The 
focus is on breadth of thinking, taking a big picture view and 
developing group level thinking. There is a strong drive for 
growth coupled with a focus on excellence and collective 
ambition. By being agile, the business can prioritise capability 
and enhance overall e�ectiveness.

To put into perspective how to enhance innovation we have 
illustrated our approach in the model below.

4. The OE Cam Innovation Model

4.1 Reimagine Your World
The �rst step is to reimagine your world and rethink the overall 
business context. Who are the competitors?  What has 
changed in the marketplace? What technologies, processes, 
potential competitors are emerging? We support you to think 
out of the box to learn and to adapt to changing market 
conditions.

Secondly, OE Cam enables you and your people to create a 
mind-set for growth. Capture and celebrate diversity; look out 
for talent that is somewhat di�erent in the way that they think 
and behave. Embrace the competitive tension within your 
business and use them to advantage. Expand the scope and 
breadth of thinking for teams. Build on the collective energy 
and let that develop so that you enhance the momentum and 
pace. It is important to create incentives for sharing and to 
celebrate success and learn from failures. This is an ongoing 
process - so keep up the pace and the momentum!

4.2 Identifying and Nurturing Talent
Creative people come with di�erent styles, capabilities and 
drives. We see three di�erent types of ‘Disruptive Talent’ and 
each has their own strengths:

1. The ‘Creatives’ create the vision and generate ideas. They 
handle ambiguity well and are driven to succeed.

2. The ‘Change Deliverers’ are collaborative and results 
focused. They combine their social skills with their ability 
to think systematically and to drive the agenda forward.  
They are agents of change.  

3. No less important for the quality of ideas are the ‘Smart 
Creatives’ who use their intellect and critical evaluation 
skills to challenge and to rethink ideas.

A critical factor for success is to identify and develop disruptive 
talent. We de�ne these people are “individuals who think and 
act di�erently, who innovate, who challenge conventional 
wisdom, and practice, spot trends, see commercial opportunities, 
and tenaciously �nd new and better ways to deliver business 
success”. They are highly focused, manage ambiguity, are 
curious about where this may lead, and are keen to create and 
operationalise solutions where others have feared to go. OE 
Cam not only objectively identi�es the disruptive talent within 
businesses but also supports the integration process.  All too 
frequently disruptive talent is di�cult to manage and needs to 
be nurtured.  To �nd out more about disruptive talent read the 
journal speci�cally dedicated to this topic.

Diagram 2: The OE Cam Model for Innovation

IDENTIFY & 
NURTURE 
TALENT

LEAD TEAMS 
THAT SHARE 
IDEAS, 
COLLABORATE 
AND INNOVATE

FOSTER 
ENVIRONMENTS 

FOR IDEAS - 
BALANCE SHORT 
& LONGER TERM 

GOALS

REIMAGINE YOUR 
WORLD
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According to our research, a relatively new role in the 
innovation landscape is that of ‘Innovation Architect’ (IA).  IA’s 
have an open-minded vision, surround themselves with reliable 
partners, see the big picture and empower intrapreneurs.  We 
believe they can play a vital role in removing some of the 
internal barriers to innovation.

4.3 Fostering the Right Environment
In our journal on ‘The Ambi-dextrous Organisation’ we explored 
the complexity of factors in driving change and innovation 
whilst keeping up with the day-to-day demands of business 
delivery.  It is often challenging to get the balance right and to 
create the right ‘ecology’ for innovation whilst maintaining the 
success of the current. This involves managing competing 
tensions and ensuring the right priorities.

The right environment and workplace design can make a 
signi�cant di�erence. For example, Google have set aside 
speci�c areas to encourage collaboration and their global 
Google Campus initiative is dedicated to supporting start-up 
businesses. Apple has announced the creation of their new HQ 
at the iconic site in Battersea. This will enable them to move 
from eight locations throughout London to set up an Apple 
Campus. As Apple said “This is a great opportunity to have our 
entire team in one location whilst supporting renovation of a 
neighbourhood rich in history”. 2

4.4 Leading Teams that Collaborate and 
Innovate
The research highlights the importance of teams who 
collaborate and who energise each other to deliver new and 
outstanding solutions. The leadership cadre needs to support 
the innovation process and encourage ideas whilst keeping a 
watchful eye on day-to-day delivery of pro�t for the 
organisation. This involves a di�erent mind-set and 
development of excellent leadership capabilities. The 
summary report highlights the six DNA ‘building blocks’ that 
leaders need to in�uence.

It is far easier for leaders to kill o� ideas, to stick with what’s 
proven and avoid taking risk… Our research shows that for 
innovation to occur, leaders need to let go of this natural 
tendency towards order and control and accept more of a 
‘chaos management’ model. OE Cam business psychologists 
work closely with business leaders to enhance their approach as 
leaders of change and help them develop the mind-set for 
growth.

Focus on celebrating diversity!  Innovation programmes bene�t 
from bringing together diverse sets of individuals. Disruptive 
Talent may be the stars in your innovation programme, but they 
need the support of a balanced mix of individuals each bringing 
a di�erent set of competencies and expertise to the project.  

But with diversity comes tension… remember that a 
fundamental part of the innovation process is ‘creative abrasion’ 
where ideas are productively challenged. More often than not 
we are called in to help individuals in teams who are not ‘getting 
along’.  However, the most e�ective teams learn how to use this 
tension to create stronger solutions.  

5. Conclusions
The Space research in this journal emphasises the importance of 
an e�ective pace in terms of innovation through:

1. Identi�cation and development of the right people
2. Creating the right environment for teams to �ourish
3. Creating organisations that foster innovation and   

appreciate the needs

Each level enables a focus on the factors that make a critical 
impact on how ideas are successfully (or not) implemented 
within the organisation.

To get the most out of the innovation process, it is not enough to 
employ the right people and encourage them to generate ideas.  
This is part of the story but not the whole journey. There is a 
need to take a holistic approach to address the areas of 
organisational culture, environment and team, leaders and the 
individuals. There are numerous trade-o�s to navigate, how 
local or global will your initiatives be?  Are you looking for top 
down direction or emergent ideas?  How much guidance versus 
support will be there?  How much facilitation versus direction 
should there be?

Challenge conventional thinking, allow people the opportunity 
to explore and to share ideas.  By creating an environment that 
fosters ideas and ‘outside of the box’ solutions, people can 
�ourish and grow. Think carefully about how to organise 
resources. Ensure that there are leaders who are there to support 
change and innovation.  Get the balance right between 
short-term pro�tability, which must be maintained and the 
longer-term ideas generation. Build it into the very fabric of the 
organisation. Dream – reimagine – and make it happen!
     

2. Apple statement, 28th September 2016
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Organisation E�ectiveness Cambridge (OE Cam LLP) is a specialist �rm of business psychologists and consultants 
who maximise the e�ectiveness of individuals, teams and organisations.

We believe that organisational e�ectiveness can only be improved through tackling the ‘hard’ with the ‘soft’.  We 
view your organisation from multiple perspectives – the behavioural, the structural, the cultural and the economic 
so that we get to the essence of your challenge and deliver bespoke, feasible and sustainable solutions.

Our clients span industry sectors and international boundaries and include: AB Foods; AB Agri; BBC; Body Shop; City 
& Guilds; The Coal Authority; Coller Capital; Connect Group; Daiichi Sankyo; E.ON, Department of Health; Greene King; 
Internet Watch Foundation; Odeon Cinemas; Primark; PRS for Music; Ryder; Simmons & Simmons; SuperGroup; Terra 
Firma; Travis Perkins, University of Cambridge.

We see organisation e�ectiveness as a combination of organisation development and talent management:

Talent Management
• Executive Assessment - we identify “disruptive talent” and deliver individual and team assessments to give you 

con�dence to make strategic people investments, including succession planning, recruitment and pre/post 
M&A due diligence

• Leadership Development – we de�ne and build leadership capability to deliver your strategy.  We create 
learning experiences that impact the bottom line and facilitate executive teams for performance improvement 
and business growth

• Executive Coaching – we have considerable experience of coaching senior managers, often in quite sensitive 
situations. Through our work we know and understand the business environment, the cultures and the business 
pressures. This enables us to relate to demands and uncertainties often felt in post, across di�erent sectors, 
disciplines and organisations

• Performance Management and Reward – we create the processes and skills for managers to set objectives and 
measures and ensure that feedback is constructive and that achievements are properly recognised and 
rewarded.

Organisation Development
• Board Development - we review and develop board e�ectiveness and work with executive teams on governance 

and organisational impact

• Organisation Design – we create aligned, accountable and agile organisations by assessing how coherent your 
organisation is now and developing options for where and how it can be improved

• Organisation Improvement - we analyse before delivering interventions that will make the business work as 
intended, build collaboration and communities whilst retaining accountability and performance.  We work with 
teams to grow businesses, build your strategy, increase capability and implement change

• Culture Audit and Development - we change cultures to become more innovative, customer centric and 
performance orientated. Using both quantitative and qualitative tools we can assess organisational and 
leadership culture; compare and contrast cultural synergies, variances and determine the extent of cultural 
‘entropy’.  We develop systems, processes and capability to deliver cultural change. 

We are a boutique consultancy, which means that your experience with us will be a personal one.  We will invest the 
e�ort to get to know you and your organisation to jointly deliver the outcome you are seeking. We are proud to be 
an employee-owned company.

For more information please visit www.oecam.com or call us on +44 (0)1223 269009.



Contributors

Chris Legge
Chris has delivered leadership development work across all levels of management 
and is experienced in bespoke research, project management and facilitation.  
Chris specialises in developing reward strategies and implementing reward 
solutions with a particular experience of reward mechanisms, job evaluation and 
performance management.  He is also an expert in building organisational 
e�ectiveness through matching decision-making to accountability.  Chris is a 
visiting lecturer at Cambridge Institute of Manufacturing.
chris.legge@oecam.com  

Hazel McLaughlin
Hazel is an experienced chartered Occupational Psychologist and leads OE Cam’s 
Talent Management practice.  She specialises in leadership development and 
business transformation; speci�cally senior level assessment, team engagement 
and executive coaching.  Hazel is a regular keynote speaker on strategic talent 
management issues and people strategy.  She is an Associate Fellow of the British 
Psychological Society (BPS) and co-founder of its Board E�ectiveness Group, using 
psychology to enhance corporate governance and senior team interaction.  
Previously Hazel was Chair of the Division of Occupational Psychology and Deputy 
Chair of Professional Practice Board.  She is the lead author on several BPS white 
papers and government consultations. Hazel is registered coach and a guest 
lecturer on leadership and coaching at the Institute of Psychiatry, Psychology & 
Neuroscience, Kings College, London.

hazel.mclaughlin@oecam.com  

Toni Marshall
Toni is an Occupational Psychology postgraduate who brings particular focus on 
integrating current, commercially focused, research into her work with OE Cam.  
Toni carried out data collection and analysis for the current Innovation research 
and will be involved in the next upcoming Space Consulting research on 
digitalisation.  At OE Cam, Toni focuses on individual and team development, 
particularly in feedback processes and creating business focused development 
events.  She is an active member of the CIPD and the British Psychological Society 
(including Division of Occupational Psychology).  She is also BPS Level A & B 
trained.
toni.marshall@oecam.com  




