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The Digital Workplace Journey

Burt: Welcome to the Capital H podcast, 
where we explore the latest trends and 
developments to make work better for 
humans and humans better at work. I’m 
your host, Burt Rea, leader of Deloitte 
Consulting’s US Culture Transformation 
offering and host of Deloitte’s Human 
Capital HR Executives debrief series. The 
pandemic provided a glimpse into the 
incredible opportunities of the future of 
work. Prior to the disruptive overnight shift  
 

to remote work, many organizations were 
already beginning to reinvent their  
workplaces and re-architect how and where 
work gets done to meet the needs of a 
hybrid workforce.

As the pandemic subsides, there is now 
a much more urgent call to action to 
reimagine the digital workplace to truly 
unlock business value in the new era of the 
hybrid workforce. At Deloitte, we’ve seen a 
massive upswing in clients seeking guidance 

on how to evolve their digital workplace to 
architect, enable, and operationalize work 
from anywhere. In a few moments,  
 
we’ll hear from Deloitte’s John Brownridge 
and Courtney Sherman, and Dell’s 
Bruce Sanchez in part one of our Digital 
Workplace series. During this conversation, 
they’ll discuss how Deloitte thinks about the 
digital workplace using a human-centered 
design approach.
 

Host:     Burt Rea, managing director, Research & Sensing, US Culture Transformation leader,  
Deloitte Consulting LLP

Guests: John Brownridge, principal, Digital Workplace offering leader, Deloitte Consulting LLP

  Courtney Sherman, managing director, Applied Design Practice leader, Deloitte 
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Additionally, Bruce will give listeners an 
external perspective on Dell’s digital 
workplace learning journey and how 
their business experienced the shift from 
customer experience design to workforce 
experience design.

John: Hello, and welcome. My name is John 
Brownridge, and I’ll be facilitating our Digital 
Workplace Capital H podcast series. I’m a 
principal at Deloitte and I lead our Digital 
Workplace offering. I’ve been helping clients 
transform their businesses for more than 
20 years, at the intersect of people and 
technology. I’m the chief strategy officer of 
Deloitte’s HR Transformation practice. And  
 
in that capacity, I strive to understand and 
predict what shifts are happening now and 
what shifts are coming next for our clients, 
so that Deloitte can best advise our clients 
on the present and help them prepare for 
what’s coming in the future.

Today, I’m joined by two guests, Bruce 
Sanchez, who is the global leader of Sales, 
Learning and Development Technology  
at Dell. Bruce, welcome and please 
introduce yourself.

Bruce: Thanks, John, super to be here 
today. I have a very interesting job which 
I absolutely love. I’m responsible for 
designing and delivering the entire user 
experience for our sales learners here at 
Dell Technologies. That’s tens of thousands 
of direct sellers and literally hundreds of 
thousands of partners, and it’s interesting 
that my title has the name technology in 
it because, although I am responsible for 
our technology staff and the reference 
architecture that drives that, the end  
result is the experience end to the  
business outcomes that we deliver to our 
sellers. Great to be on the show with you 
here today.

John: Great, thanks, Bruce. We also  
have Courtney Sherman with us  
today, my partner in all things digital 
experience. Courtney, welcome and  
please introduce yourself.

Courtney: Thanks so much, John. Great  
to be here. I’m a New York–based managing 
director and lead our Applied Design 
practice. This practice is where we do 
innovation and human-centered design. 
By human-centered design, this means we 
are employing unique research approaches 
like ethnographies to gain a deeper and 
broader understanding of the root causes, 
so that we can then co-create with our 
end users, designing solutions that are not 
only desirable for the end consumer and 
worker, but also viable and feasible for the 
business. This drives both adoption as well 
as business value, driving those business 
outcomes. So, pleasure to be here with 
both you and Bruce. Thanks, John.

John: Thank you both for spending time 
with me today. We’re very excited to have 
each of you joining us.  Today on the 
podcast, we’ll be discussing how Deloitte 
thinks about digital workplace using a 
human-centered design approach and 
getting an external perspective on one 
company’s digital workplace journey.  
Before we jump in, I’d like to share my 
perspective on how we’re thinking 
about the digital workplace at Deloitte. 
We’ve seen a huge shift in organizations 
becoming laser-focused on digital 
experience of their workforce, through 
the lens, often, of their digital workplace. 
And there’s good reason for this because 
there’s been a remarkable set of stats out 
there that highlight just how unproductive 
we can be in some organizations.

Many organizations are using seven 
or more different tools for messaging, 
communications, and file-sharing. Most 
workers toggle between apps 10 times 
an hour, resulting in 32 days per year per 
employee of lost workplace productivity, 
which is 12% of people’s time. Another stat 
is that 25% of a knowledge worker’s time is 
spent looking for information just to do the 
job that they have been hired to do. And 
all this while, 40% of the global workforce 
is really considering leaving their employer, 
and most organizations are moving 
towards a hybrid workplace workforce 
post-pandemic, and that puts more and 

more pressure on the digital experience to 
enhance the overall workforce experience 
because when you’re remote, your digital 
experience is your workforce experience.

So, there’s clearly a massive opportunity 
to increase productivity plus, while 
significantly enhancing their workforce 
experience through reimagining the 
digital workplace in the right way. And 
by productivity plus, I’m referring to a 
range of business outcomes that modern 
digital workplaces enable. These include 
productivity, but it also includes innovation, 
inclusion, connection, collaboration,  
driving purpose and belonging and 
engagement, enhancing wellness, and 
beyond. At Deloitte, we work with our 
clients to reimagine and deliver a robust 
digital workplace that enables business 
outcomes and amplifies workforce 
experiences by putting the worker at  
the center of the design.

Therefore, we believe a robust digital 
workplace should augment my ability to 
do work, it should increase my ability to 
intentionally collaborate across physical 
and digital places, by insights and linkages 
to my organization’s mission, and connect 
me with the people I work with, support 
my growth and development, and enhance 
my wellbeing and sense of belonging. So 
with that, let’s get started. Courtney, you 
mentioned in your introduction, you lead 
Deloitte’s Applied Design offering. Can you 
share with the listeners a little bit about 
the pivot from customer experience to 
workforce experience? What’s prompted 
that shift and how Deloitte is addressing it?

Courtney: Absolutely. It’s been a 
fascinating several years. Customer 
experience has been around and quite 
common for the last 10 to 15 years. Think 
of how the tech giants have brought to us 
how important it is the way organizations 
engage with us as consumers. However, 
over the last several years, we’ve seen this 
shift of, “Hmm, shouldn’t we be doing this 
for our workforce as well?” At Deloitte, 
we talk a lot about elevating human 
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experience, the equation of customer 
experience plus your workforce  
experience, plus partner experience, is 
what’s driving true value. The statistics 
behind an engaged workforce driving 
value through the customer experience 
is undisputed. There’s also a recognition 
of when we’re designing experiences, 
you really have to think about both sides. 
So for quite some time, organizations 
were looking only externally at what the 
customer experience needs to be. Well, 
who’s going to make that happen? It’s the 
workforce. So we need to simultaneously 
be designing for the workforce as we’re 
thinking about them delivering those 
visionary customer experiences.

And then lastly, certainly in the world we’re 
living in now, with statistics like up to 40% 
of our workforce today across industries is 
looking for other work, our workers have 
become our customers also. In response 
to this, we at Deloitte have set up a new 
offer called Workforce Experience by 
Design. And it’s combining the expertise 
that we have in our human capital practice 
with our deep knowledge of how to create 
winning experiences. Our approach, as 
John just mentioned, is very holistic and 
is thinking cohesively from personal, to 
digital, to physical, to organizational, on an 
experiential lens.

We’re also helping to design unique 
and compelling experiences around key 
moments like onboarding, or broader, 
like how do we communicate with our 
employees over time, rather than sending 
them spam, as we can all appreciate. We’re 
seeing things like employee segmentation, 
again, borrowing from the customer 
segmentation language. And obviously, 
very relevant to this, human-centered 
technology. Anything from the digital hubs 
to help our workers collaborate, engage, 
knowledge share, all the way through 
to digital tools and new services for 
employees to create engagement with  
their customers.

John: Bruce, this one’s for you. As a global 
leader of sales, learning and development 
technology at Dell, can you share with 
listeners a little bit about Dell’s digital 
workplace learning journey? How, if at all, 
did Dell mirror the shifts from customer  
to workforce experience design that 
Courtney described?

Bruce: We have been on a journey for 
the last several years. And it started a few 
years back where we started to sense 
that some of the experiences in the digital 
workplace that we were delivering to our 
sales learners wasn’t optimal. We do a 
survey every year called the voice of field 
where we literally go to every single seller in 
the company and say, “Tell us about what’s 
standing in your way. What’s going well,” et 
cetera. And we started to see these signals 
that maybe the way that we were delivering 
learning, particularly in a digital workplace, 
was getting a little askew. So we decided 
to really focus in this area and see what we 
could do to deliver amazing experiences for 
our salespeople. 

And so, we said, let’s see if we can take the 
best of the best from the consumer world 
and bring it into our corporate world and 
deliver those type of consumer experiences 
that on some levels, I would argue, we’ve all 
come to expect.

So, we took a look at our demographics as 
well. And we saw a very large part of our 
workforce, not only now, but in the very 
next few years, heading towards becoming 
what we were calling digital natives, where 
they’ve fundamentally grown up in a 
series of technology experiences and their 
expectations are high. 

John: That’s great. Can you tell us a little bit 
about what happened next?

Bruce: So, at Dell, we are a very operational 
company and we always start with, what 
are the business outcomes that we want  
to drive? 

And in the case of sales, we think about 
a couple of measures. How can we make 
our salespeople more productive and give 
them more time to sell and be in front of 
customers? And that’s an efficiency metric. 
We also think clearly about improving sales 
metrics that are related to attainment or 
velocity.  We think about eNPS, which is 
Employee Net Promoter Score, that’s a 
customer satisfaction.

And then finally, can we do all of that 
whilst living within our budgets and our 
constraints that we have from an operating 
and resource perspective. And so that 
formed the start of what we wanted to 
do. And then from there, next thing we 
think about is, okay, what are the user 
experiences we want to drive? And the  
only person who can tell you that are  
your users.

So, we employed a user-centered design 
approach where you go out and interview 
users, form some hypothesis and some 
themes. Turn those into some framing, 
which is all about how would we solve those 
things. Then finally, an iterative approach 
where we deliver MVPs, put together wire 
frames, stories, et cetera, and help our 
users actually visualize and experience 
what might be coming next.

And then that formed the basis of some 
personas, stories, and capabilities that 
we needed to do. From that, you think 
about, okay, that’s great. What are the 
technologies that can help deliver  
those experiences?

So, we went through a fairly lengthy 
evaluation, chose a set of technologies  
that would deliver those capabilities, 
and then finally have actually done 
some production pilots where we tested 
them and made sure they delivered the 
appropriate experience, and are now rolling 
those out globally.
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John: Bruce, I love this story. What I loved 
about it was, it’s directly in line with how  
we approach projects. So, I really 
appreciate you bringing this to the listeners 
here.A lot of the mistakes that we see in 
the industry is that people jump to the 
technology first. What’s the advantage of 
the approach that you took to focus on 
the outcomes and the experiences, the 
capabilities, before talking about  
the technology?

Bruce: When I first was having the 
discussion with our leadership, the knee 
jerk reaction to seeing some of the lower 
numbers that we were seeing was, “Oh, 
well, let’s go take a look at our technology.” 
And technology is just an enabler of 
experience. Everyone has some bad 
experiences with technology. It’s almost  
a neutral commodity. What really counts  
is what you enable and deliver.

And so, when we think about what really 
makes a difference, particularly in the 
digital workplace from a human experience 
perspective, what do humans need? They 
need things that are relevant to them. 
They need things that are contextual to 
them, that are meaningful. And that drives 
adoption, that drives usage, and that drives 
outcomes. So I would argue that without a 
focus on experience, you’re not gonna be 
able to deliver your outcomes. And again, 
the technology is literally the—almost the 
last step in that process.

John: Totally, agree. Courtney, when 
listening to the details of the Dell story 
here and based on your experience, you 
have a lot of experience in doing these 
kinds of projects, what advice would you 
give an organization that’s looking to 
bring in human-centered design into their 
organization and, specifically, apply it to the 
digital workplace?

Courtney: I love hearing the story also. 
It brings to life, Bruce, how we help our 
clients every day.

And a couple of things that I always 
recommend to clients, which is echoing 
both John and Bruce. One, having those 
clear business objectives from the start. 
Two, designing around your users and  
both sides of that experience, as we 
spoke about earlier today. Leading with 
empathy, you need to truly walk in your 
end user’s shoes to understand what are 
their challenges, what are the gaps in their 
current experience. Look for opportunities 
that just aren’t being solved today. Four, 
I really strongly push on this one, which I 
know, Bruce, you did at your organization, 
which is approaching with multidisciplinary 
teams. No one has all the answers, and 
all different teams are going to be value 
adding to the solution that you’re driving. 
Fifth, challenge orthodoxies. Throw away 
any preconceived notions and biases. Open 
your aperture, push to new ideas, which 
leads me to the last and final one, which is 
pilot and testing. Be open to failure. Start 
small, test fast, fail fast, and that it’s okay, as 
long as you are learning and iterating and 
continuously designing for an improved 
and enhanced experience.

John: Wonderful. Thanks for sharing that. 
Bruce, do you have anything that you’d 
add to Courtney’s advice and perspectives, 
drawing upon your experiences at Dell, and 
maybe any enablers or roadblocks to look 
out for?

Bruce: Yeah, that’s a great question. I 
was thinking a lot about this, and on the 
enabler side, most companies that I’ve 
worked for thrive on data, and so coming to 
the table with your data and your insights 
is absolutely critical to get your project 
moving and to sustain it and to fund it.

What’s interesting when you move into 
this consumer to corporate world is 
you almost have to start to think like a 
consumer marketer. And how do you think 
of consumer-like data? We, for instance, 
looked at what are our search times? And 
what are our search results? And how 

successful are they? And then we started 
to think about our learning content as 
shopping carts. When somebody opens 
a piece of content, consumes it, it’s like 
they bought something. They put it in 
their shopping cart, they checked out, and 
they used it. And so, when I think of some 
interesting perspectives, first of all, I love 
Deloitte’s website for some of its thought 
leadership, but we started going to places 
like Think with Google where we look at 
how is Google marketing to consumers and 
what can we learn about a consumer lens 
and bringing that back into the company.

So the flip side of data and insights is 
almost vision and story. We are all  
humans, we react to stories, we want to 
hear stories, and we want to make those  
stories personal and relevant.

And so, we had a very strong North Star 
vision. We believed in it. We were able to 
show it to people and share it and bring 
it to life through stories, and that really 
helped with getting people to buy in and 
understand where we were going.
I told our team for years, the only thing 
that will cause us to fail is lack of courage. 
Courage and passion, a belief in what you 
do, a belief in your mission, will weather 
almost any storm. Things don’t always go 
smoothly, people have doubts, you get a 
setback, things take an unexpected turn. 
But if you have courage and passion, you 
will persevere.

On the roadblock, it’s interesting, Courtney 
already mentioned one, which is this notion 
of orthodoxies. I say ignore them at your 
peril. All companies have orthodoxies. They 
are deep cultural beliefs, and we had to 
overcome some of those at our company to 
really fundamentally innovate and change.

And then finally, I think this notion of 
valuing the employee experience, especially 
in the digital workplace, especially in the 
era of remote working, we have to say to 
ourselves, the traditional ways that we’ve 
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measured employee productivity and 
gained some things are still valuable, but 
now, ever more importantly, we have to 
think about there is a value to the employee 
experience, and improving the employee 
experience positively influences things like 
attrition, which the flip side of that is, of 
course, retention, which is what we all want 
to see. It improves employee morale and 
contributes to a whole soft side of human 
beings that I find equally as valuable as the 
more quantifiable sides of human beings.

Courtney: I actually want to comment on 
what you said in terms of getting people 
on board and the challenge when design 
thinking or human-centered design is new 
to organizations. I loved your point about 
both stories and data, and people react 
to different things, audiences get pulled 

by different things. And by speaking to 
your leaders in different languages will 
get them over the line whilst they’re 
going through the journey for the first 
time and seeing the value and the 
benefit. So you’re taking even a human-
centered view or customer-centered 
view to how you’re getting your leaders 
on board. And I really love that.

John: Thank you both. Truly wonderful 
insights. These perspectives will be very 
useful to our listeners as they consider 
how they’re going to chart their own 
design successes. Thank you again.

Bruce: Great, thank you.

Courtney: Thank you.
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