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The rise of the social enterprise

Introduction

The rise of the social enterprise

The 2018 Deloitte Global Human Capital Trends report showcases a profound shift
facing business leaders worldwide: The rapid rise of what we call the social enterprise.
This shift reflects the growing importance of social capital in shaping an organization’s
purpose, guiding its relationships with stakeholders, and influencing its ultimate

success or failure.

N 2018, we are witnessing seismic changes in the

workforce, the workplace, and the technologies

used in the world of work. Based on this year’s
global survey of more than 11,000 business and HR
leaders, as well as interviews with executives from
some of today’s leading organizations, we believe
that a fundamental change is underway. Organiza-
tions are no longer assessed based only on tradition-
al metrics such as financial performance, or even
the quality of their products or services. Rather,
organizations today are increasingly judged on the
basis of their relationships with their workers, their
customers, and their communities, as well as their
impact on society at large—transforming them from
business enterprises into social enterprises.

In many ways, social capital is achieving a new-
found status next to financial and physical capital in
value. In a recent survey, for instance, 65 percent of
CEOs rated “inclusive growth” as a top-three strate-
gic concern, more than three times greater than the
proportion citing “shareholder value.” Today, suc-
cessful businesses must incorporate external trends,
perspectives, and voices by maintaining positive
relationships, not just with customers and employ-
ees, but also with local communities, regulators,
and a variety of other stakeholders. Building these

relationships challenges business leaders to listen
closely to constituents, act transparently with infor-
mation, break down silos to enhance collaboration,
and build trust, credibility, and consistency through
their actions. This is not a matter of altruism: Doing
so is critical to maintaining an organization’s repu-
tation; to attracting, retaining, and engaging critical
workers; and to cultivating loyalty among customers.

WHAT IS A SOCIAL ENTERPRISE?

A social enterprise is an organization whose
mission combines revenue growth and profit-
making with the need to respect and support
its environment and stakeholder network. This
includes listening to, investing in, and actively
managing the trends that are shaping today’s
world. It is an organization that shoulders

its responsibility to be a good citizen (both
inside and outside the organization), serving
as a role model for its peers and promoting a
high degree of collaboration at every level of
the organization.




Figure 1. The evolution of the social enterprise
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In past Global Human Capital Trends reports,
we have noted the movement of many organizations
toward a “network of teams” operating model that
aims to enable greater collaboration and internal
agility.2 Now, this movement has been joined by the
growing shift from an internal, enterprise focus to
an external, ecosystem one (figure 1). Organizations
on the leading edge of both of these changes em-
body our concept of the social enterprise: an organi-
zation that is alert enough to sense, and responsive
enough to accommodate, the gamut of stakeholder
expectations and demands.

The last decade: Building
toward today’s tipping point
Why has this shift occurred? We believe that it

is driven by social, economic, and political chang-
es that have grown since the global financial crisis.

LEVEL OF COLLABORATION
AND INTERNAL AGILITY

4 Symphonic
“Network of teams”
operating model
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Despite the economic recovery the world has seen
since 2008, many people feel frustrated that finan-
cial gains have failed to improve individuals’ lives,
address social problems, support political stability,
or mitigate technology’s unintended consequences.
People today have less trust in their political and
social institutions than they have in years; many ex-
pect business leaders to fill the gap.

This point was made this year by BlackRock
chief executive Laurence Fink. In his annual let-
ter to CEOs, Fink noted that people are increas-
ingly “turning to the private sector and asking that
companies respond to broader societal challenges”
and demanding that organizations “serve a social
purpose.” Fink stated that shareholders, includ-
ing BlackRock itself, are now evaluating companies
based on this standard. A New York Times report
suggested that the letter could be a “watershed mo-
ment on Wall Street” that raises questions about
“the very nature of capitalism.”
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Among the many factors contributing to the rise
of the social enterprise, we see three powerful mac-
ro forces driving the urgency of this change.

First, the power of the individual is grow-
ing, with millennials at the forefront. For the
first time in mature markets, young people believe
that their lives will be worse than their parents’—
and they are actively questioning the core premises
of corporate behavior and the economic and social
principles that guide it.5 Among this group, social
capital plays an outsized role in where they work
and what they buy, and 86 percent of millennials
think that business success should be measured in
terms of more than just
financial performance.®
Millennials comprise a
majority of the work-
force in many countries,
and their power will like-
ly grow over time.

This shift in power
to the individual is be-
ing propelled by today’s
hyper-connected world,
which enables people to
track information about
companies and their
products, express their
opinions to a wide audi-
ence, and sign onto so-
cial movements, globally
and in real time. Back in 2015, we called this trend
toward greater transparency “the naked organiza-
tion”;7 in 2018, individuals know and expect even
more from companies than they did three short
years ago.

Second, businesses are being expected to
fill a widening leadership vacuum in society.
Across the globe, people trust business more than
government. The 2018 Edelman Trust Barometer
reported that people worldwide place 52 percent
trust in business “to do what is right,” versus just
43 percent in government.® In the United States, in
particular, trust in government has hit a four-year
low, at just 33 percent.® There is a widespread per-
ception that political systems are growing more and
more polarized and less and less effective at meet-
ing social challenges. Citizens are looking to busi-

People today have less
trust in their political
and social institutions

than they have in years;
many expect business
leaders to fill the gap.

ness to fill the void on critical issues such as income
inequality, health care, diversity, and cybersecurity
to help make the world more equal and fair.

This expectation is placing immense pressure
on companies, but it is also creating opportunities.
Organizations that engage with people and demon-
strate that they are worthy of trust are burnishing
their reputation, winning allies, and influencing or
supplanting traditional public policy mechanisms.
CEOs such as Amazon’s Jeff Bezos and Salesforce’s
Marc Benioff have an unprecedented ability to ac-
tivate their companies for the good of society.°
Consider the organization jointly created by Ama-
zon, Berkshire Hathaway,
and JP Morgan Chase to
lower health care costs
for employees—tackling
an issue that government
cannot solve on its own,
while also promising to
deliver business ben-
efits.” On the other hand,
companies that appear
aloof, tone-deaf, or dis-
engaged face harsh head-
lines, negative attention
on social media, and
tough questions from a
range of stakeholders.

Third, technologi-
cal change is having
unforeseen impacts on society even as it
creates massive opportunities to achieve
sustainable, inclusive growth. Advances in ar-
tificial intelligence (AI) and new communications
technologies are fundamentally changing how work
gets done, who does it, and how it influences soci-
ety.* For instance, machine learning was not in the
mainstream three years ago. Today, it is simultane-
ously one of IT’s hottest areas—and a source of tre-
mendous anxiety about potential job losses. People
increasingly realize that rapid technological change,
while holding out the promise of valuable oppor-
tunities, also creates unforeseen impacts that can
undermine social cohesion. Many stakeholders are
alarmed, and they expect businesses to channel this
force for the broader good.




The good news is that technological advances
can open up new opportunities for businesses to
have a positive impact on society. Reflecting this
view, 87 percent of C-level executives say that
Industry 4.0—the industrial revolution brought
about by the combination of digital and physical
technologies—will lead to more equality and sta-
bility, and 74 percent say business will have more
influence than governments or other organizations
to shape this future.®
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Becoming a social enterprise

Foundational to behaving as a social enterprise
is to listen carefully to the external as well as the in-
ternal environment—not just business partners and
customers, but all parties in society that an organi-
zation influences and is influenced by. In today’s
world, the listening opportunity is greater than ever
if organizations truly take advantage of the people
data they have at their fingertips. The increasingly

2018'S 10 HUMAN CAPITAL TRENDS: IMPORTANCE AND RESPONDENT READINESS

Respondents generally agree that, while each of the following trends is important, most organizations are

not yet ready to meet expectations.

Figure 2. Trend importance and readiness
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hyper-connected nature of the workplace means
that interactions between and among workers and
the outside world can be a tremendous source for
analysis if managed appropriately. Leaders need to
take a proactive approach to managing this wealth
of information and leveraging it to keep an eye on
the trends both inside and outside of the workplace.

Being a social enterprise also means investing
in the broader social ecosystem, starting with an
organization’s own employees. It means treating
all workers—on- and off-balance-sheet—in a fair,
transparent, and unbiased way. Leaders should
seek to provide a work environment that promotes
longevity and well-being, not only in an individual’s
career, but also in the physical, mental, and finan-
cial spheres. By doing this, an organization invests
both in its own workforce and in the workforce eco-
system as a whole, which benefits both the organiza-
tion and society at large.

Finally, a social enterprise seeks to actively man-
age its position in the social ecosystem by engaging
with stakeholders and strategically determining
and pursuing the kind of relationship it wants to
maintain with each. This cannot be done in a siloed
way. Hence, this year we have provided a set of ac-
tions that C-suite leaders can take related to each
trend. Each area of focus requires strong collabora-
tion amongst leaders both across the organization
and outside of it. Leaders should form relationships
with the governments and regulatory bodies that
shape the “rules of the road,” work collaboratively
with them to create and sustain a fair, just, and eq-
uitable marketplace, and partner with communities
and educational institutions to help sustain a steady
flow of talent with the right skills for the organiza-
tion—and the broader economy—to thrive.




2018's 10 human capital trends

The 10 human capital trends we explore in this
year’s report come together to create an integrated
view of the social enterprise.

From the top: The symphonic
C-suite

TREND 1. THE SYMPHONIC C-SUITE:
TEAMS LEADING TEAMS

Behaving as a social enterprise and managing
the external environment’s macro trends effectively
demands an unprecedented level of cross-function-
al vision, connectivity, and collaboration from C-
suite leaders. To do this, they must behave as what
we call the “symphonic C-suite,” in which an organi-
zation’s top executives play together as a team while
also leading their own functional teams, all in har-
mony. This approach enables the C-suite to under-
stand the many impacts that external forces have
on and within the organization—not just on single
functions—and plot coordinated, agile responses.

The symphonic C-suite is the next stage in the
ongoing evolution of leadership models. This new
model is necessary to help leaders to understand,
manage, and respond to the complex social capi-
tal issues that organizations face, enabling them
to tap opportunities, manage risks, and build rela-
tionships with internal and external stakeholders.
What’s more, the symphonic leadership model is
vital for growth: Our survey finds that respondents
who indicate their C-suite executives “regularly col-
laborate on long-term interdependent work” are a
third more likely to expect their companies to grow
at 10 percent or more during the next year than re-
spondents whose CxOs operate independently.

The C-suite must lead an organization’s re-
sponse to the other nine trends highlighted in this
report. The pace and complexity of the changes
involved, and the high stakes of success or failure,
elevate these as C-level issues, which cannot be del-
egated or approached in silos. Only a symphonic C-
suite team is sufficient for the scale and speed of the
following nine trends. In our chapter on the sym-
phonic C-suite, we call out specific actions execu-
tives can take to drive greater collaboration.
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The power of the individual

As the power of the individual grows, organiza-
tions are revamping their approaches to workforce
management, rewards systems, and career models
to better listen and respond. In particular, as work-
ers and networks outside the organization grow in
importance, companies are striving to build effec-
tive ongoing relationships with every segment of
the workforce ecosystem. In this year’s report, we
have included actions for the individual worker to
consider in influencing and managing their person-
alization and career experiences. The challenge is to
figure out how to appropriately address each indi-
vidual’s preferences and priorities while engaging
with a more diverse set of workers and workforce
segments than ever before.

TREND 2. THE WORKFORCE ECOSYSTEM:
MANAGING BEYOND THE ENTERPRISE

Business leaders and chief human resources of-
ficers (CHROSs) recognize the need to actively and
strategically manage relationships with workforce
segments beyond the enterprise, which increasingly
affect how an organization delivers services and in-
teracts with customers. When asked to forecast the
makeup of their workforce in 2020, 37 percent of
survey respondents expected a rise in contractors,
33 percent foresaw an increase in freelancers, and
28 percent expected growth in gig workers. Orga-
nizations are finding ways to align their culture and
management practices with these external talent
segments—engaging the workforce ecosystem for
mutual benefit.

TREND 3. NEW REWARDS:
PERSONALIZED, AGILE, AND HOLISTIC
Leveraging their power as individuals, employ-
ees are asking for more personalized, agile, and
holistic rewards, including a focus on fair and open
pay. While companies recognize this overall shift,
only 8 percent report that their rewards program
is “very effective” at creating a personalized, flex-
ible solution. Early experiments are exploring how
to develop a holistic variety of rewards and match
them to individual preferences, across diverse tal-
ent segments and on a continuous basis.
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TREND 4. FROM CAREERS TO
EXPERIENCES: NEW PATHWAYS

In a 21st-century career, the individual and his
or her experiences take center stage. Instead of a
steady progression along a job-based pathway, lead-
ing organizations are shifting toward a model that
empowers individuals to acquire valuable experi-
ences, explore new roles, and continually reinvent
themselves. However, 59 percent of our survey re-
spondents rate their organizations as not effective
or only somewhat effective at empowering people
to manage their own careers. Improvement in this
area is essential to attract critical talent, especially
as technology shifts the skills landscape.

Filling society’s leadership vacuum

Leading companies are developing strategies that
address societal concerns such as longevity and well-
being—and doing so in ways that help improve pro-
ductivity and performance. Those in this vanguard
are finding rich opportunities to build social capital
and become a leading voice on key societal issues.

TREND 5. THE LONGEVITY DIVIDEND:
WORK IN AN ERA OF 100-YEAR LIVES
Forward-looking organizations see extended
longevity and population aging as an opportunity.
Twenty percent of this year’s survey respondents
said that they are partnering with older workers
to develop new career models. This longevity divi-
dend enables companies to both address a press-
ing societal issue and tap into a proven, committed,
and diverse set of workers. However, doing this re-
quires innovative practices and policies to support
extended careers, as well as collaboration between
business leaders and workers, to tackle shared chal-
lenges such as age bias and pension shortfalls.

TREND 6. CITIZENSHIP AND SOCIAL
IMPACT: SOCIETY HOLDS THE MIRROR

An organization’s track record of corporate citi-
zenship and social impact now has a direct bearing
on its core identity and strategy. Engagement with
other stakeholders on topics such as diversity, gen-
der pay equity, income inequality, immigration, and
climate change can lift financial performance and

brand value, while failure to engage can destroy
reputation and alienate key audiences. Many or-
ganizations are still catching up: 77 percent of our
respondents say that citizenship is important, but
only 18 percent say this issue is a top priority re-
flected in corporate strategy.

TREND 7. WELL-BEING: A STRATEGY
AND A RESPONSIBILITY

As the line between work and life blurs further,
employees are demanding that organizations ex-
pand their benefits offerings to include a wide range
of programs for physical, mental, financial, and spir-
itual health. In response, employers are investing in
well-being programs as both a societal responsibil-
ity and a talent strategy. More than 50 percent of
survey respondents view a variety of such programs
as “valuable” or “highly valuable” to employees, but
big gaps remain between what employees value and
what companies are delivering.

Leveraging technology for
sustainable growth

Organizations are looking to capitalize on the
benefits of a surge of new Al-based software, ro-
botics, workplace connectivity tools, and people
data applications, while also mitigating potential
downsides and unforeseen effects. These tools and
investments can help to redesign work architecture,
lift productivity, and enhance people efforts, but or-
ganizations must also pay attention to and respect
their impacts on the workforce as a whole.

TREND 8. Al, ROBOTICS, AND AUTOMATION:
PUT HUMANS IN THE LOOP

The influx of Al, robotics, and automation into
the workplace has dramatically accelerated in the
last year, transforming in-demand roles and skills
inside and outside organizations. Perhaps surpris-
ingly, those roles and skills focus on the “uniquely
human” rather than the purely technical: Survey
respondents predict tremendous future demand
for skills such as complex problem-solving (63
percent), cognitive abilities (55 percent), and so-
cial skills (52 percent). To be able to maximize the
potential value of these technologies today and




minimize the potential adverse impacts on the
workforce tomorrow, organizations must put hu-
mans in the loop—reconstructing work, retrain-
ing people, and rearranging the organization. The
greatest opportunity is not just to redesign jobs or
automate routine work, but to fundamentally re-
think “work architecture” to benefit organizations,
teams, and individuals.

TREND 9. THE HYPER-CONNECTED
WORKPLACE: WILL PRODUCTIVITY REIGN?

New communications tools are rapidly entering
the workplace. Seventy percent of respondents be-
lieve workers will spend more time on collaboration
platforms in the future, 67 percent see growth in
“work-based social media,” and 62 percent predict
an increase in instant messaging. But as these tools
migrate from personal life to the workplace, orga-
nizations must apply their expertise in team man-
agement, goal-setting, and employee development
to ensure that they actually improve organizational,
team, and individual performance and promote the
necessary collaboration to truly become a social en-
terprise. Like the outside world, organizations are
becoming hyper-connected; can they also become
hyper-productive?

TREND 10. PEOPLE DATA:
HOW FAR IS TOO FAR?

The rapid increase in data availability and the
advent of powerful people analytics tools have
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generated rich opportunities for HR and organiza-
tions—but they are now also generating a variety
of potential risks. While more than half of our sur-
vey respondents are actively managing the risk of
employee perceptions of personal data use, and a
similar proportion is managing the risk of legal li-
ability, only a quarter are managing the impact on
their consumer brand. Organizations face a tipping
point: Develop a set of well-defined policies, secu-
rity safeguards, transparency measures, and ongo-
ing communication around the use of people data,
or risk employee, customer, and societal backlash.

A call to action

The 2018 Global Human Capital Trends report
sounds a wake-up call for organizations. The rise of
the social enterprise requires a determined focus
on building social capital by engaging with diverse
stakeholders, accounting for external trends, creat-
ing a sense of mission and purpose throughout the
organization, and devising strategies that manage
new societal expectations. At stake is nothing less
than an organization’s reputation, relationships,

and, ultimately, success or failure.

In this new era, human capital is inextricably
tied to social capital. This reality demands a funda-
mental pivot in how organizations do business to-
day—and how they prepare for the human capital
challenges of the future.
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Appendix A: Trend importance by region,
industry, and organization size

Table 1. Trend importance by region

Global Americas Europe, Middle East & Africa Asia Pacific
Latin & Central &
South North Eastern Middle Nordic Western
America America  Africa Europe East countries  Europe Asia Oceania

The symphonic

C-suite 85.0% 91.7% 84.8% 88.8% 81.5% 83.4% 80.1% 76.9%  90.6%  88.3%

People data 84.8%  88.2% 85.0% 89.3% 81.4% 86.4% 84.7% 77.2% 90.1%  85.6%

f;°e’:p°:rri:ﬁ“;s 84.1% 87.2%  80.6% 847%  803% 81.3% 81.4%  79.8%  91.6% 87.3%

Well-being 84.0%  88.2% 78.9% 88.0% 75.1% 84.8% 83.3% 80.1%  91.6%  86.6%

The hyper-
connected 82.1% 85.5% 84.6% 85.0% 72.8% 79.9% 84.3% 78.9% 83.6% 89.0%
workplace

New rewards 77.4%  85.3% 71.1% 85.6% 74.8% 85.0% 58.8% 69.8%  87.5%  65.6%

Citizenship
and social 76.7% 81.0% 76.1% 86.8% 63.6% 76.6% 67.8% 72.0% 83.0% 82.8%
impact

Al, robotics,
and 72.4% 70.4% 64.5% 70.7% 67.0% 74.5% 83.0% 69.2% 84.1% 73.2%
automation

PN 60.1%  74.8%  59.7%  732%  58.1%  70.5%  638%  692%  76.5%  66.7%

Z'c‘js"}‘,’s"t;";me 65.4% 72.4%  53.8% @ 712%  61.0%  703%  58.0% 60.1%  76.5%  61.5%

n=11,070
Note: Figures represent the percentage of respondents rating each trend “important” or “very important.”

Source: Deloitte Global Human Capital Trends survey, 2018.
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Table 2. Trend importance by industry

Tech,
media &
telecom-

All Consumer Energy & Financial Life = Manufac- Profession- Public Real munica-
industries business resources services sciences turing alservices sector estate tions

The symphonic

C-suite 77.1%

85.6%

84.9%

85.0% 83.6% 85.6%

86.4%
People data 84.8% 85.8% 83.9% 89.2%  85.0% 81.2% 84.0%  78.6% 79.1%  89.8%

From careers
to experiences 84.1% 83.9% 83.3% 86.1% 82.8% 81.2% 84.5% 78.6%  86.1% 88.9%

Well-being 84.0% 83.4% 85.3% 84.4%  853% 82.6% 83.5%  79.7% 88.1%  86.5%

The hyper-
connected 82.1% 79.1% 79.9% 85.0% 80.4% 74.4% 86.2% 77.0% 81.1%  90.0%
workplace

New rewards 77.4% 79.7% 75.3% 792%  74.4% 77.7% 79.3% 65.8% 81.6% 80.2%

:;‘C'T:I']f‘:‘;':cat"d 76.7%  76.6%  80.5% = 78.9% 80.7% 73.1%  74.8%  77.7% 70.1%  75.9%

Al, robotics,
and 72.4% 69.2% 75.7% 80.7% 73.1% 75.7% 71.0% 55.9% 65.2% 77.0%
automation

L’i‘;;‘é:ﬁe"“y 69.1% 67.7%  73.9% = 67.8% 70.0% 71.0% 67.0% 69.7% 76.1%  65.7%

The workforce

Etosystem 65.4% 65.0% 66.7% 63.4% 585% 60.9%  73.0% 58.9% 66.2%  69.3%

n=11,070
Note: Figures represent the percentage of respondents rating each trend “important” or “very important.”
Source: Deloitte Global Human Capital Trends survey, 2018.
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Table 3. Trend importance by organization size (number of employees)

Medium (1,001 Small (1,000
All respondents Large (10,001+) to 10,000) or fewer)
The symphonic C-suite 85.0% 84.1% 85.2% 85.3%
People data 84.8% 88.3% 86.4% 82.2%
From careers to experiences 84.1% 85.3% 84.6% 83.2%
Well-being 84.0% 84.6% 83.9% 83.8%
L 82.1% 84.7% 81.1% 81.5%
New rewards 77.4% 73.5% 76.8% 79.5%
Citizenship andisocial impact 76.7% 81.7% 77.7% 73.7%
Al, robotics, and automation 72.4% 82.4% 73.0% 67.4%
The longevity dividend 69.1% 69.5% 69.2% 68.8%
The workforce ecosystem 65.4% 64.7% 62.9% 67.2%

n=11,070
Note: Figures represent the percentage of respondents rating each trend “important” or “very important.”
Source: Deloitte Global Human Capital Trends survey, 2018.

Appendix B: Survey demographics

Figure 3. Respondents by region
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Source: Deloitte Global Human Capital Trends survey, 2018. Deloitte Insights | deloitte.com/insights
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Figure 4. Respondents by industry
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Source: Deloitte Global Human Capital Trends survey, 2018. Deloitte Insights | deloitte.com/insights
Figure 5. Respondents by organization Figure 6. Respondents by job function

size (number of employees)
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.
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Source: Deloitte Global Human Capital Trends Source: Deloitte Global Human Capital Trends
survey, 2018. survey, 2018.
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Figure 7. Respondents by level Table 4. Country in which respondent works
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The symphonic C-suite

Teams leading teams

As the business environment becomes more competitive and digital disruption
continues, organizations have become more team-centric, networked, and agile.
While these approaches are taking hold in sales, operations, and other functional
areas, a big problem remains: The C-suite must change as well. Rather than behave as
independent C-level functional experts, the C-suite itself must now operate as a team.
We call this trend the “symphonic C-suite,” and our respondents viewed it as the most
pressing human capital issue facing organizations today.

N the last two years of our global research, the

most important human capital trend identified

by our survey respondents has been the need to
break down functional hierarchies and build a more
networked, team-based organization. This year, this
trend has reached the C-suite. Senior leaders now
realize that they must move beyond their functional
roles and operate as a team. In this new construct,
C-suite executives combine business unit and func-
tional ownership with cross-functional teaming to
run the organization as an agile network.

The urgency around this issue is clearly reflected
in our survey results. Fifty-one percent of the respon-
dents we surveyed this year rated “C-suite collabora-
tion” as very important—making it the most impor-
tant issue in our 2018 survey—and 85 percent said
that it was important or very important. Addition-
ally, we found that respondents at organizations with
the highest level of CxO cross-collaboration were
the most likely to anticipate growth of 10 percent or
more. Stunningly, however, 73 percent of respon-

dents told us that their C-suite leaders rarely, if ever,
work together on projects or strategic initiatives.

The message is clear: Senior leaders must get
out of their silos and work with each other more. To
navigate today’s constantly changing business envi-
ronment and address cross-disciplinary challenges,
a company’s top leaders must act as one.

We call this new, collaborative, team-based se-
nior executive model “the symphonic C-suite.” Like
a great symphony orchestra, a symphonic C-suite
brings together multiple elements: the musical
score, or the strategy; the different types of instru-
mental musicians, or the business functions; the first
chairs, or the functional leaders; and the conductor,
or the CEO. In this model, C-suite members not only
lead their own area of responsibility, but also collab-
orate with other functional leaders, work on teams
that affect the enterprise’s strategic direction, and
influence and inspire networks of teams through-
out the organization. In short, the goal is a sym-
phony of specialized experts playing in harmony—




The rise of the social enterprise

C-SUITE COLLABORATION CORRELATES WITH HIGHER GROWTH EXPECTATIONS

Respondents from organizations where C-suite executives regularly collaborate on long-term
interdependent work were the most likely to anticipate growth of 10 percent or more.

Figure 1. Influence of C-suite leadership style on company growth

SHARE OF EACH COHORT EXPECTING GROWTH OF 10% OR MORE IN THE NEXT YEAR
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