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1 Introduction

Martin Pickard
Conference Chair 2017, Managing Director, FM Guru Consultancy

“This year’s
Workplace Futures
conference set out to
challenge received
wisdom and
encourage the
facilities industry to
look at things from a
different angle to
the usual office and
workplace
perspective.

”

Facilities management has always
been about challenging conventions
to drive positive change. Indeed, the
modern discipline of facilities
management itself was created in
the 1970s when some people
involved with buildings and services
began to challenge the longestablished custom and practice of
designing, creating and operating
facilities and facilities services in
independent and often completely
unrelated silos. The result was a new
profession, facilities management,
using the integration of multiple
disciplines to improve overall
effectiveness and generate positive
outcomes.
Forty years on and the new
profession and the industry that it
has spawned have established a
new status quo and set of
established
practices.
While
innovation
and
continuous
improvement have been in constant
demand, there is a view that some of
our thinking has become repetitive
and lacking in creativity. This year’s
Workplace Futures conference set
out to challenge received wisdom
and encourage the facilities industry
to look at things from a different
angle to the usual office and
workplace perspective.
It is a simple fact that facilities
management is not confined to the
office environment. In fact, 68% of
the UK’s 31m workers work in shops,
schools, hospitals, factories and a
myriad
of
other
non-office
environments, with just under 10m
working in what would be described
as traditional office-based roles. All

those other facilities are supported
by FMs and facilities services
providers just as much as offices.
Similarly, there has been a growing
trend around the term ‘workplace’
which seems to imply that this is
where FM happens; and some
people have even suggested that the
term
‘workplace
management’
should
replace
facilities
management on the argument that it
is more relevant today. Unfortunately,
this blinkered view ignores the good
work done by the facilities sector in
the residential market. It is also
important to recognise that in places
like prisons, care homes, leisure,
retail, education and health facilities
the primary recipient of the facilities
service package is not the employee
but the consumer.
These points were underlined by
Professor John Hinks’ excellent
presentation, which challenged us to
choose between the Blue Pill,
symbolising the use of new
technology to extend and optimise
the current model of FM for tactical
competitive advantage, and the Red
Pill, offering a longer term strategic
paradigm shift to a new generation
of FM. The conclusion, of course,
was that both models are acceptable
and necessary.
In his follow-on assessment, Ian
Ellison of 3edges consultancy
echoed the message that FM is ripe
for “uberisation”, citing the work
done in The Stoddart Review on
workplace productivity as evidence
of a more effective collaborative
conversation. Ian Shorthose, of
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Interserve,
emphasised
the
importance of
the consumer
experience in all this. He showed
how role models in service
excellence such as Emirates Airlines
use a detailed concept of the
customer journey to identify
problems and opportunities. Such a
model for facilities management can
be complex but full of prospect for
innovation.
The rest of the conference was
largely taken up by a series of
excellent case studies, all focusing
on facilities services delivery and
innovation
in
non-office
environments. Mark Sutcliffe from
KBR explained how they have
developed a new approach called
the Integrator which uses the
benefits of technology-enabled
management information to give a
new edge to the old managing agent
model for the Metropolitan Police
portfolio. One refreshing aspect of
this was the emphasis given to the
use of SME businesses in the supply
chain, thanks to the new model.
Mitie is also using new technology to
enhance service provision for Red
Bull Racing, deploying sensors to
improve on-site performance. This
approach was closely aligned to
their client’s core purpose and
philosophy where small details
combine to improve the performance
of their racing cars. Vince Treadgold
showed a similar alignment of
purpose between Servest and
Weetabix in his case study focusing
on the impact on the core business
of any potential disruption to the
biscuit production line.

with the facilities services provider
being trusted to deliver core
services directly to Sunborn’s own
customers. The same is true for the
higher education sector as students
(and their parents) have become
paying customers and the estates
team are responsible for every step
of their on-campus experience.
Chad
Reilly
explained
how
Bouygues are using new operating
models including both technology
and a customer-centric approach to
respond
to
the
changing
environment.
The final case study by Mark
Downes from ENGIE really drove
home the message that FM has no
choice but to change if it is to meet
the ever-evolving needs of its clients.
Even in a market as traditional as the
Heritage sector, that combination of
new technology and customer focus
is changing core drivers for service
as commercialisation and social
value become explicit outcome
requirements from clients previously
focused on conservation alone.
One common thread through all the
case studies was the need to
thoroughly understand the issues,
concerns, hopes and fears of the
client organisation. As with all
successful FM examples, the ability
to apply facilities management
techniques and expertise to
contribute to an organisation’s
strategic objectives is key to the
development of a mutually valued
relationship. That is one constant in
an ever-changing world - and a
lesson that our sector really should
have learned by now.

The ISS and Sunborn presentation
showed even greater collaboration,

“Choose between
the Blue Pill,
symbolising the use
of new technology to
extend and optimise
the current model of
FM for tactical
competitive
advantage, and the
Red Pill, offering a
longer term strategic
paradigm shift to a
new generation of
FM. The conclusion,
of course, was that
both models are
acceptable and
necessary.

The science
behind effective
workplaces.

”

When your team is your business, every edge counts.
As one of the world’s leading support services companies, our
research alongside Advanced Workplace Associates, shows how
WKHZRUNLQJHQYLURQPHQWDQGLWVDVVRFLDWHGH[SHULHQFHVLQÁXHQFHV
engagement, productivity and performance. To help your brightest
minds shine brighter visit www.interserve.com/workplace-fm
to access our report and get more from your workplace.
CAPITAL PROJECT WORKS, CATERING, ENERGY, MAINTENANCE AND SECURITY
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2 FM: defending yesterday or building tomorrow?

John Hinks
Director, John Hinks Research

Along with businesses almost
everywhere, the FM industry finds
itself in a perfect storm of economic,
political, technological and social flux.
Across almost every sector, FM firms
are now supporting businesses
responding to massive and ongoing
uncertainties caused by political shift,
exchange rate volatility, challenges for
access to capital, labour arbitrage
and labour mobility challenges, plus
the prospect of trade wars drastically
reconfiguring the economic and
operational viability of global supply
networks and consumer markets.
Meanwhile, the ‘sticky’ impact of AI,
smart analytics, and IoT are delivering
step-changes
in
service
sophistication and end-user value to
those who can assimilate them and
extract the new value.
The changes are complex - each
response to a change begets yet
further change, and the net impact
emerges unpredictably. Moreover,
these changes are ‘fractal’, meaning
that however far we step back or step
into this picture, the same pattern
occurs in terms of volatility,
complexity, uncertainty and ambiguity,
meaning that all of the above applies
to FM too, not just to the businesses
we support. And, as with many of
these businesses, the choice for FM is
stark: defend yesterday, or build
tomorrow.
Many of the political and economic
drivers of change operate at the
macro level, and so we can generally
only react rather than deflect or
directly influence them. Focusing on
the UK, a key driver for FM of course
is the likely impact on access to
today’s relatively wide and deep pools

of labour: 2/3 of London FM
workforce are on non-UK passports;
it’s 1/3 UK wide, still a significant
proportion - meaning that as their
contracts end they may have to leave
the country. This shrinking talent pool
will accentuate the war for talent with
other sectors, and also push costs
and churn up. And this is not just
limited to semi-skilled or blue collar
labour (or to the UK) - with the fate of
the wider EU unclear, the prospect is
for limitations on UK passport holders
currently operating overseas within
internationalised workforces.
The technology drivers of change are
much more direct, however, and affect
FM through both our operating
models and our market control. In
both these contexts, digitisation is
already starting to disrupt many
aspects of the FM industry model,
and is doing so in two distinct ways.
The obvious disruptive innovation,
which is also where there are
immediate opportunities for FM, is
coming
as
digitisation
offers
opportunities to advance the
efficiency and effectiveness of
today’s operating models for hard and
soft FM. Consider the potential for
maintenance, for instance: IoTenabled, controlled or retrofitted
systems, connected to clouddelivered operational and service
status reporting and analytics,
underpinning automated updates
pushed direct to the FM operative;
and all operating as part of trend
monitoring down to the level of
scheduling and monitoring the
individual
jobbing
FM.
Plus,
maintenance schedulers exploiting AI
for macro-level diagnoses and

maintenance triage, including the
development and refinement of truly
on-demand maintenance by using
pattern analysis across massive
datasets to increase performance,
reliability, compliance, ROI and enduser satisfaction.
Moreover, as relatively inefficient
regular or preventative maintenance
scheduling gives way to on-demand
interventions, the prospect is for
digital technology to allow us to
advance efficiency, uptime, reliability
and quality in parallel. Combine this
with end-user driven optimisation and
fault inference using real-time data
feeds from smartphone apps, and
what’s not to like? Operational
synergy, seamless optimisation.
Brilliant.
But it’s not necessarily enough to get
us where tomorrow’s business needs
are going. Why? Because all of this is
fundamentally about applying the new
technologies, the bigger, better and
more targeted datasets and the
smarter analytics to refine the existing
FM operational model, which was
designed around C20th business
paradigms. Figure 1 shows that FM
needs to extend what we have today
as the rootstock upon which we can
graft tomorrow’s next-gen FM model.
As I am going to argue, if we don’t
work on both, there is a risk of
becoming digitised-but-obsolete and
being disintermediated, both of which
have been happening to bedrock
sectors like banking, insurance, retail
and travel that focused on defending
yesterday at the expense of building
tomorrow.
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To understand this deeper challenge
to
FM
of
digitisation
and
disintermediation, let’s first examine
how digital disintermediation operates.
Disintermediation essentially involves
standing between a client and their
customers (and/or their suppliers) at
any or all of the information/value
pinch-points, and using this position to
take control, offer differentiating value,
and
thereafter
extract
‘rent’.
Sometimes the disintermediator
succeeds in linking end-users and the
supplier network directly, usurping the
historic client integrator role altogether
(we are already seeing instances of
this happening with integrated FM.)
Looking to the leading disruptors,
Amazon for instance created what
increasingly looks like becoming the
winner-takes-all disruptor of retail. It
did so by creating the ‘one-stop-shop’
for multiple consumer products,
starting with books and then moving
into streaming services and other
digital content, too - all underpinned
by cutting-edge delivery logistics
(which is one of Amazon’s core
differentiating capabilities). Pivotally,
Amazon also re-educated their
customers through a high-quality

customer interface. Several previously
dominant high street retailers were all
but eliminated.
Does FM have the equivalent of
Amazon in terms of a ‘curated
working experience’? Not yet… but if
we did surely it would be a next-gen
FM
game-changer
for
C21st
businesses and individual workers.
And there would probably only need
to be one winner-takes-all global
FM/work solution. So the question has
to be, can we work together through
industry coopetition (ie, cooperating
with competitors) to create this for the
entire industry’s mutual gain? Can we
afford not to?! The auto industry
managed this level of coopetition with
chassis
and
engine
platform
development, so why not us?
Now let’s examine Uber, which
breached the barriers to entry into taxi
operations by creating the digital front
and back-ends of taking a cab
journey into a curated and entirely
come-to-you-on-demand
travel
solution. Uber added feedback and
safety loops, two-way ratings of
provider and consumer (imagine that
for our industry!), plus a demand-
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supply imbalance-based real-time
pricing model (would that be good for
handling limited workplace options?).
Pivotally, Uber provided (and hence
controlled and thus disintermediated)
both the driver-owner and the
customer using handheld access to
their digital platform. Neat.
Note how in both the Amazon and
Uber cases the end-user has been
drawn in through the ease and valueadd to become the agent of
disruption, pushing through the
changes in power balance and
abstraction of value needed for
Amazon or Uber to disintermediate
the retailer or licensed cab market,
determine their pricing, competition,
operating and innovation dynamics,
whilst eating their lunch. Do we have
the equivalent curated ‘on-demand
workspace’ model for FM services?
We have examples, yes, but we don’t
have
an
industry-dominant,
comprehensive version which links
any end-user with all potential
workplace options (in the way Uber,
Amazon, Ebay, AirBnB or Trip Advisor
do). But it’s not much of a stretch to
imagine it, and various modes of
‘uberisation’ model have already been

used to disintermediate many other
similar service-experience sectors
(legal, travel, food, leisure, education,
healthcare, finance).
So, to apply this to where our options
lie, let’s push the FM maintenance
example discussed earlier a little
more. The pivotal moment, like
Amazon and Uber’s pivotal moment,
might involve the emergence of 3rd
party tracking and accreditation of,
say, consumption and emissions.
Perhaps we would next see remote
3rd party authenticated analyses of
operating efficiency, supplemented
with trend analyses for type of
equipment,
adherence
to
manufacturer’s/insurer’s maintenance
schedule etc.
Across the built environment and the
FM industry, this could lead to taking
quality control and maintenance
optimisation out of the hands of the
FM provider. It might also be
appealing to Procurement as the
means to move to a ‘gigging FM’
alternative to full FM contracts.
Imagine next a 3rd party using their
access to massive datasets to
highlight FM outliers in terms of
warranty faults, statutory compliance
problems, accidents, uptime, enduser ratings, maybe even feedback
ratings by Procurement…and from
here it is but a short leap to offering
services around failures and
liabilities (for instance, distinguishing
between latent equipment problems,
installation defects, changes in
environment, or errors by the
maintainer). Procurement might be a
customer for this, also insurers and
lawyers.
Push this model yet further towards
its logical conclusion and we may
see the emergence of 3rd party
‘quality assurance’ agencies (not
necessarily
with
any
deep
knowledge of FM). These might
produce rating tables for FM

centralised anonymised analysis of
success and failures discussed
above as support for undertaking an
industry-wide longitudinal analysis of
how workplaces contribute to
optimising the work experience and
business competitiveness. This could
be in the form of open innovation
across the FM industry (maybe on
productivity and involving multiple
clients in a large-scale longitudinal
trial – nor does this need to be limited
to the UK); and/or via co-innovation
with tech start-ups to co-create the
digital conventions we need for
datasets, metrics and analytical
protocols. Achieve both and we have
a potential game-changer.

Fig 2: Next-gen skills,
skills,paradign
paradign and
and behaviours?
behaviours?

providers,
M&E
equipment
manufacturers, comparisons of OEM
vs non-OEM failure rates - and from
there, league tables of FM provider
uptime, safety, reliability, cost
effectiveness,
response
rate,
operative
attendance
and
productivity. Compare how Uber,
Amazon and Trip Advisor operate:
there is little need for specialist FM
knowhow, just access to a shed-load
of end user/outcome data, a few
data scientists and a user-friendly
app.

5) Being prepared to cooperate in
order to bundle services and design
C21st service concepts beyond
single contracts and beyond FM; and

The key to defending today’s value
chain seems to be
1) Avoiding being encircled to the
point that key metrics and control
protocols are taken out of our hands

Building next-gen FM requires all of
this plus a move to a new model: new
skills, a new paradigm and new
behaviours – see figure 2 – because
clearly it’s no longer just about
applying digital technology to defend
yesterday’s model.

2) Minimising inconsistency around
data and communications at all the
key interfaces in our service network
3) Controlling the intelligence and termsof-reference used for learning and or
optimising our operating processes,
including:
4) A deeper commitment than we
currently express to being user-driven
and outcome-driven
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6) Creating an overarching feedback
loop with business and/or the endusers based on real-world outcome
data on our services, including
failures. And of course
7) Basing this on the metrics that
really matter to the user, not simply
where today’s easy data sits.

But, to be practical, where to start?
First, we need the shared vision and
intent sufficient to engage the leading
edge of our industry and profession –
moving as a network is the only way
to find the bandwidth we need to
coordinate innovations in both today’s
and next-gen FM models, and to
produce anything more than the sum
of parts.

We could start by cooperating to
create the industry-wide conventions
for macro-level data and metrics that
we still lack, and which weakens all of
us; in particular, smarter and more
contemporary outcome metrics that
illuminate end-user value and that
could support a C21st business value
case. Moreover, this could help
minimise the risk of a 3rd party
(maybe without FM knowhow)
defining tomorrow’s metrics for us. But
to assimilate this opportunity (that is,
to do more than just agree some KPIs)
we need massive industry-wide
investments in data literacy and
analytics capabilities.
Second, armed with these massive
coordinated datasets, harmonised
metrics and our new data-literacy, we
will have the scope at last to close the
cause-effect loop on how enhancing or
streamlining FM services offers
business operational competitiveness.
Especially where there are trade-off
decisions with implications for the
business, not just in run-rate terms;
also where and when the currency of
competitiveness turns from C20th
least-cost metrics to C21st business
priorities such as speed, adaptiveness,
reliability and quality of end-user
experience (all of which, note, are
outcome metrics and, being externally
verifiable and not within our control, are
highly open to disintermediation).

Third, a more overt industry-level
policing of our quality assurance loop
(and, importantly, committing to
pursue the data even when they
reveal failure or lack of value
differentiation). This could create the
foundation we need for evidencing the
true business implications of FM
choices. Maybe an independent
industry-level body funded by a
voluntary top-sliced industry levy
could allow a consortium of the
leading FM firms to fund the
centralised learning we need (say,
through analyses and disseminating
of anonymised learnings around FM’s
role in business success and failures).
Or maybe ‘wellbeing’ would be a
great place to start: it’s looking like
becoming the next H&S, and again as
an
outcome
metric
it’s
a
disintermediation threat.
Fourth, we know we need to think
beyond buildings and to put people at
the centre of the work experience we
create for them, which means
underpinning this with verifiable
knowhow on what works and what
doesn’t. This needs to encompass all
modes of their working experience,
not just what happens on the
corporate footprint (otherwise how do
we know where the best or most
productive work gets done and why?).
For instance, we could use the metrics
and lessons from the idea of a

Fifth, to engage the entire length and
breadth of the industry to embed
these smarter ways of measuring,
operating and adding end-user and
business value – pivotal to realising
the potential game-changer - we need
a consistent, positive and teachable
narrative based around a clear
innovation vision. Not least because
we need to engage HR, business and
the C21st management accountants,
too. But also because many business
leaders don’t have much more idea
about how to adapt for tomorrow than
we do. So we need a consistent
narrative with truly rigorous evidence
being
played
throughout
the
industry’s
engagements
with
business and users. Which also
means that we need inspirational
leadership in the nurturing of
collective innovative behaviour –
maybe through an industry-wide
network of FM innovation champions.
So my overall point is that, as an
industry, digitisation presents us with
a trick-or-treat moment. Digital
technology is already providing great
opportunities in terms of operations,
but unless we use it to also transform
and then consolidate control over our
next-gen service model, we could
miss the boat and become uberised
ourselves.
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3 Move beyond the FM echo chamber - or face extinction

Ian Ellison and James Pinder
Partners, 3edges

This is a discussion in two parts. The first
part is born from recent academic
research. The second is a critique of our
industry in our current political, economic
and technological times. They both
convey the same message: if the facilities
management and workspace industry
has any genuine and enabling
contribution to make to the world of work,
it needs to be approached qualitatively
differently to the way it is currently
approached. The reality within this
rhetoric ought to make seasoned
industry figures and new evangelists alike
step up their game and think differently.

“If the facilities
management and
workspace industry has
any genuine and enabling
contribution to make to
the world of work, it
needs to be approached
qualitatively differently
to the way it is currently
approached. ”

Part 1. Space matters
FMs know perhaps more than most how
true this is, as it often surfaces viscerally
during workplace change initiatives. An
entire industry has developed around
the idea that workspaces – of all types
– can impact upon organisational
performance. If we helicopter out and
think more holistically about the ways
space might impact, we can think in
terms of control, commodity, community,
even organisational change. But when
we think like this, we ought to question
whether our ‘industry’ knows as much
as it claims to.
A deceptively simple (but actually
deeply philosophical) equation helps
develop this point: workspace + culture
= workplace. Culture is, put simply, the
way things are done in a given human
context. So spaces come alive through
people to become places: without
culture, only space. From this
perspective space and place are
qualitatively different; and if we’re not
thinking about the latter properly, then
the industry tail with all its received
wisdom, scientific or otherwise, is
wagging the organisational dog.

So far, so good. But in some respects
this is only the beginning. FM has
always been about the provision and
subsequent
management
of
organisational space, after all. Yet a
recent piece of academic research, in
which Ian Ellison sought to explore what
mattered to both providers and users of
organisational workspace, suggests
that the traditional FM perspective is far
too narrow. One of the key findings of
the research was that, when invited to
talk openly about whatever issues they
felt mattered and were important,
participants foregrounded a range of
both functional and meaningful issues
far beyond the built workspace. These
included:
• Not just having a choice of working
location, but perceiving the autonomy
to choose
• The importance of, and social
opportunities that come from, food and
drink - especially cake, coffee and beer!
• The importance of personal health,
and seeing and accessing nature for
individual and collective well-being
• The challenges of successfully
negotiating the work-life boundary
• Being able to engage in socially
responsible activity in, through and
as work.
Furthermore, many participants also
talked about how their work actually took
place in different ways, in a range of
locations outwith their work’s spaces. This
is more than flexible working, in location
terms. It is a recognition that everyone
works differently, in and through different
spaces and places - what Felstead et al
in 2005 termed workscapes - individual,
bespoke and meaningful.

So if only a proportion of work gets
done ‘at work’, in the office or
wherever, and FM’s role could now be
to enable a workplace - or a
workscape - not just provide a
workspace - is it falling short of its
commitment? How can FM contribute
beyond the physical demise it has
become (at best) accountable for?
Most critically, what are we as an
industry doing about it?
Part 2. Changing times
FM has been around as currently titled
for almost 40 years now. So a lot has
been known about the potential for FM
to affect organisational performance
for decades, yet it continues to
struggle to gain the organisational
attention many feel it deserves. The
recently published Stoddart Review
was a collaborative industry initiative
aiming to bring together the best of the
industry’s knowledge around the
relationship between the workplace
and knowledge worker productivity,
and create a new resource aimed at
business leaders to promote a fresh
conversation about seeing workplace
as a valuable asset, not an overhead.
Now we could keep banging the drum
about how little FM is listened to, and
also how much we’ve always known.
But the creation, propagation and
acceptance of ‘knowledge’ is far from
logical or linear, whether we like it or
not. Anthony Giddens knew this way
back in 1979, explaining “no amount
of accumulated data will determine
which of two competing theories will
be accepted or rejected”. Let’s put
the facts to one side for a moment and
think about how ideas can take root
and become established.
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Energy & Services
are now one solution

Malcolm Gladwell’s tipping point
concept, “that magic moment when an
idea, trend, or social behavior crosses
a threshold, tips, and spreads like
wildfire”, suggests that new ideas
become ‘sticky’ and are therefore likely
to become established if the
environmental conditions are right for
them, and only then if three different
human agents – mavens (experts),
connectors and salespeople – all come
together to promote the idea. Expert
knowledge quite simply is not enough.
So what is going on in our current macro
environment? Dramatically changing
times.
Unprecedented
political
upheaval.
The
popular
acknowledgement of post truth, coupled
to the realisation that social media
algorithms can reinforce echo chambers
as real as any closed social group. The
‘uberisation’, or to use John Hinks’s
preferred term ‘disintermediation’, of
industry after industry has occurred – as
the sharing economy and cyber-physical

systems of ‘industry 4.0’ develop apace
– all impacted in some significant way by
the new data economy.
Against this backdrop, standing
squarely in our own FM echo
chamber claiming ‘we’ve always
known how important FM and
workspace is, if only people would
listen...’ is worse than unacceptable.
It is a step towards FM’s mediocrity at
best, and its demise and ultimate
extinction at worst. The recent
evidence of what choosing to
associate only with those who share
the same worldview achieves, and
what it doesn’t, is patently clear to see.
In conclusion
We have seen how damaging cultural
echo chambers can be, and we can
use this awareness to declare a new
reality and do something about it. First,
stop speaking to people who agree with
you and start looking for people who
don’t. Learn how to discuss and debate

through civil, critical conversation.
Second, stop observing and start
finding ways to get involved in the new
economies. If FM and the workspace
industry don’t find ways to experiment
and innovate beyond what we know, we
risk sleepwalking into our own demise.

Tomorrow’s businesses demand much more.
That’s why ENGIE is shaping a new kind of
energy and services company. One built on
intelligent customer-led solutions, digital insight
and proven people skills to deliver a more
efficient and sustainable future.

By people for people

A key challenge for FM and the
workspace industry is how to move
beyond a reliance on ‘old data’ and
embrace ‘new data’, in an ethical
manner and in service of organisational
betterment – rather than just for the
industry’s own needs. As is often the
case, the industry could benefit by
looking beyond the micro level of the
workspace and learning from
developments in ‘informatics’ at the
meso level of cities and urban areas. A
focus on workplace informatics draws
attention to the opportunities provided
by real-time, ubiquitous technologies to
better understand and help improve
people's working lives. This is not a
spectator sport.

engie.co.uk
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4 The human-to-human approach -

Iain Shorthose
Customer Experience Director, Interserve

harnessing engagement, productivity and loyalty
in the workplace

“Designing an effective
customer experience is
not straightforward:
behind each customer is
a human.

”

There is a link between the customer
experience, employee productivity
and facilities management that isn’t
always obvious. And it’s more than
clean spaces, functioning lifts and
healthy catering.
Facilities management is often
thought about as the service that
looks after the building, ensuring it
performs at its optimal level. But
facilities management teams also
play a key role in influencing how
people experience spaces inside a
building, and how they interact with
an organisation’s brand. Whether
these people are customers, visitors
or employees, the experience they
have should not be left to chance. It
should be intentional and by design.
Why do organisations invest in the
customer experience?
Any physical or emotional connection
a customer has with an organisation
shapes their experience. This
experience has a direct impact on
the customer’s satisfaction, loyalty
and advocacy. So how do
organisations deliver an experience
that leaves their customers feeling
satisfied? The only way to succeed is
to design that experience.
Designing an effective customer
experience is not straightforward:
behind each customer is a human.
We, as humans, each have unique
needs and wants. And we each
expect these needs and wants to be
met, to some degree.
At Interserve, we start by mapping
our customers’ journeys. This means
identifying all the touch-points our
customers have with us. This is an

exhaustive list of the customers’ endto-end
journey;
from
brand
awareness,
marketing
and
communications through to our
people, service delivery, processes
and systems. It’s vital we do this
through the customer lens: looking
outside in, not inside out. From this,
we can better understand how we
perform
against
customer
expectations and ensure we are at
our best when it matters the most.
How is the customer experience
and workplace experience linked?
Focusing
on
the
customer
experience alone is a very valuable
exercise. But when we apply the
same thinking to our workplace
experience, that’s when we really
shine.
In the consumer world huge amounts
of research are carried out to
understand
how
to
create
environments that engender certain
emotive responses in people – this
can cover excitement and enjoyment
at an amusement park, or the desire
to purchase products at a retail
outlet. When it comes to the
workplace, the way in which we as
human
beings
process
the
environments around us is largely the
same: our experiences are still
defined by the same dimensions,
whether we’re in the space as a
customer or an employee.
Our recent research into workplace
effectiveness looks at cognitive
performance to understand how the
physical workspace can drive
productivity and engagement in
employees.

This research covers nine cognitive
dimensions that drive customer
loyalty in a consumer environment:
Emotion
The products or services that have
been successful in the consumer
world are those that evoke strong
emotional responses from their
customers.
Sensory inputs
People are believed to react more
favourably to certain colours, like blue
or warm-coloured backgrounds, and
certain scents, like the smell of
freshly-baked bread, can have a
strong impact on increased sales.
Retention
Studies have drawn a direct link
between a customer’s experience
and their future purchasing intentions
or loyalty to the brand.
Expectation
A customer’s experience will be
largely
influenced
by
their
preconceived expectations of the
brand, their expectation of the quality
of the product or service.
Evolution
Something that excites a customer at
the start of the relationship will lose
its ability to do so overtime. The
customer experience must evolve if it
is to continue meeting customer
expectations.
Memory
In the consumer world advertising is
used to communicate and reinforce
positive aspects of the experience to
remind the consumer and influence
buying power.
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Consistency
Knowing what to expect, and having
expectations met, reinforces positive
experiences and leads to certain
expectations in future encounters.
Economy
When product or service providers
are experiencing economic growth,
consumers believe they can afford to
invest more in their offering, therefore
the consumer expects more.
Love
Customers who feel that a brand
understands, cares for and even
loves them have consistently
demonstrated loyalty to that brand.
Emotion, sensory inputs, evolution
and consistency are the strongest
dimensions in the workplace: the
space we work in will bring out
certain emotions and feelings in us.
Factors such as temperature, smell
and lighting all have a direct impact
on how productive we are. Also, as
the way we work continually evolves,
the space in which we work must also
evolve, while service levels should
remain consistent so we know what to

expect from each space every time
we use it.
How does this relate to facilities
management?
Facilities managers need to be
acutely aware of the cognitive factors
that influence the way people feel
about their workplace, such as noise,
light, scent, temperature, nutrition
and hydration.
A workplace that has the right smell
and temperature, and has good
quality lighting with easy access to
food and water, will positively
influence how productive we can be.
These are all areas in which facilities
management teams can make a key
difference.
While there are differences in the way
consumers and employees engage
with retail or work environments, there
are also many links between the two.
By focusing on the building’s needs,
as well as the human needs of the
customer, visitor or employee, we can
create environments that harness
engagement, productivity and loyalty.
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“By focusing on the
building’s needs, as
well as the human
needs of the
customer, visitor or
employee, we can
create environments
that harness
engagement,
productivity and
loyalty.

”
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5 Challenging conventions: FM 5.0

Euan Burns
Chief Engineer, Carillion Services

Challenging
convention
and
development of both innovation and
strategy are related concepts that
drive the evolution of how the built
environment operates and performs.
FM is an industry that is not even
close to realising its potential for UK
business, health and wellbeing,
economic impact or the happiness of
individuals. In the last few years the
industry has converged on an
agreement on FM’s potential to
impact health and wellbeing, and
there has been a broader consensus
to move up the value chain through
enabling our clients’ core business.
With the right leadership, FM can
perform to its full potential.
It is clear that FM and built
environment engineering can enable
UK industry to be the best in the
world.
The building is the
fundamental element that all people
interact with every day, and greater
synergy with it will ensure we can all
achieve our collective potential. To
achieve this, there are still issues that
the industry has to overcome.
Spiralling downwards
Outsourced FM remains seen as a
service that is about removal of cost;
we are a target for every one of our
client’s cost-cutting exercises. We
are perceived as a necessary evil,
although many are not too sure they
understand the necessity. There is
an unhealthy commoditised view of
our industry and in some areas a
push to take this further to ‘outtasking’ and handing control to the
analytics
platform
provider
effectively trying to fill the expertise

gap with tech and increasingly with
artificial intelligence.
The rise of Data 3.0 and Industry 4.0
could push us to the margins, leaving
us with the undesirable positon of
moving from outsourced to outtasked. In turn this leaves us with an
even lower margin model, where
platforms and analytics take our
position and leave us with the lower
skilled tasks to perform less often.
This soon moves to bidding by job to
perform maintenance or cleaning
tasks on a weekly or daily basis. The
era
of
reverse
auction
for
maintenance as tasked by analytic
platform is not too far away.
To achieve our potential we have to be
straightforward about where our
industry is today. Understanding
where our industry came from is key.
1st generation outsourcing was
typically a cost-cutting mid 80s
activity to reduce client headcount,
getting someone to do the non-core
activity better and cheaper whilst
allowing executives to focus on their
core job. Arguably 4th generation
outsourcing is that point after 2008.
This tends to be a mature service that
has learnt from previous generations.
Since 2008 we see a highly
commoditised offering with price the
key. This has resulted in low margins
and a very negative trading
environment.
We must create FM 5.0 to take us out
of this downward spiral and leverage
the huge advances of Data 3.0 and
Industry 4.0. This is the antidote to
commoditisation.

Alignment
We need to align our call to arms and
understand what it is we all really
need to build.
If FM 5.0 is the answer, it needs a
definition: define what we should sell
or perhaps finally tell the client what
it is they need to buy or perhaps what
it could do for them. Then we will
have connected the plantroom to the
boardroom and we will be having a
C-level discussion at the start of a
contract and not the acrimonious end
of one.
My definition of FM 5.0 is this – FM
5.0 releases the potential of smart
buildings, analytics and data to
enable UK industry to realise the
potential of its people. Happier,
healthier and more productive people
will be the central theme of FM in the
future. From the food we serve to the
air they breathe, it will be the role of
our teams of cleaners, caterers,
engineers or the myriad other teams
to unlock these benefits.
The key to reaching our brighter future
is that we must embrace technology.
This is tough for the FM industry, but
all of us are trialling and developing
new ideas or looking at novel sensors
that may just unlock the next bit of
value. But is there a risk that this
piecemeal approach is simply
speeding up the race to the bottom?
To get ahead and stay ahead we need
to learn from other industries and
appreciate techniques such as failfast. We must accept failure but we
must keep laser focus on why we are
embarking on any development.
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Thank you for making
a great day even better.
Some of this involves solving issues,
for example the tension between SME
and large provider of our own ICT
teams. For the first time our rather
traditional ICT team are being asked
to consider tech in an operational
world they were never designed or
educated to deal with.
We can and will build the smart
building one device at a time –
providing we have a plan. But we will
also take the opportunities when
they arise to build out smart
environments
quickly
and
operationalise them effectively.
If Carlsberg did FM or built environment
engineering, the result would be
enabled by faster data speeds,
cheaper sensors and the ability to
leverage AI. We would then understand
the needs of the inhabitants of the built
environment before they realised it. It
would not forget the complex
engineering issues at stake around
security of supply, energy storage and
complexity of bi-directional flows of
energy. It will also not forget our people
and that we must create tomorrow’s
engineers out of today’s engineers.
If we can harness knowledgeable,
and talented people who have history
and understanding of our buildings
and combine this with the power of
technology with integration and
planning – we can create FM 5.0
Call to arms
For our industry to succeed and
achieve everything we know it can,

we must pull and push in the same
direction. That direction is about
using the smart opportunities we see
today, the people we have today and
all the knowledge we have of our
buildings and their operation.
Identifying what we should sell is of
paramount importance, as is
abandoning the contract structure that
effectively
buys
the
previous
incumbent’s offering but more cheaply
with locked-in savings targets. An FM
contract of five years is a lifetime in
business but also acts to freeze the
service at a point in time. Moving from
that to what they really want is beyond
client or service providers at present.
If there is one set of conventions that
industry thinkers and commentators
are aligned on it is that we cannot go
on selling commoditised cleaning
and M&E maintenance for much
longer. Something must change.
There are many challenges out there
and many conventions that need to be
knocked down. We keep looking for the
silver bullet to fix all our ills, yet we must
realise that if FM and built environment
engineering do not challenge these
conventions, find new models and
operate differently, then someone will do
it to us and we will be left behind.
This is our time to move our profession
to the boardrooms of our clients and
positively impact their core business,
their employees and their clients’
every move, every breath, every
purchase and every transaction.

24 Workplace Futures 2017: FM: Challenging Conventions

Conclusion
The next phase of the tech revolution
will enable humans to interact with
their buildings and their buildings will
become an extension of their life, with
a reliance on buildings to fulfil much
more in all our lives.

IAOP* has once again awarded us
among the world’s best outsourcing
service providers – five stars!

Just as wearables have enhanced
humans, next up - buildings will do the
same. Smart home or smart building,
humans are evolving through their
interaction with the planet. The building
has always fulfilled the lower levels of
Maslow by providing shelter and safety,
but it will become a true enabler of the
higher reaches of Maslow’s hierarchy
such as self-realisation.
M&E is already the fundamental
element of built environment that a
business cannot operate without and
can close a business without notice
for an hour, a day or a week without
warning. It will become the backbone
for FM to realise its potential for all
services lines.
FM and built environment engineering
in the 2020s will be a business
differentiator for our clients. We will
move
away
from
facilities
management and we will see a rise of
facility operational leadership. What
we are creating is FM 5.0 - and it is
just about here.

In 2016, for the fourth year in a row, ISS achieved the highest
possible rating, from the International Association of
Outsourcing Professionals (IAOP). This year, we particularly
stand out in the CSR category, which is in line with our
ambition of being a responsible employer and to become
the world’s greatest service organisation.
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Mark Sutcliffe
Operations Director, KBR

6 The Met Police: managing a diverse portfolio
“The Integrator
model, one outsourced
organisation is
responsible for
offering the client a
cohesive solution by
integrating process,
technology, reporting
and performance
measurement/manage
ment across all service
providers in the supply
chain..”

Over the past two decades the FM
market has moved away from inhouse delivery to an outsourced
model in a variety of forms. Now 69%
of the market outsources more than
half of their facilities services. While
many point to the unabated rise in
bundling and integrating facilities
management services, there remains
a strong market for individual,
specialist service delivery.
Broadly, traditional FM delivery still
falls into six models:
1.
2.
3.
4.
5.
6.

In-house
Single services
Bundled services
Integrated services
Total Facilities Management (TFM)
Managing agent.

We consider the last few years as
something of a transition period
where all the models are still in play,
but many client organisations are
feeling let down by the models on
offer, especially during a challenging
economic and political period. There
are various pressures on the different
models from changing economic and
political times, new ways of working,
constantly improving workplace
technology, the need to focus on the
organisation’s core business and the
requirement, in the public sector at
least, to bring small businesses into
the supply chain.
As a result, we are seeing new
models challenging the status quo.
One of these is the Integrator which
is gaining ground within large, critical
property portfolios. Under the
Integrator model, one outsourced
organisation is responsible for
offering the client a cohesive solution

by integrating process, technology,
reporting
and
performance
measurement/management across
all service providers in the supply
chain. With this approach, a client
may still opt to use any one of the
more traditional delivery models, but
instead of the client being required
to manage what could add up to
hundreds of contracts, one company
is appointed to oversee and manage
the performance of all the service
providers. The Integrator does this on
a fixed fee basis, providing certainty
to the client and ensuring they benefit
from
the
efficiency
savings
associated with the model.
The flexible nature of this approach
means that it can deal with issues –
anticipated or unforeseen – while still
ensuring that FM services are
delivered throughout the contract
term as agreed. This flexibility means
that the Integrator can use in-house
skills or appoint another delivery
partner that has sufficient capability
to deliver some of the range of
services required.
By providing a single system, the
Integrator’s
helpdesk
service
becomes a single line of contact in
the management of all scheduled,
planned and reactive orders.
Monitoring is non-intrusive and the
data accrued is simple to interpret
and use. Full compliance is also
assured because the Integrator can
monitor all of the data and analysis
that supports the client in their estate
management, including energy
management, cost and estate
utilisation.
The Integrator is also aligned to
bringing SMEs into the supply chain.

This ensures no additional burdens
are placed on the client to manage
numerous SME contracts by
providing the client with a standalone
matrix
of
processes,
resources, skills and knowledge to
manage the execution of its services.
This means that SMEs can meet their
service level agreements while
benefitting from the influence that the
Integrator brings, thus alleviating the
potential service stress of a major
public sector contract. When any
issues arise, they can be identified
and discussed with the provider who
then makes changes as appropriate,
ensuring
the
process
of
troubleshooting and optimisation is
more straightforward for all parties
and getting the job done. At the
same time, the Integrator takes on
the more onerous task of providing,
and analysing, data around the
service
delivery
and
estate
performance to the client.
The Integrator is the single point of
data connection. Unlike a TFM
contract, under the Integrator model
client contracts are forged directly
with suppliers. This gives the client
organisation final control over every
contract – so if in the future they
decide to end the Integrator
arrangement,
the
contractual
relationship between client and
suppliers is unaffected.
So why is this a critical model for the
marketplace?
It’s simply not
sustainable to keep managing facilities
the same way. If we don’t adapt and
reduce risk for the customer and also
further along the supply chain, we
won’t be able to achieve targets,
maximise new technologies and
modernise as an industry.
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Case study
Because the Integrator model is a
relatively new concept, like any
innovative idea there has been a
period of education – but its benefits
have already been seen.
In 2013, the Metropolitan Police
Service (MPS) went through the
biggest transformation of its estate to
date. The MPS employs around
31,000 Officers together with about
13,000 police staff and 2,600 Police
Community Support Officers. It is
also supported by more than 5,100
volunteer police officers in the
Metropolitan Special Constabulary
and its Employer Supported Policing
programme. The estate covers an
area of 620 square miles and a
population of 7.2m. As a result of the
MPS new estates strategy, KBR was
employed as the Integrator for a oneyear mobilisation period, followed by
a seven-year FM delivery phase,
during which a total restructuring of
the
MPS
Property
Services
Department facilities management
would be carried out.
The MPS developed and introduced
the Integrator model to their estate
and working collaboratively with KBR
oversaw a total restructuring of
facilities management with the aim of
saving £5m a year. As the Integrator
for the streamlined delivery of FM
services,
KBR
provides
procurement, contract management,
supply chain management services
and an intelligent contact centre. All
of this is designed with a focus on
using
SME
suppliers
where
appropriate. To encourage SMEs to
apply for contracts, KBR prepares all
the tender documents issued
through the client’s tendering system,
providing
evaluations
and
recommendations to the client for the
pre-tender questionnaire as well as
managing the invitation to tender.

A common problem with contract
changes is that even if an SME is
already delivering a high level of
service to clients, because of the
vagaries of the supply chain, those
really good SMEs may not be a part
of a new supplier chain model.
The danger of losing expertise in
terms of continuity of service was
something that KBR was keen to
avoid, so the organisation has helped
to ensure SMEs are given every
assistance to compete for contracts.
Although the contract would go on to
engage a wide range of suppliers,
including four large TFM providers,
the Integrator model gave the MPS
the flexibility to go out to smaller
suppliers for certain specialisms.

ONE SOLUTION FOR ALL YOUR FACILITIES

“The Integrator
model gave the
Metropolitan Police
Service the flexibility
to go out to smaller
suppliers for certain
specialisms.

”

On 30 April 2013 the MPS contract
went live with the new suppliers,
successfully ensuring continuity of
FM services to all MPS building
users. KBR personnel co-located
with the MPS FM team, where they
continue to share knowledge,
lessons learned and best practice
through a central management
information system.
Three years on, the MPS is now
seeing £8m a year in savings,
service satisfaction has improved,
and the number of SMEs working
alongside the MPS has increased by
40%. The partnership has also been
certified
to
the
BS11000-1
Collaborative Business Relationships
standard in recognition of the way in
which KBR and MPS project
managers
demonstrated
commendable leadership, mutual
trust and close collaboration to bring
real benefits in cost savings, lessons
learned and best practice - a win-win
for everyone involved in this
innovative new approach.

CATERING
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SECURITY
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Working with you to make a difference.
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Whether you are looking for a stand-alone service, a bundled offering or an
integrated facilities management solution, Servest has the knowledge and
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The power of new FM technology
and the impact on productivity

Jamie Hall
Operations Director, Mitie Energy

“If you can’t
measure it,
you can’t
improve it.

”

buildings technology could be
deployed across their premises in
Milton Keynes to optimise their
team’s performance off the track.
The Red Bull Racing facility is an
impressive one and is spread across
multiple buildings. The organisation’s
original home, known internally as
Building One, houses the main
technical office and several key
manufacturing and assembly areas,
as well as the operations room.
Establishing the baseline
For Mitie, the first leg of the journey
was to establish a comfort policy at
Red Bull Racing around five key
areas, including temperature, air
quality, lighting, humidity and noise.
Over 270 people took part in a
building user survey which allowed
Mitie to identify the key areas of focus
and set the baseline.
Red Bull Racing is a company that is
serious about its people, and its cars.
The organisation is synonymous with
success and high performance, and
is dedicated to achieving gains, both
large and small, that could give them
the edge during a race. Continuous
improvement is a constant focus for
the Red Bull Racing team, which led
to their decision to implement Mitie’s
intelligent buildings technology at
their site in Milton Keynes.

‘If you can’t measure it, you can’t
improve it’ is the ethos behind Mitie’s
intelligent building solution, which
uses advanced building telemetry to
improve occupants’ comfort, reduce
energy use and maximise the
effectiveness of the building’s assets.
At the heart of the solution sit live
data and a building’s users. By
collecting and analysing live
environmental data using sensor
technology, the solution works on
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the principle that monitored
variables such as air quality, light
levels and humidity can affect
human productivity.
The key to getting this right is to first
understand an individual company’s
own productivity measures and
linking them to the built environment
they occupy.
At Red Bull Racing, they wanted to
understand how Mitie’s intelligent

Over 400 sensors were then
positioned and installed around this
central building to collect data on air
quality, light levels, temperature,
humidity, noise and occupancy
levels – variables which can affect
both
physical
manufacturing
processes and human performance.
Experienced engineers then analyse
and interpret this data at Mitie’s
state-of-the-art remote operating
centre. They can remotely make
changes through the building
management system (BMS), or

provide analytical diagnostics to the
onsite FM team to help them make
adjustments for optimisation.
Mitie has been collecting and
analysing live environmental data
from Red Bull Racing’s office and
factory buildings since January
2016 with impressive results. The
data
demonstrated
that
the
premises could be optimised
through a series of fundamental
building adjustments, such as
increased office airflow, isolation of
loud workshop processes and
control over temperature. This
insight has given Red Bull Racing a
new-found understanding of their
workplace, and the ability to control
the conditions of their working
environment in a way they could not
before.
Using the data
Comfort
policies
around
environmental conditions have also
been created for teams in different
areas to ensure that everyone is able
to work at their peak performance
and at their preferred temperature
and lighting levels. The rich array of
data means that numerous variables
can be monitored and tailored
according to conditions on a
particular day. In addition to this,
trends can be identified and
measures put in place in order to
anticipate changing conditions and
colleague habits.

understanding of the workplace and
the optimum conditions that improve
employee productivity, wellbeing and
drive a high performing team.
“Competing in races is not just
about performance on the track; it’s
about leveraging the whole team in
preparation for each race, and
making sure they have a healthy
and comfortable environment in
which they can produce their best
work,” says Al Peasland, Head of
Technical Partnerships at Red Bull
Racing. “Across all areas of our
facility, our relationship with Mitie is
helping us to measure and analyse
our working environments and
ensure that our team members have
the optimum working conditions.”
Races are won long before we
reach the track, he adds.
For Mitie Energy, this is just the
beginning of the journey for the FM
industry. Over time we believe there
will be models, rules and algorithms
which
apply
to
demonstrate
productivity improvements at a team
or activity level. This will mean the
creation of roles within data science
to advise on the best actions
companies should take based on
what they are learning about their
built
environment
and
their
employees. This will inevitably mean
a crossover from FM and property
into HR, IT and long-term business
strategy, and it will have a direct
impact on an organisation’s growth.

Mitie’s ultimate aim is to take the vast
amount of data from the buildings
and turn it into meaningful and
actionable information. By collecting,
analysing and interpreting data
across Red Bull Racing’s premises,
the
team
have
a
detailed
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8 The importance of a trusting relationship in FM

Vince Treadgold
Managing Director FM, Servest

“There are important
lessons around how
concentrating on the
journey helps to build
relationships, win trust
and increase business.

”

What can the FM industry learn from
Richard Branson and Virgin Atlantic?
More than you would think. There are
important lessons around how
concentrating on the journey helps to
build relationships, win trust and
increase business.
When Richard Branson had the idea
to take on the established airlines in
the 1980s many people couldn’t see
how he could rival the monopoly held
by British Airways and its American
counterpart - what could his Virgin
Atlantic Airways offer that would help
it stand out from the competition? On
the face of it, there wasn’t much that
he could do differently - the airport,
flight path and even the airplanes
were all set and would have to remain
the same. On top of that, even the
price would be very similar.
The journey as game-changer
Knowing that he couldn’t change any
of these fundamental details,
Branson looked at the one element he
could make a change to – the
experience.
Using
his
own
disappointing
experiences,
particularly getting stranded in
Puerto Rico on his way to the British
Virgin Islands, as a basis of what not
to do, Branson set out to build an
airline that cares about its
passengers and their in-flight
experience - making it all about the
journey, not just the destination.
Flying high
Within twelve months of its first flight
the airline was profitable, and in the
30 years since it has continued to
flourish, now flying to multiple
destinations across the world.
Continuing to innovate and offer more
value to its customers, from seat-back

individual media players to bar areas
where passengers can mingle,
everything is about enhancing the
customer experience. The Virgin
brand is recognised as an industry
leader offering high quality service,
still with the same values on which it
was founded.

at
this
stage,
blaming
the
dissatisfaction on the specifications
not being fit for purpose. While this
may be the case, this is not the right
time to suggest these changes. The
supplier hasn’t yet gained the trust of
the client or proven their capability;
this can often look like excusemaking.

What do planes have to do with FM?
When a contract is up for tender there
are certain fundamentals that are set
at that stage: the specifications the
client expects the successful facilities
company to be able to provide and
the KPIs that they will be measured
against, for example. Bid writers and
sales teams must build their solution
around these elements, regardless of
whether
they
are
suitable,
appropriate or complete. Many
providers make the mistake of trying
to differentiate on price, but this can
often lead to further problems down
the line.

By taking a leaf out of the Virgin
book, suppliers that concentrate on
the experience and the journey can
have the biggest impact and
consequently implement the needed
changes.

Trying to run before you can walk
It is only when the tender is won and
the contract is mobilised that any
issues with KPIs or specifications
come to light, with clients not being
happy even when specifications are
being delivered and KPIs are being
met. Many companies then try to ‘run
before they walk’ and make changes

The Servest and Weetabix journey
The Servest team found themselves
facing
this
challenge
when
commencing the cleaning contract at
the Weetabix manufacturing site in
2012. It was apparent that the
existing specifications and KPIs were
not quite right for the environment, but
the Servest team recognised that a
softer approach was needed to
ensure that the client relationship was
maintained. Rather than attempting to
change the parameters set by the
client, the Servest team concentrated
on the journey - ensuring that a great
service was delivered every day to
demonstrate the commitment to
making the Weetabix operation run
smoothly and without a hitch.
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The relationship journey has been key to
developing a partnership that benefits
both companies. Weetabix receives a
service that exceeds the initial scope of
the original tender, and by working
together Weetabix has achieved a
coveted Tesco Blue audit award. By
building trust and working on the
journey Servest has been able to
implement the changes that were
needed to the specification and the KPIs
to ensure that Weetabix is provided with
an ongoing excellent service.
By delivering a dependable and high
quality service, Servest demonstrated
its dedication to protecting the
Weetabix brand and ensuring that its
plant remains up and running. By
listening to the client, Servest came to
understand the potential costs and
implications of any possible errors. A
large production line being down for
just one hour would come at a large
cost, and this doesn’t include
collateral damage to the brand
associated with closures and
cleaning issues. This highlights the
trust a client has to put into its FM
provider and shows why it is not
surprising that they are unlikely to
change the specifications based on
the recommendations of a new and
untested supplier.

Building a relationship
Since 2012, the relationship between
Servest and Weetabix has continued
to develop. A mutually beneficial and
effective working relationship has
been built over time, increasing the
confidence
the
Weetabix
management team has in Servest to
deliver the service it needs. As a
result, the number of services
provided by Servest has grown in line
with the relationship, from some
janitorial services and production line
cleaning in 2013, progressing to full
production cleaning in 2016. These
changes are a testament to the onsite
team, who ensured that they have
focused at all times on the journey.
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Making the impossible possible
On first glance there doesn’t seem
much in common between the airline
and FM industries. However, by
concentrating on getting the
experience right not only does the
client benefit, the provider gains
loyalty, further business and brand
integrity. By focusing on the journey
you can influence the immovable,
making the impossible seem
anything but.

9 Sunborn London: the FM behind the brand

Karen Thomson
Divisional Director, ISS Hotels

“This makes the
facilities service
provision unique in that
the Sunborn Group FM
isn’t a specific function
but an integral part of
the overall business
strategy.

”

Operating every aspect of a hotel
has its own unique FM requirements
- even more so when it’s a yacht
hotel. ISS is the facilities services
organisation behind the Sunborn
London Yacht Hotel and is
responsible for the FM to an unusual
level.
First, it helps to understand the
Sunborn Group. Sunborn is a Finnish
privately owned company with an
extensive leisure portfolio. One arm
of
Sunborn’s
focus
is
the
development of luxury spas, yacht
hotels, restaurants and other high
quality property.
The Sunborn London is one of its
yacht hotel concept properties
which combines the high value
associated with luxury yachts and a
modern hotel. One of the many
attractions of the yacht hotel –
essentially a hotel which is a yacht
without an engine - is that it can be
sited on locations where perhaps
there’s no available land for building,
or which is listed or otherwise
protected.
Like many leisure destinations,
Sunborn’s aim is to provide a
positive and enduring experience for
end-users. This is largely based on
delivering excellent service to meet
customers’ needs and desires –
whether it’s for a business or
personal visit - and to encourage
repeat business.
This makes the facilities service
provision unique in that for the
Sunborn Group FM isn’t a specific
function but an integral part of the
overall business strategy.

The hotel environment
Returning to the FM functions, the
total, integrated service we provide
has a management model which
although it has been the norm for the
hotel sector for decades, it’s now
increasingly seen in integrated FM
delivery in sectors such as
professional services.
The typical hotel management
structure has a General Manager at
its core into which all the service
lines report. The General Manager
takes reports from all the component
areas of the hotel – customer
service,
food
&
beverage,
housekeeping,
property
and
technical infrastructure, sales &
marketing and so on. From this, the
GM will implement necessary
adjustments to enhance the brand,
reputation and business bottom line.
What’s different about Sunborn is
that together with the GM, we’re
responsible for all aspects of the
business – from getting the structure
to her site, to the housekeeping,
catering and technical services. And
of course the business operation
which includes the all-important
sales and marketing.
FM for a yacht hotel
There are naturally some differences –
M&E in hotels, for example, refers to
Meetings & Events and is a profit
centre. So we all need to be absolutely
sure what we’re referring to!
Another set of key differences is that
we had to start from scratch. We
brought the building envelope to her
location which involved some one-

off and annual challenges that you
don’t find with a building which is
constructed on-site rather than
towed to site!
For example, the weather played a
huge part in Sunborn’s timetable.
Her route from Finland to London
was via dry dock in The Netherlands
for her infrastructure preparation. But
first, we had to wait for the weather
to settle. In fact, in previous years
it’s been necessary to blast vessels
free from iced-in waters in Finland to
make the crossing. Once that was
achieved, we had to wait for a
window in the weather to bring
Sunborn to London for her final fitout and berth. As she’s a vessel
without engines, she was bought in
by tug boat which needs relatively
calm conditions.
The utilities and planning were just
as intricate. Before we could bring
her to London, we had extensive
negotiations and rounds of planning
applications with the relevant
authorities, utility providers, etc. We
also had the London City Airport
flight requirements to consider with
bringing an oversize structure into
the docks.
With Sunborn now operational, we
deliver some very specific services
to ensure she is kept in optimum
condition. The hull maintenance, for
example, requires ‘zinc sausages’
attached to the hotel to treat
barnacles, plus regular inspections
by a diver to check integrity and
ensure complete barnacle removal.
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Our people: hire for attitude and
train for aptitude
One of the FM initiatives we’re
particularly proud of was the
recruitment programme. Our people
are critical to great service. So we
decided to recruit for attitude and
then train and develop the aptitude.
So we created a partnership with the
London Borough of Newham (within
whose catchment Sunborn London
sits) to recruit over 50% of our
people from the local area, primarily
from
among
the
long-term
unemployed.
Newham already had a lot of people
who’d worked as volunteers during
the 2012 London Olympics. So we
had a fantastic pool with a great
service ethic who were keen to
promote their community – and to be
part of another truly unique ‘event’,
Sunborn London.
We were delighted to work with the
East London Business Alliance
(ELBA)
to
hold
dedicated
recruitment drives.
Business as usual – from sales &
marketing
to
corporate
responsibility
With Sunborn up and running, we
now focus on sales and marketing

campaigns to encourage more
business and raise brand awareness
and reputation. Most campaigns, for
example, are very B2C oriented and
include packages such as the sellout Sunday Cinema club, spa
treatments, The Sunborn ‘Afternoon
Tea Under the Sea’ – though of
course the venue is also highly
popular for weddings. Business
promotions also feature, providing
exclusive event hire for private
functions.

But it doesn’t stop there. We’re
constantly
driving
sustainable
developments such as the in-room
tablet devices and recycling of
waste cooking oil. The tablets give
guests an easy way to research local
attractions and place room service
orders, which reduces the huge
number of paper flyers usually found
in hotels. Our waste cooking oil is
collected by a service that converts
it into bio-diesel for powering
building generators.

Sales and marketing is also where
ISS can provide further business
advantages; with around half a
million employees worldwide and
vast client and partnership networks,
Sunborn
has
a
ready-made
customer base to market its brand.

People at the heart of what we do
The FM model we have with Sunborn
is not FM in the traditional sense. It’s
more of an innovative partnership
which can be considered the natural
evolution of FM. Everything we do
impacts employees, service delivery
for the client, their end users,
suppliers and the community. And
the heart of our joint success is to
use the power of the human touch to
get the people aspect right.

But we still have the usual FM
operational aspects where we
provide advantages that a smaller
high-end hotel brand might not have
access to. For example, ISS has
considerable purchasing power and
can provide a full complement of
services from across a global
network, along with access to best
practice
and
cutting
edge
developments from across the
business environment.
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10 Constant change: the new reality for FM in higher education
Chad Reilly
Business Development Director, Public Sector, Bouygues Energies & Services

“One focus for
service provision has
already become
dominant:
Students First.

”

Over the past few years the pace of
change for FM in Higher Education
has been really exciting.
According to latest figures there are
currently 164 HE institutions in the
UK, catering to some 2.28m students.
These institutions employ over
400,000 staff, and the annual FM and
estates revenue spend comes in at
£1.3bn.
In terms of revenue costs alone it is
apparent HE is a significant sector for
FM. However, the £1.3bn spend
excludes energy and CAPEX costs,
so the actual run rate is probably
closer to £4.5bn p.a, although the
£2.5bn CAPEX element fluctuates
and is likely to be impacted by Brexit
uncertainty.
So, what is driving the rapid changes
in HE? There are a number of forces
at play.
•
Universities can enrol more
students than ever before, and higher
tuition fees can be charged if high
levels of academic quality are
demonstrated.
•
Brexit is another driver, as
universities try to find out what the
ultimate impact will be. Brexit may
drive universities to set up more
overseas campuses and educational
partnerships if it becomes more
difficult for overseas students to study
in the UK.
•
New legislation presents the
intriguing potential for new entrants to
the market. The government’s latest
proposals could mean new entrants
granting degrees to their first cohort
of students within two years of entry,
and
becoming
fully-fledged
universities within six years.

• The diverse nature of the UK’s
student body impacts on a
university’s strategic decisions and
day-to-day FM delivery. Universities
need to be very mindful of cultural
differences, particularly around living
spaces. Non-EU students pay
significantly higher fees than UK
students, so satisfaction among this
group requires special attention.
Students first
Whatever the future HE landscape
looks like, one focus for service
provision has already become
dominant: Students First. This simple
mantra has been the constant at all
the universities Bouygues Energies &
Services has dealings with and is
central to the outcomes they are
seeking. After all, students are now
consumers and university attendance
is not the privilege-based system it
used to be. Students − and
increasingly their parents − expect
high quality throughout the whole
higher education experience.
Bank of mum and dad
Today, students and ‘the Bank of
Mum & Dad’ have plenty of
information at their fingertips when
selecting universities. The range of
information available is broad and
detailed. The league table most
universities really pay attention to is
the National Student Score (NSS).
Aimed at final-year undergraduates,
the NSS has 27 questions about
students’ experiences, asking for
honest feedback about what it has
really been like studying at their
institutions.
These rankings are taken very
seriously and strategies, including FM
and estates, are carefully developed

by universities to move their institution
up the league tables. The higher up
they go, the easier to attract higherperforming students, academics,
researchers − and their funding
grants.
Education ecosystems
As competition among universities
hots up, many institutions are now
looking at creating ‘education
ecosystems’
that
encompass
learning spaces, living spaces,
socialising spaces and leisure
spaces - and the role of FM is vital in
maintaining these.
Billions of pounds have been spent
on the collective university estate
during the past 10 years to create
these ecosystems − improving and
replacing ageing building stock with
innovative and creative buildings that
enhance the student experience.
Going forward, there appears to be
no limit to the need for these often
dramatic and funky study and social
spaces. Universities are increasingly
engaging with student bodies to
provide spaces that will capture the
imagination
and
provide
the
institution with a USP, and they all
need to be maintained and serviced
24/7.
In this brave new world of education
ecosystems, community engagement
will be vital, as most universities are
probably one of the largest
employers in their area. FM can
support
strong
community
engagement through commitments to
local
employment,
local
apprenticeships, staff volunteering in
the community and supporting
student-led initiatives.
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include
internships,
part-time
employment, vacation employment
and, ultimately, graduate recruitment.

Digital learning
One area where the pace of change
for FM in HE contracts will quicken
even further is technology. The recent
increase
of
digital
learning
techniques could ultimately have a
significant impact on building design
and use. And there are also more
direct and immediate impacts for FM
through big data platforms, the
Internet of Things and the rollout of
student-focused apps.

is sensors in WC consumable
dispensers that send replenish alerts
to the service team. This means there
is less waste and workflow is more
efficient as staff only need to attend
when required.

Big data platforms designed for high
footfall environments such as airports
to create connected buildings have
huge potential applications within the
HE estate. These smart platforms,
through the use of sensors, can
collect and analyse data to improve
building efficiency and enhance the
user experience.

Smart phone apps
Linking these data platforms to apps
has real potential. Bouygues is piloting
an app that acts like a mobile
concierge, providing a rich experience
for students, staff and visitors. The app
can send alerts, such as reminders of
fire alarm testing, library book expiry
dates etc. It can also act as a
navigation
tool
and
provide
personalised notifications such as
lecture room changes. In addition,
discount coupons for catering outlets
can be delivered along with the
collection of live feedback.

A practical example of the potential to
improve FM service delivery efficiency

The potential for apps is endless, with
the focus on providing the information
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“Perhaps the most
important aspect of
enhancing the
student experience is
supporting pastoral
care. Not all young
people adapt to their
new environments as
well as others, and
FM has a key role in
supporting Student
Services to protect
the wellbeing of
students.

”

and services the end user wants. One
app already rolled out was developed
by our student transport partner
National Express. It provides live
timetables and takes the guesswork out
of what time to head to the bus stop.
All of these leaps in technology lead
directly back to the Students First
mantra mentioned above. How can FM
support this? From a service
provider’s perspective, there are a
number of ways that include
investment in:
• Enhancing the student experience
• Curriculum enrichment, and
• Supporting the pastoral care of
students.
Enhanced experience
Enhancing the student experience
can take a number of forms, but
perhaps the most important is
supporting the employability of
students
through
workplace
experience. These opportunities can

Curriculum enrichment
Something as seemingly humdrum as
a semi-autonomous cleaning robot
can help the FM contractor engage
with curriculum enrichment activities.
Art & Design students can be tasked
with designing new robot casing
wraps (Bouygues is currently trailing
one that is wrapped as a doubledecker bus). Telemetric data recorded
by the robot can be shared with
Computing and Engineering students
for projects looking at ways to improve
its performance.
Pastoral care
Perhaps the most important aspect of
enhancing the student experience is
supporting pastoral care. Not all
young people adapt to their new
environments as well as others, and
FM has a key role in supporting
Student Services to protect the
wellbeing of students.

responded to a student’s concerns
about their friend. The officer’s quick
response enabled them to locate the
student and intervene to prevent a
suicide attempt.
Not all instances of pastoral care by
FMs are that extreme - most are simply
observing signs of isolation and
abuse and reporting it to Student
Services.
A great opportunity for FM
To sum up, FM in the HE sector stands
out because the focus is on quality
improvement through investment and
efficiency, rather than the blunt cost
reduction seen in other sectors. And
new technology could be the catalyst
for the next generation of FM
operating models in higher education.
These operating models will not only
continue to respond to changing
needs in the HE sector but also be the
drivers of further change.

In extreme cases, FM staff can make
interventions that have a life or death
impact. For instance, a Bouygues
Security Officer on duty at an
accommodation
site
instantly
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11 FM in schools: challenging the norm

Matt Garner
MD for Government Schools, Sodexo UK & Ireland

We are not talking about technical
wizards or a new innovative way to
deliver a service – it’s all about
people. That is, our people, the
school’s management and admin
teams, teaching staff and of course
the students.
So, what are the influencing factors that
make providing FM services in a school
different from say a corporate HQ?

“Schools are one of
the few workplaces
that all of us have an
experience of and an
opinion about.

”

A government school is one that
receives its funding from the public
purse. At Sodexo, I am responsible
for all schools which come under this
criterion, and of the 100 or so for
which I am responsible we have a
real mixture of sites ranging from
large secondary schools with 2,000plus pupils on the roll through to small
village primary schools where, in
some cases, they have less than 20
pupils.
It’s not just the size that varies greatly
but the school buildings and
premises, too - it could be an old
Victorian school building or a brand
new modern building.

We have been operating in the
education sector for many years. In
government schools we employ over
1,000 people but what you may be
most surprised to hear is that it is not
the provision of catering services
which accounts for the bulk of our
operations: in fact, over 50% of our
business in this sector is generated
from non-food services.
Sodexo has an excellent heritage in
catering and we don’t want to lose
that, but today across the whole
business
from
education
(government, independent and
universities), healthcare, leisure,
defence and the corporate sectors,
over half of our business is in the
delivery of non-food services.
More than a school caterer
Schools are one of the few
workplaces that all of us have an
experience of and an opinion about.
Whether as a pupil, parent or
governor, consciously or subconsciously everyone has a view.
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Most people who work in, on or for
schools do so because they have
chosen to – it’s not just another job.
So if we’re not just the caterer, what
services are we providing at these
schools? We hold a number of PFI
contracts with schools where we are
contracted to provide a wide range of
non-food services. Operating PFI
contracts brings a different set of
challenges to the traditional contract
but equally opportunities, too.
At the schools where we deliver an
IFM contract which includes soft and
hard FM services as well as catering,
we pretty much do everything other
than teach. We are the enablers of
education and work in partnership
with the schools’ management teams.
The school workplace
The workplace environment of a
school varies greatly to that of a
‘normal’ workplace, and we as a
service partner have to recognise this
and adapt accordingly.

There’s no one thing, but a
combination of lots. For starters it is
a huge market with a £2bn spend on
FM-type services for the 22,000
schools in the UK. The market is very
fragmented with 152 local authorities
and more than 5,500 academy
groups.
The political drive for change focuses
quite rightly on improving academic
achievement; buildings are a
secondary consideration.
The
market is changing, with academy
devolution vs. desire for government
to achieve better value for money
through
centrally
managed
procurement, eg Crown Commercial
Services and the One Public Estate
initiatives.
The schools are reporting to us that
they are seeing a reduction in
budgets year-on-year and that the FM
services are for some ‘a necessary
evil’. We hope to overturn this latter
view and by working with our school
clients demonstrate that the FM
services can benefit to the school
enormously.
Understanding the community
With school contracts our client could
be one or a combination of many
stakeholders
including
head

teachers, governors, a multi academy
trust, LEA, DfE or a Special Purpose
Vehicle.
There are statutory security and
vetting requirements to ensure we do
our bit towards keeping children safe.
Not dissimilar to the challenge faced
by our colleagues who work on
defence sites, this can make
recruiting to fill vacancies a rather
more prolonged exercise than would
be expected in the corporate
environment.
Unlike many ‘normal’ workplaces, at
a school at site level there is often no
client FM team or organisation.
Sometimes the lack of a client-side
FM to manage the contract can be
liberating; at others it can be
incredibly frustrating trying to
influence and educate the educators,
who do not understand what FM is,
what our role is and how we can work
with them to the benefit of the school.
Budgetary pressures can lead to a
short-term, fragmented approach to
estate strategy.
As the FM partner we have a job to
do to help educate the educators that
the FM services are not an expense
taking away money from education.
We have to demonstrate the value to
all stakeholders of having an estate
strategy of which the provision of FM
services is crucial.
Ultimately, there are two groups of
people who receive our services –
they will judge, feedback and can
make the difference between a good
day and a bad day for our staff.
The first and the biggest group are

“As the FM partner
we have a job to do
to help educate the
educators that the
FM services are not
an expense taking
away money from
education. We have
to demonstrate the
value to all
stakeholders of
having an estate
strategy of which the
provision of FM
services is crucial.

”

the pupils. Making a contribution to
their learning is why we do what we
do. But we have to accept that they
don’t read signs and that they break
things and for this reason a
‘command & control’ approach to FM
doesn’t really work. We have to work
around them.
The second group is the teaching staff,
who see space as their own - it’s a
backdrop to the learning they are
providing. Stuff gets hung from
suspended ceilings and light fittings,
furniture gets moved around frequently
- our teams have to accept this as the
norm and adapt to it with the
necessary flexibility for everyone to
work effectively alongside each other.
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“The RIBA report
‘Better Spaces for
Learning’ (May 2016)
states that only
around 5% of school
buildings are
currently
performing.

”

A school is a community and the
school staff tend to see our team as
their own. So if we want to move
caretakers, cleaning supervisors,
catering managers etc. between
schools or between contracts we
have to be mindful of the feeling of
the school community and manage
this accordingly.
Then there is the tension which can
arise when the output specifications
we are contracted to adhere to differ
from the requirements of the school’s
staff and they try to influence the work
that our teams are doing to suit their
own needs. But developing a
partnership approach from the outset
can help avoid this. We strive to work
with schools to ensure all needs are
met within the contract requirements
and that the services delivered suit the
school staff who work there every day.
We shape our working patterns
around the school day. Cleaning is
always done in the evening or first
thing before school starts. But given
the nature of the school population
being made up of children, by 9am
when doors close and teaching
begins it can look like the site hasn’t

seen a cleaner in a while, with litter,
mud and minor damage to parts of
the site all appearing/occurring in the
relatively short period when the
children arrive at school.
Some schools are looking to reduce
cleaning to every other day, which in
my opinion is the not the answer
given the largest group using the site
is children ranging in age from 3 - 4
years old. Some schools err towards
the run-to-fail approach to FM and
see lifecycle planning as a ‘nice to
have’, but in reality by adopting this
approach you are just building up
problems that will have to be dealt
with in the future and undoubtedly will
cost more to fix with possibly more
disruption to the running of the
building. Unfortunately, we find
ourselves in this position in some
contracts.
Interestingly, in the RIBA report
‘Better Spaces for Learning’ (May
2016) it states that only around 5% of
school buildings are currently
performing.
The government’s
Priority School Building Programme
(PSBP) is three times oversubscribed.
The report also looks at another
impact of this approach: the retention
of teachers. According to the
research, one in 20 teachers who are
leaving the profession cited the state
of their buildings as the reason, with
one in five stating they have
considered leaving as a result of the
state of the school buildings.
Many people assume that as our FM
teams are working in a school when
the school closes for holiday then
they have holiday, too. With the
exception of the catering teams and
some of the soft services, this is
definitely not the case - the opposite,
in fact, as it is in the holidays that the
FM team can perform the PPM works
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or any other works required which
take longer that a weekend.
But we don’t get a full six weeks; often
it is just four weeks as the school staff
are present at the school for some of
the holiday. Sometimes it is less than
this as we have to work around the
school’s community obligations if
they have a summer school provision
or offer the site for community use to
help drive additional income for the
school, for example. And then our
teams are entitled to holiday, too.
My challenge & the challenge to FM
as a whole
There is a wealth of research
underpinning good design and how
engaging with educators in the early
stages of design can deliver
demonstrably better buildings that
support educational outcomes.
With the exception of PFI-type
projects, where are the operators in
these conversations? We know the
schools, interact with teaching staff
daily. FMs can help bridge the
knowledge gap between having a
desirable fit-for-purpose school
premises with the crucial services
required to maintain this whilst
accommodating the needs of those
using the school, the pupils and the
staff.
It’s not good enough to just design
good buildings – we need to bring
that design to life and keep it alive
during the life of the buildings. That is
where FM is a valuable service and
one that should always be
considered.

We
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12 The role of FM in adding value for the heritage & leisure sector

Mark Downes
Director, Heritage & Leisure, ENGIE

“Initiatives must
continue to be aligned
with the sector’s social
values and any
commercialisation
should be designed to
sustain and grow the
sector.

”

The Heritage & Leisure sector is
facing a diverse range of challenges
and opportunities, not least in
meeting the expectations of both
government and the public, whilst
managing reductions in funding.
FM providers operating in this sector
have a key role to play in delivering
workable
solutions
that
help
organisations sustain their activities
and deliver more for their visitors.
To do so, FM companies need to think
beyond the parameters of traditional
FM and adopt a more holistic and
pro-active role.
Government expectations
The Department for Culture, Media &
Sport has identified four key drivers
for this sector. These are:
• Inclusivity, enabling everyone to
enjoy the opportunities that heritage
and culture offer, irrespective of
where they start in life
• Harnessing the Power of Culture,
so that the riches of culture benefit
communities across the country and
increase the UK’s international
standing
• Cultural investment, providing
resilience and reforming the sector
through initiatives such ‘placemaking’
•
Commercialisation,
enabling
institutions to make the most of their
assets and sustain their activity.
In helping the sector to address these
drivers, FM providers need to
consider the following:

• Balancing the need for preservation
and public access
• Using technology to add value for
clients and visitors
• Place-making and involving the
third sector in delivery
• Helping with the commercialisation
of assets.
The examples discussed in this
article are designed to illustrate the
ways in which a service provider can
extend its role and align the range of
services to meet and enhance the
specific requirements of heritage and
leisure operations.
Balancing
the
need
for
preservation and public access
The sector presents organisations
and their service providers with a
number of common challenges in an
environment that features some
unique characteristics.
Buildings in this sector are
predominantly old, often listed, and
many are subject to intense use, so that
service provision must be scheduled
around the core activities of the
building and carried out within the
constraints imposed by heritage status.
Moreover, certain collections may
require strict atmospheric parameters
for preservation to ensure they
continue to be available to visitors.
This demands rigorous environmental
control that would not be found in
other types of building. The
environment may also need to meet
the requirements of the UK
Government Indemnity Scheme, in
line with BS 5454:2000.

A
particularly
demanding
environment is the British Library’s
Low Usage Storage Facility, a high
bay area with 262 km of storage in a
controlled environment that includes
15% oxygen levels throughout the
storage areas.
Adding
further
value
with
technology
Application of the appropriate
technology has the potential to add
value for the client and for the users
of the facilities. In each case, it is
essential to evaluate the potential
benefits when determining which
technologies deliver the best value.
For instance, Building Information
Modelling (BIM) is most commonly
used in new build, refurbishment and
re-fit projects where the initial design
was created using BIM. Clearly this is
not the case for most heritage and
leisure facilities.
However, at the British Library, ENGIE
is retrospectively creating a BIM
model of the site for use in operation
and maintenance of the building’s
assets. The model will be used to aid
asset verification, energy simulations
and operational management.
In parallel, data from BIM will be used
with a Living Maps application, using
the BIM data to help both engineers
and the public to find their way
around this complex building.
ENGIE’s C3ntinel data analytics
software will also be deployed to
manage large volumes of energy and
environmental data in support of
energy and carbon management
services delivered as part of the FM
remit.

Workplace Futures 2017 - FM: Challenging Conventions 49

If you’re in FM. You need to be on i-FM

Place-making
to
benefit
communities
There are often opportunities to
enrich the role of a heritage asset by
creating new spaces and new
functions around it. Very often, the FM
provider is ideally placed to identify
and implement such initiatives.
One example is the Forth Bridge
Experience, where ENGIE’s Total
Facilities Management contract with
Network Rail includes the creation
and operation of a visitor attraction at
this World Heritage site. Services
included a pre-opening consultancy
service and a 10-year operational
management solution. This includes
supply of green energy, creation of
apprenticeships
and
other
employment opportunities for local
people and supply relationships with
local businesses.
Place-making also creates an
opportunity to include the third sector
in the delivery of services to the local
community. At the Queen Elizabeth
Olympic Park, for instance, ENGIE
has partnered with third sector
organisations to deliver social,
economic and environmental benefits
through the Our Parklife initiative.
Commercialisation of assets –
beyond FM
Reduced funding to many heritage
and leisure operations provides a
strong incentive to commercialise the
assets that are available. Again, an
FM provider often has the insight and
expertise
to
deliver
such
commercialisation initiatives.
A case in point is Network Rail’s
choice of ENGIE as a partner to
conduct ‘station tours’ as a new
visitor attraction. These tours will be

run at five stations across the UK,
including London King’s Cross and
Bristol Temple Meads.
At the Queen Elizabeth Olympic Park,
ENGIE’s provision of energy and FM
services across that site has been
broadened
to
include
commercialisation of one of the
park’s key attractions. As a result,
ENGIE is responsible for the full
operation and management of the
ArcelorMittal Orbit. Self-delivered
services include management of
bookings, tickets and events as well
as operating the gift shop, ticket
office and on-site bar & restaurant.
Summary
The examples cited here are
designed to illustrate the diverse
ways in which an FM service
provider’s knowledge of the assets
they are managing can be harnessed
in a number of different ways.
The key requirements are to
understand the sector and its everchanging needs and combine this
with innovative thinking in service
delivery.
To
exploit
these
opportunities, service providers need
to become strategic partners rather
than simply sub-contractors.
At the same time, any such initiatives
must continue to be aligned with the
sector’s social values and any
commercialisation
should
be
designed to sustain and grow the
sector.
All of which means that there is a
changing dynamic of skills for FM
service providers operating in this
sector. Those that wish to take
advantage of the opportunities may
need to broaden their approach and
look beyond traditional FM.
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It took approximately 45 minutes for
someone at Workplace Futures to
refer to the ‘post-truth’ phenomenon.
Such
is
the
ferocity
and
pervasiveness of our current politics
that it hangs heavily over every
opinion and talking point. Ian Ellison,
a partner at workplace consultancy
firm 3edges and the founder of
podcast
Workplace
Matters,
reminded the conference audience
that the Oxford English Dictionary
had recently declared ‘post-truth’ its
word of 2016, which it defines as
“relating
to
or
denoting
circumstances in which objective
facts are less influential in shaping
public opinion than appeals to
emotion and personal belief”.
This concept of post-truth was to
prove a useful anchor for the rest of
the day’s sessions and the
conference theme in general: ‘FM:
Challenging Conventions’. It is i-FM’s
view that FM conferences have
become too repetitive and out of
touch with the average facilities
manager. A disproportionate amount
of time is spent on the fanciful
offices of cash-rich corporations in
big cities, when FM takes place in all
kinds of weird and wonderful
environments. In his opening
address, conference chair Martin
Packard, owner of consultancy
business FM Guru, revealed that
two-thirds of the UK’s working
population work outside the office –
so it stands to reason that exploring
this unchartered territory could lead
to new insights and indeed
challenge conventions.

Uberisation
Professor John Hinks – one of two
keynote speakers in the morning –
warned that the world had entered
into a period of extreme volatility,
including significant flux in exchange
rates and inflation prospects, labour
mobility,
globalisation
or
deglobalisation, and technological
progress. He spoke of Brexit, the
stability of the European Union, the
new US government and the possible
repercussions
for
international
relations, global trade agreements
and the economy in general.
In amongst all this turbulence, Hinks
argued, agents of radical change in
commerce and industry would
emerge “that do not relate linearly to
what we’ve seen before”. He claimed
that a number of these ‘black swans’
– a term popularised by author
Nassim Nicholas Taleb – had already
revolutionised their industries almost
overnight by using digital technology
to “disintermediate” the services they
provide and completely refigure the
interaction with the customer.
Hinks said that technology-focused
‘black swans’ such as Amazon,
Airbnb, Google and Uber are not only
disintermediating but also collecting
mammoth amounts of data in order to
completely re-imagine the service
experience. He argued that in this
new world, FM is “part of the picture
rather than in control of the picture”.
Ellison was able to simplify Hinks’s
message. He pointed to 15 discrete
industries, from logistics and
transport to food, finance and

education, which had all succumbed
to “uberisation” and argued that there
was little reason to believe that FM, or
the workplace, would not be next.
Ellison urged delegates not to sleepwalk
into this changing world and suggested
that they adapt to the new socio-political
environment. “The potential to tip ideas
all of a sudden makes sense to people
in a way that perhaps didn’t make as
much sense when all we had were the
facts,” he said.
It is how we communicate the value
of the workplace that makes a
difference. According to Ellison's
analysis, the objective should
therefore be to understand both the
conscious and unconscious desires
of an employee or occupier and
make sure that the service
accommodates these requirements.
Customer experience
Some FM service providers appear to
be listening to Ellison. Interserve’s
Iain Shorthouse, for example,
revealed how his organisation’s
research
into
the
“customer
experience” is helping it to design
services that factor in all the
touchpoints that affect users in any
given location. This, he argued, must
take into account the “emotions of
users as well as their function or
rational needs”.
Likewise, Servest’s Vince Treadgold
emphasised the importance of the
“customer journey”. He said: “You
can’t change the start or the
destination, but you can impact the
journey and effect trust.”
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Treadgold explained how the service
provider had developed a keen
understanding
of
Weetabix’s
production sites and the criticality of
keeping factory machines running.
“The impact on its brand would be
huge if we got it wrong,” he noted.
How do we make it go faster?
In one of the most unique case
studies of the day, Mitie Energy’s
Jamie Hall opened up about the work
his company is doing with Formula 1
team Red Bull Racing. He said that
everything Mitie does is totally
attuned to the customer’s guiding
principle: how do we make the cars
go faster? This is Interserve’s
philosophy of customer experience
with a razor-sharp commercial and
competitive edge. Hall said that Red
Bull Racing’s facilities must be
designed in a way that makes the
team as productive, as comfortable
and as fast as possible.
In KBR’s eight-year contract with the
Metropolitan Police the guiding
principle is a little wider in scope.
Mark Sutcliffe, Operations Director at
KBR, told delegates that his
organisation had four clear objectives
from the start: create a smaller, more
modern estate; aim to save £5m a
year;
provide
better
working
conditions for staff; and create a
better experience for visitors.
When it was ISS’s turn on stage, the
global support services business
was able to showcase a partnership
that not only stretches beyond the
confines of conventional FM service
but also grapples with the issue of
providing the right customer
experience. Together, Hans Niemi, the
Executive Director of the Sunborn
Corporation, and Karen Thomson,
Director of Hotels at ISS, provided the
audience with a window into the

world of the Sunborn Yacht Hotel on
the bank of the River Thames. Here,
ISS delivers a wide array of services,
from security, food and concierge, all
the way through to specialist
maintenance work such as hull
cleaning.
Though Niemi acknowledged that it is
“unusual for an FM company to be so
involved”, he stressed that ISS staff
are so intrinsic to the operation that it
is impossible to know they are not
Sunborn employees. “Customers are
buying an experience and they don’t
care who runs the space,” he
explained.
In the afternoon, Bouygues Energies
& Service’s Chad Reilly spoke about
the demanding environment in a
newly cash-rich higher-education
sector. Since the rise in tuition fees in
2012, the commercial appetite of
universities has grown and FM
service providers like Bouygues find
themselves in a position whereby they
can directly impact enrolment
numbers. Reilly explained that it is
now his company’s responsibility to
enhance
the
overall
student
experience in a very competitive
market. Similarly, ENGIE’s Mark
Downes gave delegates the lowdown
on his organisation’s work in the
heritage sector. Historic buildings, he
claimed, create challenges two-fold:
to protect and guard some of the
UK’s most cherished sites but also
find ways in which to monetise these
assets so that they can stay open.
Mixed signals
While FM service providers, on the
whole, appear to be progressive,
adaptable and on message, the
same cannot be said for FM’s
professional membership bodies. At
Workplace Futures, i-FM gave Linda
Hausmanis, Acting CEO of BIFM, and
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Rory Murphy, a board member of the
RICS FM Professional Group, the
opportunity
to
outline
their
organisations’ plans for the future and
assert their role in shaping the FM
profession.
It was the first time these
membership bodies had shared a
conference stage, yet the outcome
was
a
disappointment.
Both
organisations appear to lack ideas
and concrete plans. Faced with the
perennial problem of communicating
the purpose and value of facilities
management as a profession, neither
membership body could offer little
more than platitudinous sound bites.
Following a morning full of speakers
imploring
delegates
to
think
differently and prepare for the big,
inevitable change just around the
corner, a sea of raised eyebrows met
Hausmanis’s somewhat flippant
comment that “we'll just do what
we've been doing for the past 10
years”.
In her closing summary, Lucy
Jeynes’s words were important. She
claimed that the overarching
message from the conference was
loud and clear: “What’s your
go- faster?” She said that it was the
duty of FM to understand each
customer’s guiding principle and
deliver a service specifically attuned
to it.
FM service will soon be subject to a
revolution. But this is not simply a
technological revolution; it is a social
revolution too. If the age of post-truth
has taught us anything it is that facts
and data cannot win an argument
alone; they need the right kind of
messenger. In such a vital period of
history, this is exactly what FM
currently lacks.

If you’re in FM, you need to be on i-FM.

www.i-FM.net
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WORKPLACE FUTURES
www.workplace-futures.co.uk
Each Workplace Futures conference programme since the launch of the series in 2007 has tackled a different issue
in the FM sector; but an underlying theme throughout has been the comparatively low 'name recognition' that
continues to characterise facilities management, along with the associated tendency toward under-appreciation
of the value it both represents and contributes to UK plc.
The goal of the conference series, and each post-event White Paper, is to address these challenges by fostering
education, discussion and positive action that supports the growth and development of FM.

www.i-FM.net
Workplace Futures is organised each year by i-FM, the award-winning web-based news and information service catering
to the needs of the facilities management community.
With a reputation for top-quality news, features, comment and research, we have grown and developed with the
industry - always maintaining our distinctive focus on the FM marketplace. Updated every business day, the site
delivers a unique service - easily accessible, fully searchable and highly topical.
The pioneer when it was established more than 15 years ago, i-FM is still the only online resource an FM needs.

See you in 2018
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