HOW CAN A PACKAGED GOODS
COMPANY INSPIRE INNOVATION
THROUGH A UNIQUELY
DESIGNED WORKSPACE?

“People who are relaxed and enjoy
themselves come up with better ideas
and work longer hours and whatever
measure [of productivity] you want

to use.” -David Kelley
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To redesign the experience of a top CPG company’s innovation headquarters from both
a cultural and physical perspective in order in increase creativity, collaboration, and

innovation.

methods

fathom began with site visits to several leading, large-scale innovation centers in the
United States and conversations with industry visionaries to establish a foundation for
the primary research. Next, the team engaged employees, from the junior to senior

levels in all departments, through in-depth one-on-one interviews and creative Discovery
Sessions. The team spent several weeks observing behaviors and interactions, and also
mapping the quality and nature of those interactions to better understand the use of and
feeling within the various types of spaces. These observations led to interesting maps that
highlighted collaboration hot spots and areas that were highly underutilized within the

current environment

findings

fathom'’s findings revealed intelligence about the headquarters’ current experience,
inspiration toward an improved experience, and actionable insights for the design team

to realize the improved experience in tangible, spatial ways. Small details, from interacting
with product each day to showcasing their leader status, will help to define the attitude of

the new innovative space.

selected insights
= Creativity needs room to breathe: The freedom to choose where and how
to work benefits morale, boosts collaboration, and generally creates an
environment more conducive to effective problem-solving. The key to avoiding
anti-creative claustrophobia is to provide choice and control to employees,
empowering them to take chances, to indulge unfamiliar thought patterns, and

to stay motivated.

= If you don't risk anything, you risk everything: The client has an excellent
reputation for reliability and quality, both in terms of product offerings and the
way that it works with partners and clients. And yet, clients and consumers want
more. Satisfying these needs may not always end with the next million-dollar
product, but it will instill enthusiasm and excitement for the brand, both outside

and inside the company walls.

Visit www.gofathom.com or give us a call at 866.632.8458



INNOVATION CENTER

Bring Food to the Table

CASE STUDY

more pantry than chemistry set

comfort level

Cooking together, to me, is very
relationship-focused
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