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In its latest Global Workplace Trends report, Sodexo looks at
10 factors affecting the world’s workers and employers now—
and in the future. These trends resonate across the spectrum
of employee experience and can serve as a useful tool for
employers navigating a landscape that is ever evolving. Sodexo
conducted primary research through interviews with nearly
50 subject matter experts to inform the topics in our report.
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THE AGILE ORGANIZATION
STRIKING A BALANCE BETWEEN SPEED AND STABILITY

Here we look at how organizations are
seeking that holy grail of agility.

NOW
Though agility is the new norm across multiple
sectors and industries (remember the old adage
“Change is the only constant”?), some nudging
remains necessary for companies all across
the corporate landscape to develop agility as a
frontline mode of operations.

NEXT
Of 277 companies in a recent Accenture
study, the ones with higher levels of both
stabilizing structural backbone and velocity were
436 percent likelier to be seen as outstanding
financial performers in their industries than those
that lacked both.1 Organizations will take these
proof points to heart by more than ever allowing
people to have the freedom and responsibility
to work out their challenges in order to see a
surge in innovation and creativity. The practice
of mindfulness, for one, will be standard in the
quest to embrace agility. Rather than just talk
about it, businesses will put their words into action
to access the potential of human beings—which
they will acknowledge remains largely untapped.

KEY EXPERTS
MICHAEL BAZIGOS, Ph.D., Managing Director
at Accenture Strategy, Adjunct Professor,
Department of Organization and Leadership,
Columbia University.
ISAAC GETZ, Co-Author, Freedom, Inc.;
Professor of Leadership and Innovation, ESCP
Europe Business School.

1 “Competing perspectives on the link between strategic information technology alignment and organizational agility:
Insights from a mediation model,” Tallon, P. P. & Pinsonneult. MIS Quarterly, Vol. 35, No. 2 pp. 463-486, June 2011.
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THE RISE OF CROSS-WORKPLACES
ACCELERATING INNOVATION THROUGH CHANCE INTERACTIONS

Here we look at the ways in which
business can spark innovation by
facilitating interactions between workers
across their organizations.

NOW
Cross-working is encouraging employees to
interact with a wide range of people across an
organization to spark innovation—which is the
drumbeat of relentless change that’s become
a hallmark of 21st-century work and life: new
products, new processes, new services, new
ways of organizing and new ways of thinking.

NEXT
It’s not enough for employers to create conditions
for random interactions and hope that innovation
will spontaneously occur. They must foster
the mindset and skills that make fruitful crosspollination more likely: curiosity for unfamiliar
ideas from other people, listening skills to hear
them out, lateral thinking to play with those ideas
and the belief that anybody can be an agent
of innovation.
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KEY EXPERT
FRÉDÉRIC CHEVALIER, Founder, thecamp;
Founder and Former Chairman, HighCo.

EMPLOYEES WITHOUT BORDERS
UNDERSTANDING THE IMPACT OF MIGRATION ON THE WORKPLACE

Here we look at how organizations can
meet the growing need to incorporate the
talents of immigrants into their business.

NOW
United Nations estimates put the number of
migrants across the globe at 244 million, or
3.3 percent of the world’s population.1 The business
community has a role to play in helping facilitate the
integration of this group. Organizations recognize
this, more frequently welcoming migrants into the
workforce and leveraging their talents with an
understanding of their immense value proposition.
This is more than corporate social responsibility; it
can and should be about shaping a labor market
that is skilled, employed and engaged.

NEXT

KEY EXPERTS

Corporations that make real efforts to promote
a sense of belonging and a culture of inclusion
among their workforces will be better equipped
to fill talent shortages, enhance talent mobility
and facilitate the ease of movement for loyal
and engaged workers between countries and
places of business. In the years ahead, those
companies that already have corporate cultures
with deep foundations in diversity and inclusion will
be best suited to rise up to help their communities
and, in turn, their countries by recruiting and
integrating migrants.

ROHINI ANAND, Ph.D., Global Chief Diversity
Officer, Sodexo.
JEAN-CHRISTOPHE DUMONT, Ph.D., Head,
International Migration Division of the
Directorate for Employment, Labour and
Social Affairs, OECD.

1 un.org/sustainabledevelopment/ blog/2016/01/244-million-international-migrants-living-abroad-worldwide-new-un-statistics-reveal
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THE NEW GEN OF ROBOTICS
HOW ROBOTS ARE TRANSFORMING THE WAY WE WORK

Here we look at what increased
automation means to business
and society.

NOW
As the workplace becomes increasingly
automated in the endless drive for greater
efficiency and production, an anxious workforce
worries that the machines mean human workers
will be out of work and out of luck.

NEXT
Organizations will be addressing the challenges
that automation, AI and robotics present to their
workforce, helping human employees embrace
their new co-bot colleagues. Businesses will
benefit from carefully considered adoption and
use of technology in the workplace. Instead of
wholesale personnel downsizing, employers
will train and develop their people—retraining
as appropriate—to empower workers to take on
new and different roles. There will be a greater
transparency surrounding the significance of
changes in labor patterns, with stakeholders
collaborating to ensure that we continue to thrive
in a brave new world.
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KEY EXPERTS
LAURENT COUSIN, Global SVP of Research
and Development, Sodexo.
OLIVIER DE PANAFIEU, Senior Partner,
Roland Berger.
BOB DOYLE, Director of Communications,
Association for Advancing Automation (A3).
GUDRUN LITZENBERGER, General Secretary,
International Federation of Robotics.

INTERGENERATIONAL LEARNING
A NEW MODEL FOR TALENT DEVELOPMENT

Here we look at how organizations are
adapting to a workforce that is living
longer and working longer, too.

NOW
The norms of work-related learning challenge the
wisdom that older people teach while younger
people learn—with a workforce that is working for
more years, this is no longer the standard. Now,
workers of all ages contribute to one another,
establishing longer and more dynamic careers
that defy generational stereotypes and spell the
end of the top-down mentoring model.

NEXT
By 2030, the percentage of the population aged 60
and over is expected to leap, from 12.3 percent in
2015 to 16.5 percent.1 Intergenerational agility is
a critical piece of the employee value proposition,
and competitive companies will increasingly
focus on successfully developing and managing
a multigenerational workforce. Organizations
will quickly see the benefits of intergenerational
learning, including greater efficiency, greater
productivity and a more competitive standing.

KEY EXPERTS
JODI DAVIDSON, Director of Diversity and
Inclusion Initiatives, Sodexo.
MARC EFFRON, President, Talent Strategy
Group.
SEAN HALEY, Regional Chairman and Managing
Director of Service Operations, Sodexo U.K. and
Ireland.
ELIZABETH ISELE, Founder and CEO, Global
Institute for Experienced Entrepreneurship.
HÉCTOR MARTÍNEZ, Assistant Professor, INCAE
Business School.
MARIANO SÁNCHEZ, Professor, University of
Granada.
STEVE TOOMEY, Executive Vice President and
Managing Partner for the U.S. Midwest, BTS.
PETER WHITEHOUSE, M.D., President,
Intergenerational Schools International;
Professor of Neurology, Case Western
Reserve University.

1 un.org/en/development/desa/population/theme/ageing/WPA2015.shtml
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PERSONAL BRANDING GOES TO WORK
A POWERFUL TOOL FOR EMPLOYEES AND EMPLOYERS ALIKE

Here we look at the new frontier of
personal branding.

NOW
Personal and corporate brands, once entirely
separate entities, are now overlapping, as
organizations realize the value of the influencers
in their workforce. As more companies come
to view their employees’ social presence and
personal branding websites as always-on (and nocost) marketing channels for the corporate brand,
they’re looking for new ways to ride along with
their social reach, to shape personal messaging
to the corporation’s benefit and to protect their
interests when employees use social media in
ways that can be harmful to the organization.

NEXT
Consider this: Brand messages are reshared
24 times more frequently when distributed by
employees versus by the brand.1 It should come as
no surprise, then, that we’ll see the rise of companies
with social employee advocacy programs, social
listening programs and professional development
plans that include instructions and governance
models on how employees can enhance their
personal brands while supporting company goals.
And “surveillance” is no longer a one-way street—we’ll
move to an era of co-veillance, in which employers
and employees constantly monitor one another.

1 scribd.com/doc/249863818/Infographic-Social-Employee-Advocacy
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KEY EXPERTS
SUSAN EMERICK, Author, The Most Powerful
Brand on Earth.
GAURAV GULATI, Asia’s Leading Personal
Branding and Engagement Expert.
JEANNE MEISTER, Founding Partner, Future
Workplace.
ROBERT MORAN, Global Head, Brunswick
Insight, Partner, Brunswick Group.

REDEFINING WORKPLACE EXPERIENCE
PUTTING DESIGN THINKING PRINCIPLES TO WORK

Here we look at how design thinking can
help support workers both in the office
and out.

NOW
Once a novel way to address changing demands
of workers, design thinking has become a critical
strategic imperative for organizations looking to
put the employee experience first. With today’s
employees expecting more from their employers,
designers and strategists are rethinking all
elements of the workplace including the built
environment, technology, amenities—even the
virtual work space.

NEXT
In Deloitte’s 2016 Global Human Capital Trends
survey, 79 percent of executives rated design
thinking as an important or very important issue.1
We’ll see a fuller implementation of design
thinking for people-centric work environments
that consider employees’ experiences door to
door, and where every aspect is designed with
the employee in mind. This will blur the lines
between work, play and life even more. Moving
to the forefront as well: health and well-being
as a foundation for designing workplaces that
contribute to our overall happiness and wellness.

KEY EXPERTS
RANDY FISER, CEO, American Society of Interior
Designers.
BRETT HAUTOP, Head, Design + Build, Global
Workplace Services, LinkedIn.
MARK NEWLANDS, Global Workplace
Experience Lead, Johnson & Johnson.
RACHEL PERMUTH, Ph.D., Global Vice
President of Research, Corporate Services,
Sodexo.
TOM STAT, Innovation Expert, Design Thinker,
Strategy Consultant and Entrepreneur.

1 https://dupress.deloitte.com/dup-us-en/focus/human-capital-trends/2016/employee-experience-management-design-thinking.html
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THE 2030 AGENDA FOR
SUSTAINABLE DEVELOPMENT
REFRAMING CSR THROUGH A SHARED VISION AND COMMON PURPOSE

Here we look at how business is
responding to the call for corporate
responsibility represented by the 2030
Agenda for Sustainable Development.

NOW
Once the preserve of the United Nations, leading
NGOs and scientists, sustainable development
is increasingly recognized as the legitimate
responsibility of businesses—heeding the call,
business is seeking sustainable, socially responsible
solutions that help the planet and its inhabitants,
via policies, programs and partnerships. But today,
employees want to be part of the solution, too—
they’re willing, committed and paying attention.

NEXT
With the welcome development of integrated
reporting for environmental, social and governance
performance within financial reporting, more
companies will join the ranks of giants like
Unilever, which ended quarterly reporting of
profits to focus on long-term sustainability.
Those organizations that are creative, committed
and consistently visible when it comes to
sustainable development, alongside innovation
and technology, will be more successful in the
years leading up to 2030. Theirs will be a culture
of workplace satisfaction and collaboration that
serves today for a better business tomorrow.
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KEY EXPERTS
NEIL BARRETT, Group Vice President of
Sustainable Development, Sodexo.

THOMAS CANDEAL, Sustainability Project

Manager, International Food Waste Coalition.

JESSICA ROSE COOPER, Executive Vice
President and Director of Sustainability,
Delos.
ELISABETH LAVILLE, Founder and Director,
Utopies.

JEFF MALCOLM, Director of Private Sector
Engagement, World Wildlife Fund.

AARON SHERINIAN, Chief Communications
and Marketing Officer, United Nations
Foundation.

UNLOCKING THE POTENTIAL
OF MILLENNIAL TALENT
A NEW UNDERSTANDING OF WHAT DRIVES THIS GENERATION

Here we look at the unique generation that
portends a bright future for workforces
across the globe

NOW
To break the cycle of generational stereotyping and
capitalize on the opportunities uniquely presented
by the millennial generation, companies in emerging
and developed nations alike are cultivating a new
understanding of this cohort and why they matter.
By creating a culture where millennials are engaged,
employers are benefiting from the collaboration,
creativity and authenticity that they bring to the table.

NEXT
Millennials now represent the largest share of the labor
market—32 percent—a number that will only grow over
the next decade1—in fact, it is estimated that by 2025,
they will comprise 75 percent of the global workforce.2
When millennials and Gen Z employees across 10 global
markets were quizzed in 2014, both generations chose
health care coverage as the most important employee
benefit. But in a September 2016 follow-up study, their
priority had shifted to work flexibility. Yet only 34 percent
of companies now offer it.3

KEY EXPERTS
RON ALSOP, Author, The Trophy Kids Grow Up.
MATT BRITTON, Author, YouthNation.
CHRISTINE HASSLER, Author, Speaker, Coach
and Consultant.
CRYSTAL KADAKIA, Author, The Millennial
Myth: Transforming Misunderstanding into
Workplace Breakthroughs.
ELISABETH KELAN, Ph.D., Professor of
Leadership, Cranfield School of Management.
JOAN KUHL, Founder and President, Why
Millennials Matter; Author, Misunderstood
Millennial Talent: The Other 91 Percent.
DAN SCHAWBEL, Partner and Research
Director at Future Workplace and Author,
Promote Yourself: The New Rules for Career
Success.

By necessity, this will change: Corporations and
enterprises will offer millennials the same freedom,
flexibility and mobility they crave from startups—
as well as providing leadership training earlier. Employers will also give millennials opportunities to put their
entrepreneurial spirit to work, both within and outside the company. They won’t discourage millennial employees
from taking the initiative on a new project, or even from having side jobs; this actually makes them more
entrepreneurial (good for the company) and provides a sense of freedom (good for the employee).
1 dupress.deloitte.com/dup-us-en/economy/issues-by-the-numbers/understanding-millennials-generational-differences.html
2 https://www.brookings.edu/blog/brookings-now/2014/07/17/brookings-data-now-75-percent-of-2025-workforce-will-be-millennials/
3 workplacetrends.com/gen-z-millennials-collide-at-work
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WELLNESS 3.0
THE WORKPLACE AS A WELLNESS DESTINATION

Here we look at how places of business are
transforming into wellness centers.

NOW
Among U.S. workers with access to a wellness
program, only 40 percent say these programs
actually improve their health or wellness, nearly onethird don’t use them, and 10 percent don’t even know
if one is available.1 Today’s workers are seeking out
a new and improved employee value proposition
that includes a focus on all aspects of health and
well-being. As the boundaries between work and
life continue to blur, employees increasingly look to
employers to foster a culture of health; to optimize
the built environment; and to provide wellnessenhancing amenities, programs and policies. And
so employers are taking holistic approaches to
workplace wellness, taking all aspects of employees’
health and well-being into consideration.

NEXT

KEY EXPERTS
NEBEYOU ABEBE, Senior Director of Health
and Well-Being, Sodexo North America.
DR. DAVID W. BALLARD, Assistant Executive
for Organizational Excellence, American
Psychological Association.
JOANNA FRANK, Executive Director, Center
for Active Design.

DR. GLORIAN SORENSEN, Director, Harvard
Organizations will go a step further by striving
Center for Work, Health and Well-Being.
to make workplaces healthy “destinations”
for employees—adapting both work and the
DR. PETER WALD, Chief Medical Officer, USAA.
workplace so that both are truly wellnessenhancing and improve all dimensions of quality
of life. These are the types of environments that are increasingly being sought out and even demanded
by employees who understand that work can and should contribute to their health, not detract from it.

Employers will embrace this new approach to workplace well-being by developing customized,
employee-centric, holistic wellness programs that look at worker wellness as a true advantage. They
will find ways to shift already-tight resources to solutions that enhance human health and prevent
disease.will quickly see the benefits of intergenerational learning, including greater efficiency, greater
productivity and a more competitive standing.

1 https://www.globalwellnessinstitute.org/industry-research
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Sodexo’s Focus: Quality of Life
Sodexo is the world leader in services that improve quality of life, an
essential factor in individual and organizational performance. Operating
in 80 countries, Sodexo serves 75 million consumers each day through
its unique combination of Onsite Services, Benefits and Rewards
Services, and Personal and Home Services.
At Sodexo, we believe that when companies place people’s quality of
life at the center of their thinking, they create a more committed and
engaged workforce. We have worked to make quality of life something
that is concrete and operational, reconciling individual expectations with
the goals of companies and viewing workplace trends through the lens of
quality of life. We have identified six dimensions of quality of life on which
our services have a direct impact:
The Physical Environment: Ensuring that employees are safe
and feel comfortable
Health & Well-Being: Providing opportunities to make
employees healthier
Social Interaction: Strengthening bonds among individuals
and facilitating access to culture and leisure
Recognition: Making employees feel valued
Ease & Efficiency: Simplifying the daily employee experience
and improving work-life balance
Personal Growth: Helping employees grow and develop

This report is supported by the Sodexo Institute for Quality of Life, our in-house think
tank whose objective is to gather and develop insight on the drivers of quality of life.

www.sodexo.com

