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DISCLAIMER 

The research, data and views in this report have been prepared in good faith, but Imparta 

and Davies Hickman Partners cannot be held responsible for any actions taken in 

connection with its findings. 

 

IMPARTA CONSULTANCY 

Imparta has provided training and culture change solutions in the service delivery industry 

for the past 30 years. This has included working with both private and public sector in a 

variety of service environments, which means that we have a wealth of good practice to 

share. 

Our clients come to us predominantly with a requirement to deliver business results through 

creating motivated, engaged and loyal people. We have a proven track record of success in 

helping to develop coaching cultures. 

Our straightforward approach centres on working initially with the senior management team 

to understand their vision, evaluating this against what’s actually happening and then co- 

designing a programme of development to close the gap. 

The main business outcomes our clients enjoy centre around improved productivity, greater 

people engagement and improved customer satisfaction. 

 

DAVIES HICKMAN PARTNERS 

Davies Hickman Partners is an independent consumer research, marketing and service 

strategy company. We support leaders and teams in financial services, business to 

business technology and customer contact centres. 

Davies Hickman is well known for e-papers, reports, ideas workshops, webinars, 

presentations and conferences. The team has a background in marketing, business 

strategy, technology, economics, psychometrics, accountancy and human resources.  
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1. Headline Findings – What Price Is 

Trust? 
This report takes an in-depth look at changing customer trends and the way organisations 

are responding to them today. It finds that declining trust among consumers and citizens for 

many private and public organisations is a key trend as the economic and political situation 

changes. The ‘hardball’ cost-cutting strategies of some organisations are likely to increase 

the challenge just at the time when relationships need rebuilding. 

This report brings together opinions and experiences from 30 senior managers and directors 

from 8 industry sectors. We interviewed managers from 26 organisations employing over 

363,000 people in the UK and serving over 20 million citizens and customers. 

The interviews with these senior managers and leading experts identified ways that 

organisations are successfully creating cultures for the future which rebuild trust. It suggests 

that organisations can achieve the best relationships with their customers by taking 

advantage of opportunities to adopt a collaborative, open culture, with the appropriate 

corporate language and the right communication strategies in place. 

1.1. Changing customer behaviours 

Over 75% of the organisations say that the power balance between themselves and their 

customers is changing 

Customers have higher expectations than ever before. They are more demanding and have 

greater choices. People want to deal with organisations that recognise their individual needs 

and make life easy for them. Multichannel communication choices are highly valued – 

however, an honest, open, adult, professional, two-way dialogue with service providers is 

valued even more. 

Most organisations think the media has caused unnecessary panic among consumers and 

citizens. Fluctuating levels of consumer trust have resulted in higher call volumes and (if 

available) branch visits for nearly all the financial services organisations. Managers 

recognise the role of trust in customer loyalty, cross-selling and word of mouth 

recommendations. In the public sector, citizen trust has remained more stable and is now a 

key performance measure for civil servants, the police and professionals in the health 

service. 

Our research shows that organisations evaluate their performance the lowest on public trust 

compared with 4 other key criteria (sales performance, customer service, low costs of 

operation and employee satisfaction) 

Organisations are aware that the power base is changing. Their customers want increasing 

reassurance, are more willing to challenge organisations’ decisions, and want to negotiate 

with them more. 

Lean service and ‘back to basics’ strategies are on the day-to-day agenda for many 

organisations. The recession is forcing management to focus more and more on short-term 

cost-cutting. Of the organisations we interviewed, 9 out of 10 were implementing efficiency 

and cost-cutting measures. When tough strategic decisions are made about costs, there can 
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be dangers. Our research found some success stories as a result of improving processes 

and reassigning workforces. But some organisations expressed concerns that the 

messages and impact of cost-cutting are damaging front-line customer relationships. Others 

raised concerns about the impact of cost savings on critical management practices. Some 

thought the cost-saving techniques were negatively affecting the trust and culture in their 

organisations – just when it needs to be rebuilt. 

1.2. Recommendations for rebuilding trust through service 

delivery 

Our research highlights that most of the measures adopted by organisations are not 

addressing the unstable and costly mistrust that customers are feeling. The report identifies 

how organisations can improve profits by maximising internal capability and culture to 

improve the ‘trust' aspect of the relationship with consumers and citizens. 

Recommendations to Improve Service Delivery and Build Trust Include: 

1. Get your house in order 

Feedback indicates that while the spotlight is on cost, survival and re-growth – managers 

take their eye off the ball when it comes to sustaining and developing good culture. Key to 

success: 

 Building capability through connecting and committing with your people 

2. Build open, collaborative organisations 

If trust is to be rebuilt and developed with your customer base – then senior managers must 

rebuild and sustain levels of trust within their own organisations first. Key to success: 

 Plugging into your people – regardless of role or position in the hierarchy 

 Ensuring your people match increased customer expectations by having open, adult, 

professional, two way dialogue 

3. Delete corporate speak – get real 

While there’s a constant swing in the barometer between trust and tension – most 

interviewees recognise the need and desire to be clear in their communications – both with 

their people and their customer base. Key to success: 

 Being confident that your organisation’s brand values mean something to people and 

that they’re demonstrated at every point of contact 

4. More and better communication 

Continuing on that same theme of being open, collaborative and speaking in non-jargon 

terms – our interviewees agreed that the goal of rebuilding trust with customers has to start 

from within. Key to success: 

 Blending a wide range of new, reinforced and additional communications into daily 

culture in a positive way – rather than the extremes of bombarding or leaving people in 

the dark 
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2. Introduction 
Our research review had two aims. First, we wanted to find out what constitutes a “good 

relationship” between customers and organisations – what are the ingredients, including 

trust, that make up a successful culture which influence and encourage the best 

relationships? Second, we wanted to encourage and stimulate discussions about the 

direction of customer service delivery today, and in the future. 

This report sets out how customers’ demands are changing, how customers’ feel more 

empowered, yet their trust in organisations has been eroded. The balance of power has 

shifted significantly between customers and organisations. We questioned organisations 

about their response to changing customer behaviour and if they can identify how to rebuild 

or infuse trust in their customer relationships. 

As customers become more cynical and mistrusting can organisations quantify what “good” 

trust means to them, and how should they build this fundamental ingredient of advocacy, 

satisfaction and loyalty that sustains a successful relationship? Looking to the future the 

report recommends that open, collaborative relationships and communication strategies, 

both internally and externally, are powerful tools to build trust with consumers and citizens. 

Since the beginning of the economic downturn in October 2007, academics, politicians, 

economists, businesses and the media have reflected upon and analysed the contributing 

factors, warning signs (or lack of them), and the consequences of the financial meltdown. 

The themes are becoming clear and the real consequences are beginning to hit home. Most 

of the organisations we spoke to did not recognise the warning signs and were surprised by 

the speed with which the financial system collapsed. However, despite the rapid downturn, 

half of the organisations we interviewed felt that they have either been largely unaffected by 

the recession or are even prospering from it. 

50% of organisations interviewed said they had been largely unaffected by the recession or 

are even prospering from it 

In light of the collapse of the global economy and the 2009 MP expenses scandal, people 

are generally more cynical. Mistrust exists in many of our relationships. The research 

challenges organisations to stop and analyse what damage customer mistrust is causing, to 

quantify the value of that mistrust and what actions need to be taken to build better 

relationships – simply cutting prices and costs is a race to the bottom of the market. 
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3. Methodology and Objectives 
In March 2009, we undertook an extensive research project. We interviewed 30 senior 

managers and directors from 8 industry sectors (Banking/Building Societies, Central 

Government, Insurance & Investments, IT, Local Government, Police, Telecoms, Utilities) 

contacting 26 organisations which employ over 363,000 people in the UK. These 

organisations serve over 20 million citizens and customers in the UK. 

Our research included organisations which in total employ over 363,000 people and serve 

over 20 million customers in the UK 

We also reviewed published research about citizen and consumer trends, including 

technology uptake, media influences, preferred communication channels and best practice 

in customer service delivery. Research was mostly produced by leading research 

companies, journalists and organisations tasked with planning future customer contact and 

service. 
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4. How Are Consumers and Citizens 

Changing? 
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“Because of TCF [treating customers fairly] we’re having much 

more detailed calls with customers about their finances – we almost 

do not know when we can stop.” 

Senior Executive, Financial Services 

In this section we explore consumers’ changing expectations of organisations. Customers 

have reacted to increased regulation, media hype and global financial collapse by checking 

and negotiating more with organisations. They are less trusting and seek reassurance, as 

well as the best deal, advice and benefits. 

4.1. Trust flutters  

Consumers and citizens are more sceptical about the motives of organisations – they 

are increasingly wary. 

There has been a long-term decline in the level of trust organisations enjoy from their 

customers. The credit crunch has added to consumers’ scepticism about organisations. 

There is not only a lack of trust in banks and finance providers – customers and citizens are 

increasingly wary of not being treated fairly by all organisations. Many people trust each 

other more than they do organisations – and increasingly rely on peer reviews and 

comparison websites. This attitude of mistrust can make dealing with customers and 

citizens more time-consuming and complicated, as they need greater reassurance. 

 

The public sector has made trust a key measure for service delivery as governments seek 

to demonstrate value in services. However a lesson that several of our interviewees 

commented on is that good customer satisfaction does not necessarily translate to improved 

levels of public trust. 

4.2. Unique me  

Everyday culture has become more diverse – people expect organisations to cater for 

differing needs and ambitions – “give me the choice” is the preference. 

Customers now place more value on diverse global lifestyles and cultures, and different 

ways of working and learning. They expect organisations to cater for their differing wants, 

needs and ambitions, in terms of products and services. Customers are empowered by 

regulation, consumer groups and the media. Today’s customers expect personal service. 

  

“They do not want scripts, they want grown-up dialogue.” 

Senior Executive, Utility Company 

“Customers have changed. You can sense the mistrust, and they 

are more willing to challenge the organisation’s decisions. Their 

attitudes have hardened considerably.” 

Senior Manager, Financial Services 
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4.3. Make life easier for me 

Time pressured lives with more work and leisure activities mean consumers are 

looking for ‘Invisible Service’. 

Consumers and citizens are under never-ending pressure from their workplace, their 

families and friends to do more and more in the same amount of time. They want 

organisations to deliver simpler and speedier resolutions to meet their demands. 

 

The mobile phone is now the most popular electronic gadget. People are much more mobile 

geographically. Future work preferences indicate greater mobility, and customers want 

businesses to redesign customer service to be configured for mobile devices. Despite their 

increasing use of the Internet for purchases, social networking sites and multichannel 

communications, our research showed that customers value the option of a two-way 

dialogue with a real person. 

4.4. Media splattered  

Consumers, citizens and employees are influenced by sensationalised and 

exaggerated media coverage which can damage customer relationships. 

Simon Briscoe and Hugh Aldersey-Williams, in their book Panicology, highlight some of the 

news topics that have been sensationalised in the press. 

Our research showed that over three-quarters of organisations thought the press coverage 

of the financial uncertainties had influenced customers to be more cautious. 

 

4.5. Negotiating customers  

Customers react to recessions by checking and negotiating more with organisations, 

seeking reassurance, the best deal, advice and benefits. 

“They are increasingly intolerant of being messed around by our 

processes or IVR [interactive voice response] system.” 

Senior Manager, Utility Company 

“We monitor the press and have efficient communication channels 

to front-line agents, so they have prepared scripts to deal with any 

changes that affect customers.” 

Senior Manager, Financial Services 

“We need to monitor the media, public trust and confidence, and 

manage that.” 

Senior Manager, Public Sector 



 

Copyright © Imparta Ltd. All Rights Reserved 11 

Overall, one of the key impacts of Trust Flutters is that consumers are checking and 

negotiating more with organisations. They are seeking reassurance and advice from a range 

of sources, often not the organisation they are dealing with. These people are more 

knowledgeable and likely to switch and place greater demands on the frontline of service 

delivery. 

 

  

 

  

Adult Adult 

Adult Adult 
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5. How Are Organisations 

Responding? 
Does Declining Trust Cost Organisations?  
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In this section, first we focus on how employees and organisations are responding to the 

changing needs and attitudes of consumers and citizens. Secondly, a look at how they are 

being challenged to provide better customer relationships. 

Interviewees discussed their view of the key service challenges. Their biggest challenges 

proved to be keeping pace with change, especially involving developments in technology 

and communication, and meeting rising customer expectations in an environment where 

there is tremendous pressure to balance cost and motivation. 

5.1. Customer control 

Many organisations are understandably cautious and concerned about how to react to 

changing customer demand. The major concern in the public sector is how to satisfy greater 

demand or maintain the same level of service on a reduced budget. Even those 

organisations unaffected by the recession feel under pressure to meet changing customer 

demands and expectations. 

Over 75% of the organisations say that the power base between themselves 

and their customers is changing 

5.2. Lack of trust is costly 

Research shows that if consumers trust organisations they are more likely to be loyal over 

time and more open to buying their products – some 60% of consumers agree. They are 

also more likely to buy other products and services from the same organisation, increasing 

overall share of wallet. 

Interviewees who work in customer services are aware, if not threatened, by the fact that the 

‘Trust Flutter’ exists. 

In the public sector trust ensures ongoing support for budgets and fewer contacts for 

reassurance. With eroding trust employees are more often challenged and questioned. 

“It is difficult to know how we can rebuild trust.” 

Senior Manager, Public sector 

“In trying to get more citizen focus, there was some back-room 

cynicism, but equally others saw it as a new challenge.” 

Senior Manager, Police 

“There are fewer customers, spending less money, with more 

options. Win customers in this environment and you keep them 

forever.” 

Senior Manager, Financial Services 
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5.3. Trust and culture go hand-in-hand 

Many sources of research tell us that a customer is more reluctant to do business or respect 

a public service if it provides inconsistent messages, mixed standards and under 

performance. The core of an organisation, and where the source of trust comes from, is its 

culture. The measure of trust customers have in an organisation is directly linked to the 

quality of its talent (its people) and consistent delivery of high standards. There is no quick 

fix to creating a culture which supports talent and performance, and gives an organisation 

the reputation for being trustworthy. 

At least three organisations we interviewed said they had created a sales-based culture 

which was very successful in terms of short-term revenue. However, this sales-based 

culture damaged trust with a once loyal customer base because the wrong products were 

being sold to consumers. The situation spiralled as the media began to publicise the 

practices and eventually regulators became involved. 

 

 

 

  

Definition of Organisational Culture 

Respondent Culture 

The way things get 

done around here 

The personality of 

an organisation 

The how we do things 

Traditional Culture 

The psychology, 

attitudes, beliefs and 

values of an organisation 

Over 80% of those interviewed thought that creating a good culture was a complex and 

long-term task in a large organisation 

The sum of values, 

customs, traditions and 

meanings that make an 

organisation unique 

The stories, myths and 

unwritten rules of the 

organisation 
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5.4. What creates culture in organisations? 

Over 80% of interviewees thought that creating a good working culture was a complex and 

long-term task, one that required effort at many levels. Some felt it required consistent 

leadership, while others commented that good systems and processes were better drivers 

of culture. 

  

Having a strategic message and 5 objectives 

which underpin the strategy and communicate 

these messages to staff so they are aligned with 

the customers. 

“We model ourselves on 

Force of personality 

We model ourselves 

on Ritz Carlton 

It’s the language you use 
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5.5. Credit crunch efficiencies challenge culture and trust 

The balance of power within commercial organisations is changing quite rapidly too, and the 

dynamic of decision-making means that financial efficiencies are prioritised. In most 

organisations, reinvigorated finance directors with more say in business decisions are 

driving these efficiencies. 

Common cost-cutting initiatives in recession 

1 Reducing ‘non-essential’ expenditure 

2 Lean service, process improvement initiative 

3 Driving self-service by consumers and citizens 

4 Reviewing HR costs 

5 Delaying infrastructure investment 

6 Lowering service levels 

7 Downsizing and outsourcing operations 

Businesses and customer service processes are coming under new scrutiny using lean 

service and six sigma techniques. These steps are designed to improve resolution rates and 

reduce avoidable contact, particularly in the public sector. Over 80% of organisations we 

interviewed were implementing efficiencies and cost-cutting measures, often involving 

delaying investments, salary freezes and cutting headcount and contractors. Those less 

affected by the recession are cutting back to “tune in with the times”. 

Our research found that some public sector organisations have chosen to save costs by 

‘reassigning workforces’ – redeploying people and training for multi-product / service 

knowledge and multichannel communication skills. This flexibility in the workforce helps to 

meet fluctuating citizen demand and save costs. 

  

Over 80% of organisations are implementing efficiency and cost-cutting programmes 

“We are looking very closely at efficiencies and costs.” 

 

Senior Manager, Telecoms 

75% of organisations are requiring their staff to perform new tasks and roles to reduce 

costs 
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5.6. Hard-hitters take their eye off the ball 

Our research showed there was little evidence that management practices and cultures had 

moved on or were being developed to meet customers and citizens’ changing needs and 

expectations, including rebuilding trust. If anything the opposite was the case with most 

organisations focused on cost-cutting at the risk of damaging customer relationships. 

 

5.7. Public trust is ranked the lowest 

We asked each interviewee to rank their organisation’s performance for the following 

outcomes. Interestingly, the organisations we interviewed rate their performance on building 

trust with the public to be the worst of all factors and only just above average compared to 

their competitors on the overall scale. 

 

 

  3.25     3.41     3.21     3.39  

Self-rated scores for trust were marginally higher among the public sector compared with 

private organisations. The ratings for low-cost of operations and sales performance were 

slightly higher among private sector organisations. Apart from this, scores were on average 

similar. 

 

“Customer service comes first, but we are constantly looking for 

internal efficiencies by spending less money and using less 

people. We are continually looking at last year’s budgets and re- 

engineering delivery to reduce handling times and capacity 

planning. In the past, we thought IVR was unpopular but now 

we are more focused on cost savings and the short term.” 
 

Senior Manager, Financial Services 

“Leadership and management development, some of the talent 

reviews, learning forums and coaching are not important for all 

of the staff at this stage.” 

Senior Manager, Telecoms 

How would you rate your organisation’s performance compared to your sector on a 

scale of 1 to 5 (where 5 is best)? 

 

Customer 

satisfaction 
Low-cost 

Employee 

satisfaction 
Public trust Overall 

Sales 

performance 

3.6 3.5 
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6. Recommendations for Rebuilding 

Trust Through Service Delivery 
 

 

 

 

 

 

 

 

 

 

 

 

 



 

Copyright © Imparta Ltd. All Rights Reserved 19 

Among the organisations we interviewed there were many examples of good practice with 

suggestions and guidance for service delivery excellence. These create the basis for 

rebuilding trust with citizens and consumers alike – a long term goal and task. 

6.1. Get your house in order 

Nearly all the interviewees, regardless of sector, thought that all their management 

procedures contributed to a successful culture. We used a Harvard Business Review model 

from 2008 as a ‘straw man’ to compare the elements used to build a culture. 

Creating the right culture (HBR 2008) 

Business Performance Information 

Successful Operating and Resource Planning 

Disciplined Talent Reviews 

Regular Learning Forums 

Regular Check-ins and Coaching 

People Task Forces – to generate ideas 

Leaderships and Management Development 

Continuous Improvement in HR 

A few thought continuous improvement in HR was less important. Two-thirds of 

organisations thought that the same management processes which were in place before the 

recession would be suitable. Over 80% of those interviewed acknowledged that their 

organisations had pulled back on one or more of these activities to save costs. If slippage 

occurred, it tended to be in the coaching and learning areas. 

Maximising the internal capabilities and management practices is critical to the success of 

an organisation’s talent and performance. This includes ‘winning over employees’ through 

ongoing training, coaching, communication and connecting them to the bigger picture. This 

is illustrated using Imparta’s successful C3 model. 

  

Over 80% of interviewees agreed they had pulled back on activities required to build a 

good culture as a result of the recession 
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Imparta’s C3 Model 
Imparta uses an engagement model called C3 – which describes three key goals for 

delivering a successful culture. The premise of this model is based on getting connection 

and commitment right before the traditional primary management aspiration of improving 

capability. The key message is that each of these three Cs are interdependent. They cannot 

be prioritised or substituted for one another. 
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6.2. Build open, collaborative organisations 

With customers not knowing who to trust any more – open, collaborative organisations offer 

more transparency to improve the quality of their relationships. Many of those interviewed 

were beginning to use Web 2.0 techniques to gather customer views and real-time feedback 

to assess operational performance. 

 

Interviewees had experience of product and service delivery improvements through 

fostering consumer communities externally and internally. For example, Web 2.0 is shaping 

customer and employee behaviour by enabling more engagement in decision-making 

through social media – Internet forums, blogs, vblogs and social networking sites such as 

Facebook, MySpace, Orkut and YouTube. 

 

But being open and collaborative goes beyond technology to encompass honesty and a 

willingness to share information with customers. In the case of the public sector, Freedom of 

Information has been a key driver in this. The bedrock of openness and collaboration is an 

honest, adult, professional, two-way dialogue with service providers. 

Open and collaborative organisations go beyond building better relationships with 

customers – they are effective at improving the culture internally for employees. This 

structure embraces a less hierarchical approach in which the culture is – to listen to, and 

work with, colleagues from all levels and functions – to deliver better value for customers 

and the organisation. ‘Democracy for the Frontline’ as Dame Julia Cleverdon of Business in 

the Community calls it, means listening to and responding to the feedback of those 

providing service to consumers and citizens. 

“Real-time feedback from customer satisfaction gives us ongoing 

prompts about what to change.” 

Senior Manager, Telecoms 

“Two of our customers created a video about the best way to 

apply for a loan. They put it on YouTube.” 

Senior Manager, Financial Services 

“Every day – not just sometimes – we have huddles to consider 

ways to improve our service to customers.” 

Senior Manager, Telecoms 

“It’s about getting the best people in the room to create a solution 

rather than asking the most senior people to work on (customer 

service) problems and solutions.” 

Senior Manager, Financial Services 
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6.3. Delete corporate speak – get real 

The best management practices fail to deliver internally because they are communicated 

both internally and externally using ‘corporate speak’, which does not explain in simple 

language what is required of individuals. In fact, ‘corporate speak’ makes employees and 

the public alike lose interest. 

 

 

 

Many of the values that organisations claim to be governed by are easily forgotten as they 

sound bland or predictable. In fact, nearly 50% of the senior managers interviewed could not 

recount all their organisation’s values without looking them up. 

  

“’We’re working hard to get our language right, we know it’s a 

communication barrier.” 

Senior Manager, Central Government 

“Customers are asking for reassurance and we do not want to 

sound patronising.” 

Senior Manager, Financial Services 

“Some employees need help to understand what values, culture 

models and words mean on an individual, day-to-day basis.” 

Senior Manager, Police 

Nearly 50% of those interviewed could not recount all their organisation’s corporate 

values without prompting 
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“We’re finding the best way to build confidence with the public is to 

talk to them – get their views, opinions and ideas and discuss there 

and then.” 

Senior Manager, Police 

6.4. More and better communication 

All interviewees emphasised the importance of ongoing communication. This was to ensure 

key messages were understood and also to motivate staff. Although this is possibly the 

oldest and most hackneyed piece of management advice, our interviewees told us that it 

was still difficult to get right. In fact over two thirds acknowledge that their internal 

communication with colleagues could be improved. 

An interviewee from the public sector confirmed the value of more communication. 

 

But good communication goes beyond the employee and needs to encompass customers if 

trust is to be built and restored. Despite the onset of multichannel communication and hype 

about social media, consumers and citizens still value an honest, open, adult, professional, 

two-way dialogue with service providers even more. 

Culture of candour 

This is reinforced by a recent paper published in the Harvard Business Review – A Culture 

of Candour – “We won’t be able to rebuild trust in institutions until leaders learn how to 

communicate honestly – and create organisations where that’s the norm”. 

The basis of the article is that for organisations to be honest with the public they have to 

start being honest with themselves and their people. Leaders in particular are the ones that 

need to make the effort to be transparent, discuss all the facts and be one step ahead of 

what their employees find out on the Internet. 

  

 

 

“Just because you’ve said it seven times it doesn’t mean that it 

isn’t the first time your colleague has heard it.” 

Senior Manager, Retail 

Over two thirds acknowledge that their internal communication with colleagues could be 

improved 

“You need to allay fears by engaging and communicating more 

with all staff about how the customer base is changing and what 

is around the corner.” 

Senior Manager, Public Services 

“You have to talk more and more with your employees and 

customers – constantly reacting to their needs.” 

Senior Manager, Financial Services 
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Finally 

Our research found that during these uncertain times, a ‘Trust Flutter’ exists – trust is 

unstable. There is an implied lack of trust due to inconsistent messages, standards and 

performances. Organisations have been fast to cut costs responding to explicit financial 

uncertainty but are slower to address the lack of trust contained in the customer 

relationship. The lack of trust is not going away, and denying it exists is only going to 

increase the impact on the bottom line. 

Top ten tips for rebuilding trust through service delivery 

1 Get your house in order 

2 Build capability through connecting and committing with your people 

3 Keep your eye on the management ball 

4 Build open, collaborative organisations 

5 Develop your people to have open and professional conversations 

6 Listen to your colleagues and work together to deliver better value 

7 Delete corporate speak – get real 

8 Communicate more and do it even better 

9 Be honest with your people before you aim to rebuild trust with your customers 

10 Remember – cost-cutting can be done positively 

 

 


