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The advent of widely distributed workforces and complex product offerings

has rendered greater difficulty in catalysing culture change within firms. 

 COVID-19 has both elevated the need for robust, sustainable cultures that can

absorb uncertainty, whilst also requiring leaders to spend more time and

energy on actively engaging distributed workforces.

Business leaders understand that a positive working culture is intrinsically

linked to business performance, organisational effectiveness, and value

generation.    But what is considered integral to the process when cultivating a

successful work culture? How can your company do the essential work of

supporting and nurturing its people?

Success starts
with culture

Culture is now widely accepted as one of the fundamental pillars of any

successful company. Yet every year, we see businesses pour resources, effort

and budget into enhancing their culture strategies, only to fail at the task.

This paper will answer those questions. 
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Most culture
projects fail
because they:

Lack direction, vision and
active support from business

leadership

Fail to successfully and
authentically engage the

broader organisation

Neglect the critical
enablers required to make

their approach work
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Q5 has developed a set of principles for designing culture change that
addresses these fundamental criteria with:

 business fronted; people & culture powered

approach; and

 multi-perspective process

Top-down sponsorship and empowerment, requiring a:

a.

b.

 design of interactive, highly engaging sessions;

 incorporation of inclusive practices; and

 leveraging your company’s influencers

Bottom-up grassroots engagement, requiring:

a.

b.

c.

i.

ii.
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Culture interventions must
enable leaders to shape

and guide organisational
change, whilst taking team

members on the journey
with them.
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Datacom has over 7,000 employees with a footprint across New Zealand, Australia,

and Asia. We set out to bridge culture gaps and create a more cohesive working

environment that could meet the emerging needs of their customers, whilst

protecting what makes them special. 

At Q5, we are consultants - we work hand in hand with our clients to shape and bring

their strategies to life. We partnered with Datacom, Australasia’s largest technology

services company to redefine their values and behaviours in support of the

company’s ambitions for the next ten years.

Datacom: a success story

i. Top-down sponsorship and empowerment

Your top-down sponsorship and empowerment means ensuring leaders in the

business are driving and supporting culture projects, not simply outsourcing them to

People & Culture (“P&C”), believing their work ends there. 

 

We ensured Datacom's leaders anchored values and behaviours to strategic goals, to

lend credibility to the process and help permanently embed culture change.
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Unsurprisingly, P&C is often seen as the custodian of organisational culture. At

Datacom, P&C leaders are undoubtedly subject matter experts but effecting true

behavioural change requires engagement from every person within the

organisation, starting with the CEO and Leadership Team. Therefore, although Q5

was initially engaged by Datacom’s Group People Director, we deliberately took a 

 business-fronted approach.

(a) Business-fronted; People & Culture powered
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ROLE OF THE CEO
To be involved on a weekly basis
and refine the intent behind each
value and behaviour.

Greg Davidson, Datacom’s CEO, was the visible sponsor of the

project in the broader business’ eyes.

The Leadership Team was also actively involved, represented

by a nominated member throughout the design process.

Ensure strategic alignment
Sponsor the process
Empower the broader team
to co-create new values and
behaviours

ROLE OF THE GLT
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Datacom is spread across several geographic

regions, with local communities informing

identities. Naturally, the company has

developed sub-cultures across its network.

We obtained a multi-perspective

view by engaging leaders from

across Datacom’s geographic

footprint and functional spread, to

ensure we didn’t crush subcultures

in favour of a singular mandate. 

“Hearing that similar themes are spread across the whole business

makes it easier to find a common way forward.”
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(b) A multi-perspective process

Whilst it can be tempting to overlook areas that are smaller or geographically

isolated, multi-perspective involvement is essential to uncovering areas of discord

and creating space to find the common ground.



Directly engage

with selected

participants 

Get people thinking

practically about

real, tangible

behavioural change

Help employees understand

what’s in it for them, how it applies

to their specific context and what

is expected of them day to day

2. Bottom-up grass roots engagement

Motivating thousands of individuals to embrace true behavioural change means
engaging your people, not just your leaders. 

In the age of remote working, bottom-up, grass roots engagement aims to:

Ensure people 

engage meaningfully

in the conversation

Most culture programs rely on surveys or focus groups to achieve these outcomes.

But those tools alone are insufficient. At Q5 we employ interactive, highly engaging

methods designed to include as many people as possible in creating and driving

cultural change.

(a) Design interactive, highly engaging sessions

With large groups, it’s easy to slip into superficial conversations, or shift into didactic,

one-way communication. We all know what it’s like when conversations become

dominated by the loudest people in the room- it defeats the purpose of bringing

people together to collaborate.

If you’re not delivering highly engaging sessions, your culture initiative will fall flat.
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