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a lthough we have become good friends with Stuart, this is not
the reason behind the torrent of abuse that flies our way. He

does it to everyone.And, to our knowledge, he has never offended a
patron in this way. It’s him – it’s part of the experience, part of the
ambience.

This morning, we’ve travelled, ooh, at least 15 yards from our
adopted Clerkenwell base to visit BDGworkfutures, and more
specifically the leading consultancy’s Joint Managing Director Phil
Hutchinson. Of course we don’t get the same acidic outburst as we
would across the road, instead we get a choice of coffees,
environmentally-conscious still or sparkling water and of course an
extremely friendly and professional welcome.As we take a seat in
one of the smart basement meeting rooms at BDGworkfutures’ St
John Street home, we can’t help but make mention of the hospitality
we are being afforded. ‘I just like to think we do it properly. Full
stop,’ Phil smiles. ‘We work with everybody here – we work with
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philosophy
As a number of you will be aware, we
occasionally enjoy a brief sojourn to a
place in Clerkenwell called The Gate.
We enjoy walking into a place, miles
from our geographical local, and being
met with a sarcastic or downright rude
welcoming gambit from Stuart, the bar
manager.
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clients, we work with suppliers, we work with fellow consultants.
Coffee is such a simple thing.What do you expect down the High
Street? You go to Starbucks or Nero. It’s almost the norm now, yet
often you walk into someone’s office and you have to go to a
vending machine and press a button! That initial experience is crucial
and we really work to get that right.’

With lattes and sparkling waters delivered, we talk more about ‘the
experience’. ‘I think there are two sides to what we do.There is the

detail of the delivery – and that’s a product – and we also deliver the
solution – which is the experience.That’s not the experience in
terms of how we deliver, but what we provide people with by way of
a solution. Coming to work is an experience and it’s either a
pleasurable one, it’s a meaningful one or it’s one people don’t enjoy.
One of the dilemmas we face is that work means an awful lot of
different things to different people.

‘Fortunately, there are a lot of people who do enjoy their work
nowadays.’

We are keen to talk with Phil about two key areas; branding and
sustainability. Over the past couple of years we have received several
fascinating studies undertaken by BDGworkfutures with regards to
the latter – in its many guises – but first we’re interested to know
whether Phil believes the brand is now king. ‘I don’t think so,’ he
muses. ‘What we see are clients who are more searching. Our clients
are more intelligent than that, they are more demanding and I think
they’re more aware and conscious of the impact of the decisions they
make – and a lot of that falls upon environmental issues, because
that’s an issue that people are very aware of.’

Seamlessly done, Phil.We couldn’t have written that if we’d tried
for days! We suggest that there is a parallel between the way in which
people view ergonomics and they way in which they look at
sustainability. Phil, being the intelligent guy he is, immediately picks
up on our train of thought. ‘That’s a good parallel. Ergonomics is a
science, but actually it’s a practicality, it’s an art, there’s far more to it
than reading a manual, adjusting some knobs on your chair and
making sure your posture’s right.That is similar to sustainability.
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����������These issues are extremely important to us.We always say that the
green issues are important, but the wider picture of CSR is more
important. Understanding of corporate social responsibility in its
wider frame is more important – it’s about recognising impact, it’s
about giving something back, it’s about education and learning.
Sustainability and making sure you’re specifying the right products
and you’re helping clients with their initiatives to recycle, to procure
responsibly – they’re all good, but actually the wider remit of
understanding what you’re really doing about things, what you’re
giving back and how you’re educating your staff is just as important.

‘It’s a very interesting area.As a practice we produce solutions for
our clients. On the sustainability front, yet again it’s about finding
solutions, so it’s more than having a list saying ‘Have we got a
recycling programme? Have we done what we can do in terms of
assisting with the procurement process? Have we helped with your
work processes to reduce the use of waste materials?’ It’s not about
ticking boxes – it’s about helping the client to understand how they
can help themselves.

‘We did some research with the British Market Research Bureau
where the big question we asked was ‘How is it that the individual
home is so good at understanding sustainable issues and recycling, yet
when people go to work they won’t – or they can’t?’ Either the
mechanics or the infrastructure aren’t there, or they feel it’s someone
else’s responsibility.’

Incredibly, the answer that came back was that a massive 70% of
people felt that this wasn’t their responsibility, and instead felt it
should be a corporate responsibility. Food for thought! ‘We have ISO
14001,’ Phil continues, ‘which is important to our clients because it
demonstrates that we have a certain level of understanding and a
certain approach.With the CSR approach, we give our clients better
value by carrying out research like this, identifying the issues and
helping them understand that these are issues and then helping them
to solve them.

‘A number of clients we have worked with are very
knowledgeable.A lot aren’t however – or see the solution as a simple
tick in the box.They think they can write a cheque to get that tick.
That’s a little bit sad, and these are the clients we want to help if we
can.We do have to bear in mind however that sustainability is just a
little bit of what we do – we obviously do much more.We don’t
work on projects just to do sustainability.’

Before we head back out onto the wet Clerkenwell streets, we ask
about Phil Hutchinson the man and the career. ‘I don’t have a
personal side, I love my work so much!’ he jokes. ‘I think I just
arrived one day! I’m not the sort of person who looks backwards. I
don’t do CVs. I like to talk about the experiences I have had
working with clients, I like to talk about projects and areas where we
have broken new ground.

‘My background since college has all been focused in commercial
work or workplace design. I’d love to say that this was through
passion. 3D design is so wide that, when you go through college, you
understand areas that particularly interest you and I think I found an
area that I felt I could be of best value and I felt comfortable in.
Retail design is a little more transitionary.There were certain values
in design that I felt were important – and I still do. One is
understanding strategy clearly – and of course this is relevant to
every piece of design, recognising the value of some very simple core
principles and developing those on which you build sustainable
design – and what I mean by sustainable is not just the ‘green’ thing,
but he wider meaning of the word sustainable – and then
understanding how you add the various layers on top of that – core
services, flexibility, brand.
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����������‘I’m quite a pragmatic person. I think this is key to producing
successful solutions over and above anything else. In our field we
design for  business and what we do affects the bottom line.

‘I spent some time with Steelcase in the very early days, a little bit
of time with a niche design agency, a little bit of time in Design and
Build, and quite a lot of time with BDG! I’ve gained more
experience at BDG than anywhere else, because the benefit I’ve had
is that the practice has changed so much over the past 10 years. I’ve
had the advantage of being able to understand the value of
everything under one roof – which was where BDG was almost
heading when I first arrived – but I now understand the very real
value of a simple, focused consultancy.That’s what Gill Parker and I
have developed over the past four or five years and probably one of
the biggest challenges we’ve had has been helping the practice to go
through that kind of change – moving from a multi-disciplinary
approach to a very focused one. In a way it would almost have been
easier to close the practice and start again, re-brand. But we realised
that BDG is a name that goes back a long way, and the pedigree of
the name and the value is important. It’s important to our clients, it’s
important to the consultants we work, it’s important to our suppliers
and it’s importance to us. ’

And it’s important that we don’t take up more of Phil’s valuable
time.We head out onto St John Street and think about popping
across the road, just to say hello to Stuart. Maybe not – there’s only
so much ‘experience’ you can take of a morning
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