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Chapter 3
“Digital Lifestyle” – Future Employees 
and Customers

In the previous chapter it was shown that information technology will drive digitisa-
tion with exponential performance growth. Digitisation will penetrate the society 
and businesses extensively and will deeply change processes and organisations. 
These changes will encounter a very heterogeneous population of buyers and 
employees, with different training and experience in digitisation. More and more 
customers and all of today’s career starters in the companies are part of the so-called 
Digital Natives generation. These are people who have grown up with IT-based 
services such as computer games, the Internet and Facebook as well as smartphones. 
The handling of these digital offers is natural to them and has shaped their 
behaviour.

In addition, so-called Digital Immigrants work in the companies. Many of them 
have learned how to deal with these new topics only in the adult age after their train-
ing or study. This group is also characterised by a certain behaviour as well as value 
systems and habits. Today’s world of work and its forms of organisation, collabora-
tion models, workplace design and established communication methods are often 
still oriented towards the “Immigrants”. In a few years, however, the “Natives” will 
be the majority of the employees in the companies and as future customers. It is now 
up to the companies to recognise this situation in their workforce and to implement 
measures that will lead to the success of digitisation efforts involving all 
employees.

Before going into details on the subject of this chapter, the author would like to 
describe a personal experience which authentically illustrates the environment of 
digital natives. The 25-year-old son has completed a master’s degree abroad. His 
entire studies, especially the labs and seminars, were based on the university’s col-
laboration tools. These are software tools available on a secure platform which sim-
plify collaboration between groups over the Internet, e.g. through audio and video 
conferencing systems, instant messenger services, project management tools, etc. 
Collaboration with his fellow students from different countries worked smoothly 
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and flexibly in different tasks with different teams. After completing his studies, his 
first step in searching for a job was the research in international online platforms. 
The comments on social networks were decisive in evaluating the offers.

In contrast to many of his fellow students, who were looking for the risk of 
young startups, his career start was in a consultancy company in order to gain insight 
into numerous companies with different tasks. As a place of residence, Frankfurt 
was chosen based on the main argument of good transport links. The room in a 
shared flat with two other career beginners of about the same age, who he did not 
know previously, was found quickly via social media platforms. Although every 
member of this community is on an above-average salary, none of them owns their 
own car and does not plan to buy one. For short distances they use the offers of 
mobility platforms, and public transport offers for longer distances, preferably low-
cost long-distance buses – also because of the stable Internet connection on board. 
Necessary overnight stays are booked flexibly via sharing platforms, for example 
via Airbnb.

In addition, a small anecdote: While having a coffee together at the first visit a 
few months after moving in, unknown ringtones disturbed the conversation. After 
some search the source was found. At the internet connection in the box room actu-
ally was a traditional telephone, which was probably ringing due to an error call. 
None of the residents had used it so far or would know the landline number.

This personal experience outlines the challenges for companies to properly 
address Digital Natives as potential employees as well as potential customers. 
Therefore, the following chapter presents the background and the life setting of the 
natives in more detail and provides recommendations on how companies should set 
up and organise themselves today in order to attract, long-term motivate and develop 
natives as new employees. Also ideas and suggestions are presented on how to win 
them as customers. At the same time, the immigrants of course must be kept moti-
vated and in the company.

3.1  �Always On

In 2015, 3.2 billion people worldwide had access to the Internet, of which 2 billion 
live in developing countries. The global number of users had also grown exponen-
tially from 400 million in the year 2000 in this case [ICT15] (see Sect. 2.2). Much 
of it are teenagers, so digital natives. As a comprehensive study on usage patterns in 
Germany illustrates, young people between 9 and 24 years of age state that they 
were surfing the Internet daily (85%), but at least several times a week (28%). As 
shown in Fig. 3.1, the “online rate” increases with the age of the adolescents, and 
the Internet use of the 18 to 24-year-olds is even at 94%. The same study shows that 
this age group most commonly uses Facebook, Google and WhatsApp [Bor14]. As 
expected, these offers address the three main areas of use: social networks, search 
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and communication. In addition, commerce platforms are established, and video 
and sharing services are growing steadily. From the author’s point of view, this is a 
very representative statement, which also applies to other countries in a similar way. 
In Brazil, USA or China, Internet use is even higher, in China with the correspond-
ing providers Baidu and WeChat.

An interesting differentiating background to the user behaviour of young people, 
which is also relevant to companies, is shown in Fig. 3.2, based on the age group of 
14 to 24-year-olds [Bor14].

The vertical axis divides the level of education of the group under investigation 
to low, medium and high grades, and the horizontal axis its basic orientation into the 
three classes of traditional, modern and postmodern. In this field, seven characteris-
tic patterns of behaviour could be distinguished. The pragmatic and sovereign user 
groups which are operating on the Internet in a targeted and risk-aware manner, are 
assigned to the middle and higher education level, accounting for 54% of all users. 
The group is also ready for transformation, combined with a curious basic attitude 
and the willingness to change and to set off. This is followed by the group of the 
carefrees (18% of the population), rather from the lower education level and with 
less risk awareness while surfing the Internet. The groups of the confused, cautious 
and skeptical make up a total of 20% of the interviewees, which come from all edu-
cation levels and are rather the traditional basic attitude. Here is also the group of 
the conscientious, yet rather from higher education levels.

This deeper analysis of the “always on”-mentality with the presented groupings 
on behavioural patterns is a viable approach that companies can project on to their 

Fig. 3.1  Use of the Internet by 9 to 25-year-olds (Boasted et al.)
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employees to derive, for example, communication and training programmes for 
digitisation projects. With these programs, it is important to integrate the digital 
natives with their creativity and with their knowledge of up-to-date communication 
and creation of up-to-date software solutions, thus making them the driving force 
behind the transformations.

3.2  �Mobile Economy

Not only in the case of digital natives, are mobile devices increasingly becoming the 
standard tool for IT use. Forecasts predict that the global number of smartphones 
will grow to 3.2 billion devices in 2017 (number as of 2012: 1.6 billion phones), 
which means that twice as many smartphones as PC’s are used. While the number 
of PC’s will rather stagnate at the current volume or rather decrease in the long term, 
the number of smartphones will continue to grow significantly, thus further increas-
ing the gap [Eva16].

It is important to understand that this smartphone hype not only replaces the PC 
as an access device to the Internet and IT solutions, but that these devices will estab-
lish a completely new usage culture. “Always on” is with the smartphones no con-
scious usage decision any longer, but rather the standard. A completely new 
economic system opens up through this with immense opportunities. The departure 
into this new business generation is also illustrated by Fig. 3.3 [Eva16].

The shown computer generations with their installed device volume, validated 
also in further individual studies and especially in the field of mobile devices with 
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dynamic growth, also each represent a typical type of business. The time of main-
frames, workstations and PC’s represents traditional corporate structures. Companies 
were and still today are structured hierarchically, initially locally oriented and later 
also on a global scale. Mainframes and workstations are the driving force behind 
comprehensive application software, such as ERP and engineering solutions, which 
are accessed by employees from their fixed workstations during office hours.

With the arrival of smartphones the digitisation arrived in all areas of the enter-
prise as well as in daily personal life. They have the potential that literally every 
person in the world owns a smartphone. These mobile devices enable the so-called 
back-end systems to be accessed at any time and from different mobile workplaces. 
This leads to an intertwining of the private life and the work life. There is a growing 
number of special smartphone solutions (Apps) in the work environment which oper-
ate complementarily as a front-end to the corporate solutions, as well as in the private 
world, such as the popular weather, travel or stock market apps. These applications 
are easily and flexibly downloaded from shop platforms at low cost, or often even 
free of charge, financed through advertising. If these apps then stand the first quick 
test after the initial download, they usually remain on the device for further use.

At the same time, more and more digital natives are working in the companies, 
and new company cultures are evolving, frequently changing organisational forms, 
collaboration models and business models as well. This transformation towards a 
digitisation culture is discussed in Chap. 7 in detail since it is a key success factor 
for digitisation projects.

With the so-called “always on, mobile first”-culture, the usage behaviour changes 
drastically. The Internet, with its countless offerings, becomes an integral part of 
life. There is no longer a distinction between on/off-times. This is obvious when you 
look around in streets, cafes or even restaurants. Everywhere there are young peo-
ple, however also more and more older digital immigrants, looking at their smart-
phone and repeatedly briefly interacting with the device. Various studies confirm 
this observation. As an example, the findings of an analysis are summarised and 
interpreted here [Mar15]. Eighty-eight times a day, users reach for the smartphone, 
which means that on average it is “checked” every 10 min, at an assumed wake-up 
time of 16 h per day. The total time of usage is approx. 2.5 h per day. An interaction 
with the smartphone takes less than 2 min on average.

On the basis of this insight, the question arises as to how, despite continuous 
short-term interruptions, a productive concentration can be maintained in order to 
achieve targeted work results. However, this is what young people and digital 

Fig. 3.3  Computer generations with numbers of devices worldwide (Evans)
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natives are increasingly training. They will bring these skills to “speed multitask-
ing” to the work in the enterprise, but not only the abilities, yet the derived expecta-
tions as well. Somebody who is constantly online and communicates in a highly 
reactive manner also expects this from colleagues in the company, his suppliers and 
business partners, and also as a customer. Answers in a dialogue are expected not 
only within a day, but rather within hours, and even up to “real-time”.

3.3  �“Real-Time” Expectation in the Mobile Ecosystem

When working on the web, real-time is not required actually, but loading times of 
websites should be below 3 s to meet user expectations. This value will reduce even 
further with increasing IT performance. Short loading times are an important crite-
rion for acceptance to continue the work from a screen or to accept the apps as a 
solution on the smartphones. This also applies to the loading times of the user 
screens of application software in the companies.

This high communication dynamics, coupled with the expectation that dialogues 
are answered directly, but at least soon, is also transferred to other areas in the so-
called mobile ecosystem. One example is the “sameday delivery” initiative by the 
online retailer Amazon, i.e. the delivery of ordered goods on the day of ordering. 
For this service, customers are willing to accept a surcharge. Thus, the delivery 
acceleration may at least at the start of the initiative be a differentiation feature in 
the market competition and also enables an additional profit margins. As a result, 
the supply chain is under pressure in the entire online retail sector, and a transfer to 
the supply chains in the automotive industry can also be observed. New ideas such 
as the use of drones are already being tested, and new service providers are being 
established with innovative approaches such as the mobility service provider Uber, 
which is already offering in the US, in competition to Amazon Now, deliveries 
which can be flexibly demanded via apps and logistics platforms.

This example from the field of the mobile Internet and the mobile ecosystem 
clearly shows how strongly the technology drives the upheaval of business models. 
It is important that all companies recognise these risks, but also the associated 
potentials, at an early stage and take advantage of these. It is also indisputable that 
further technologies, from Big Data and analytics to cognitive computing, will be 
the basis of the business models to take account of customer wishes and customer 
history. An example is the integration of location-based services in order to optimise 
delivery routes and the utilisation of the means of transport. The solutions just out-
lined at this point are discussed in detail in Chap. 9.

As a further example of the importance of high communication dynamics, the 
entire area of “business to consumer” is to be mentioned. Customers expect rapid 
reactions in their online communication with companies, but also that the customer 
information already available in the company is, for instance, known at follow 
orders or complaints and is taken into account in the replies. Dialogues in hourly 
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action with solutions within a day characterise the expectation of digital natives. 
These expectations must be fulfilled as a basis for successful customer relationships 
and, consequently, the necessary ability has to be organised in the companies. In 
addition, the customer interface, as part of the sales and aftersales processes, is 
subject to extensive changes and challenges on which Chap. 6 expands.

3.4  �Sharing Economy

Sharing Economy is another interesting business model, which is becoming increas-
ingly important, driven by the rapid spread of the smartphone. The basic approach 
of sharing or shared use has long been known with high-value investment goods. 
Examples are the sharing of holiday houses in the timesharing concept, the use of 
harvesting machines via cooperatives or also of machine tools. These models were 
already established before Internet times. However, special arrangements and elab-
orate coordination were required for handling, so that the entire Sharing business 
model so far only generated a modest sales volume. This changes with the avail-
ability of apps for simple, fast and extremely cost-efficient processing of the trans-
actions. On the basis of platforms, completely new markets are emerging. New 
market participants, both suppliers and customers, can join existing platforms that 
are almost free of charge. The same applies to the spread of the platforms in new 
markets, resulting in impressive scale effects with exponential growth. Rifkin refers 
to it as the Zero-Marginal-Costs Society [Rif14].

Renowned Sharing providers are the market leaders in their respective segment, 
companies Uber with mobility services, and Airbnb with accommodation facilities, 
each offered by private individuals. Founded in 2007, Airbnb was represented in 
over 34,000 cities and over 190 countries, with a total of more than 1.5 million 
overnight stays per year. The company turnover in 2013 was $250 million and in 
2015 approx. $900 million. Although the company did not make a profit in 2015, it 
is valued at $26 billion. Airbnb predicts for the year 2020 a profit before taxes and 
depreciation of $3 billion [Eic15]. The development of Uber is similarly dynamic. 
Founded in 2009, the company has a business valuation of $62.5 billion. Every day 
more than 2 million trips are provided, of which 1 million are in China alone. In the 
US, the company has 450,000 drivers with a total of 6700 employees. Sales in 2015 
were $1.9 billion, with a loss of approx. $2.2 billion [Fre14].

Just these two examples highlight the dynamics of the shared business model, 
driven by smartphones, the “always on”-mentality and the corresponding lifestyle 
of certain population groups, a considerable proportion of which are also digital 
natives. The high company valuations are essentially driven by the assessment of 
the market potential. Sales of this Sharing business model worldwide are estimated 
to go up from the current $15 billion to around $335 billion by 2025 [Eic15].

Given the high growth expectations of the shared business model, the question 
arises as to how the areas relevant to the automotive industry are developing. 
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Extensive studies have already been carried out. The results of a study by consulting 
firm Roland Berger are briefly discussed here as an example [Fre14]. The study 
estimates a growth in car sharing by 2020 to a market volume of €5.6 billion. This 
attractive business potential explains why there are now many providers in Germany, 
e.g. car2go (Daimler), DriveNow (BMW) and also Flinkster (Deutsche Bahn). Also 
for ridesharing or ridehailing, which are organised ride services, with a market vol-
ume of €5.2  billion in 2020, a strongly growing business potential is expected. 
Suppliers for ridesharing or ridehailing are, for example, Uber, Lyft (GM), Gett 
(Volkswagen) or the rideshare agency BlaBlaCar, and in China Didi Chixing. The 
shared parking, i.e. the sharing of parking space, is to grow by 25% annually until 
the year of 2020 to a volume of around €2 billion.

This means that the three fields of car sharing, ridesharing and shared parking are 
the business areas, and possibly also in potential offshoots, such as so-called peer-
to-peer sharing, in which automobile manufacturers want to strategically position 
themselves. This is confirmed in a study by PricewaterhouseCoopers [Mil15]. It 
analysed the development status and the prospects of various sharing offerings. 
Figure 3.4 shows the summary in an S-curve representation and assigns the respec-
tive status of the offers to the phases of the economic life curve.

The models of peer-to-peer lending and car sharing, which are of interest to the 
automotive industry, are still at an early stage of development, while the traditional 
car rental business is already saturated. In the study, average annual growth rates of 
63% are estimated for peer-to-peer sharing by 2025, and 23% for car sharing. This 
study also confirms the interesting business sectors as a possible part of the strategy 
of a mobility service provider.

Fig. 3.4  Development of sharing offers (PWC)
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The picture also shows that there are other promising sharing opportunities, for 
example, in online staffing or in the joint use of special machines or test equipment. 
The last-mentioned fields are not to be considered within this book. The mobility-
relevant models are dealt with in more detail in the development of a digitisation strat-
egy in Chap. 5. The subject of online-staffing is part of Chap. 7 “Corporate Culture”.

3.5  �Start Up Mentality

A remarkable behavioural pattern of digital natives derives from their frequent use 
of computer games. Different studies have found that teenagers are gaming for fun 
more than 2 h per day, older teenagers even longer. From these experiences, skills 
and patterns of thinking are adapted which the digital natives also show in their 
professional life [Sti15]. The willingness to expand borders and take on higher risks 
are typical behavioural patterns derived from this – for example “restart at failure”. 
To this extent, digital natives are ready to try new ideas without reservation, to 
quickly assess the chances of success, to adjust them if necessary, or to completely 
reject them (“reset”). This mentality also plays an important role in the acceptance 
of new solutions in companies. Digital natives are ready to accept major innovation 
leaps, but expect the immediate removal of errors, or adjustments.

This new setting is cumulated in a so-called start-up mentality. This is character-
ised by boldly tackling subjects with having so far only very few experiences. The 
work is then approached with great commitment and the flexible integration of fur-
ther resources on innovative paths. In doing this, working together through open 
communication in project-related structures, ideally without hierarchies and stan-
dards. This approach does not mean though to start frantically, aimlessly and hast-
ily. Obviously there are agreements and objectives. In comparison to the traditional 
process, these are however dynamically and flexibly adjusted within the team in 
order to quickly realise value contributions. Fields of work with these agile 
approaches can be found particularly with startups in the Silicon Valley, so that a lot 
of digital natives and founders go there, especially as the international environment 
and flexible financing possibilities are a further motivator. Meanwhile, start-up cen-
tres have also established themselves in Haifa, Berlin, London and also Bangalore, 
which attract digital natives as well.

In order to be interesting as a possible employer to digital natives in competition 
with these startups, the companies have to offer a work environment that addresses 
this mentality. Working independently and with entrepreneurial thinking must be 
the standard. Then, the natives commit with high work input, creativity and also 
leadership. Problems are solved quickly, unconventionally and inventively. A cre-
ative work environment and a new organisational culture develop in which digital 
immigrants sometimes like to be pulled by the natives. Digital natives in this role in 
the enterprises are called Intrapreneurs  – derived from “Intracorporate” and 
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“Entrepreneurship”. For companies it is necessary to develop this new type of 
employee in their organisation and to establish Intrapreneurs as so-called change 
agents. This creates a transformation culture as the prerequisite for successful digi-
tisation projects. This subject is discussed comprehensively in Chap. 7.

3.6  �Innovative Work Models

According to their nature and behaviour patterns, digital natives have a different 
relation to work than had the digital immigrants at the time of their professional 
career start. Previously, job security, the image of the employer and the level of 
income were important criteria at the career start and later for promotion opportuni-
ties in the company hierarchies. Today, it is much more about the task, an interna-
tional, open work environment and also flexible work models with the possibility to 
create a suitable “work/life balance”. This assessment is also supported in a study 
by the Fraunhofer Institute IAO, which differentiates seven trends in this context as 
motivators [Kor16].

	1.	 Competitive orientation
	2.	 Manage changing tasks
	3.	 Work internationally
	4.	 Demand-oriented presence
	5.	 Consistently acquire new knowledge
	6.	 Work in self-organised teams
	7.	 Work under atypical contractual relationships

The study took the opinion of 1400 students in Germany on these trends with 
respect to their future professional activities. As expected, digital natives welcome 
the opportunity to adapt flexibly to changing tasks, to learn new knowledge and to 
work internationally in self-organised teams. However, the latter two trends are con-
troversial. Virtual presence on demand is preferred to sporadic changes of location, 
and permanent positions are preferred to temporary employment or freelance work.

The immigrants were characterised by loyalty to an employer, natives rather by 
loyalty to their work content and environment. As explained in the above-mentioned 
study and in the previous section, if given the freedom of an intrapreneur, digital 
natives are also increasingly willing to accept permanent positions in established 
companies. Nevertheless, flexible working models have to be established, which 
will become more and more important in the future due to the change in traditional 
work structures. These are discussed below.
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3.6.1  �Digital Nomads

For a work model with the highest degree of freedom, the term of digital nomads is 
established. This describes people who are involved in IT and Digitisation, for 
instance as programmers, web designers, authors, bloggers and also software tes-
ters. As a “one man show” they are independent and free in the choice of their place 
of work and their working hours. The most important thing for them and for the 
exercise of their activities are powerful network connections. The digital nomads 
earn their livelihood by marketing their product, for example, apps or blogs, inde-
pendently via appropriate Internet platforms. Another avenue is to collaborate on 
major projects, for example when designing a web site or when programming soft-
ware solutions.

Namely in innovative IT projects, many companies rely on the integration of 
external resources, not least due to the lack of own specialist knowledge and lack of 
experience, but also of scarce internal capacities. Service providers thus work on 
tasks in the form of defined scopes of work. In addition, entire work fields, in par-
ticular outside the core business of the companies, are given to contractors on long 
term bases for 3–5 years in the form of outtasking (without transfer of employees) 
or outsourcing contracts (with employee transfer). In this environment, digital 
nomads with special knowledge are often involved as subcontractors. This type of 
flexible, so-called staffing of projects, often under a general contractor as a contract 
partner of the companies, is a collaboration mode which is currently used frequently. 
From the author’s point of view, this is just an intermediate step though towards 
even more flexible structures.

3.6.2  �Crowdsourcing and Liquid Workforce

The labour market which traditionally is locally orientated and the traditional work 
organisation in the companies are undergoing a radical change. On the one hand, 
digitisation projects often require very innovative and specific knowledge for a 
manageable project duration, on the other hand, the digital natives are ready to work 
in new working models. A further important prerequisite is the fact that with the 
WEB 2.0 technologies and high-performance computer networks tools are available 
to co-operate almost seamlessly across countries and continents. This creates highly 
flexible work structures, described by terms such as Liquid Workforce, 
Crowdsourcing and Cloudsourcing.

Especially in the IT industry, the concept of the Liquid Workforce assumes that 
the core workforce of companies is concentrated in core fields with reduced staff 
numbers, and this is then very flexibly (“liquid”) strengthened in a project-related 
manner with experts [Acc16], [Boe14]. The employees are selected from a world-
wide pool of the Crowd or the Cloud. The sourcing or the integration of the employ-
ees is handled through specialised Internet platforms, which are increasingly 
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available. This form of so-called online-staffing will increase considerably. Here, 
the already cited PwC study shows an average annual growth rate of 35%. Relevant 
criteria for the staffing decision are, apart from economic considerations, the appli-
cant’s knowledge and expertise.

However, some factors have to be taken into account in order to successfully 
implement crowdsourcing or online staffing during the project work. First, a brief 
summary on the most important aspects from view of the company is given based 
on the author’s professional experience. To begin with, the technological basis of 
the project, such as tools, work equipment, communication and test procedures for 
the entire project needs to be defined, binding for all employees and sourcing 
partners. In doing so, one should largely rely on established standards in order to 
achieve low operating and adaptation costs in the subsequent use of the project 
results. Based on this, the project scope has to be divided into concrete work pack-
ages and described in detail. Namely the interfaces to the adjacent work packages 
and to existing company solutions must be specified and performance parameters be 
defined. On the part of the sourcing partner, it is recommended that they prove their 
qualification in the form of standardised certifications, ideally supported by 
references.

The individual work packages are then often advertised by the companies on 
online platforms in the form of auctions, whereby the companies besides the detailed 
descriptions also specify the required qualification level of the sourcing partners. 
Requirement for the release of payment usually is the provision of quality and 
timely work as per the tender to fulfil the contracted scope. A central task of the 
companies and the respective project manager is to ensure the reliable interplay of 
all part projects and, if necessary, the integration into adjacent existing systems. 
Despite these challenges in terms of structured project preparation and integration 
risks, it can be assumed that the flexibility of surfing in the form of staffing via 
internet-based processing platforms will further increase in future, especially as this 
could also be a potential answer to the growing shortage of specialists, namely in 
Germany – catchphrase “war for talents”.

In this way, the concept of crowdsourcings is first described in terms of flexible 
work organisation and staffing procedures. This term is however used in many fur-
ther aspects as well. Further fields of application for crowdsourcing are described, 
for example, in [Arn14]:

•	 Innovation … e.g. the joint development of the automobile of the future
•	 Funding and investment … e.g. acquisition of various investors for start ups
•	 Preparation and management of knowledge … e.g. offshoots of Wikipedia
•	 Charity/social projects … e.g. collection of in-kind donations or famine relief
•	 Creative marketplaces … e.g. platform for digital photography

Some of these aspects are also interesting for companies. Thus the provision of 
knowledge leads the way out from the mass of others, with the well-known example 
of Wikipedia, to a further general digital lifestyle feature. This is briefly illuminated 
in the following as it has to be considered in the necessary transformation of the 
entrepreneurial cultures in the course of digitisation.
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3.6.3  �Wikinomics

The term of Wikinomics refers to a new culture of work organisation and coopera-
tion – also in companies as part of a new corporate culture [Tap09]. In this, people 
work freely and without hierarchical structures on different tasks. Wikipedia not 
only is the godfather of naming for this model yet also a good example to explain 
the principle. Many interested people with a qualified background are working 
without guidelines, pressure and compensation, using a WEB 2.0 platform to gather 
knowledge, keep it up-to-date and make it available as a knowledge database read-
ily, flexibly and free of charge. This model of open cooperation of many, intrinsi-
cally motivated participants under a common goal can also be transferred to tasks in 
companies. Four basic principles have to be considered for successful implementa-
tion [Tap09]:

•	 Peering … Voluntary cooperation of individuals (including outsiders)
•	 Open … Openness
•	 Sharing … Culture of sharing
•	 Act globally … Global action

These principles are the basis of the success of Wikipedia and also of LINUX 
and YouTube. There is nothing wrong with using these principles internally in order 
to work across the entire company successfully on development tasks for instance, 
to bundle knowledge in the form of so-called Wikis, and to organise the communi-
cation with contributions from many employees via internal social media platforms 
like Facebook. The success of such initiatives certainly depends on the participation 
of as many interested employees as possible, as well as motivated by the active 
cooperation and informal example of superiors. This type of initiative is particularly 
appealing to digital natives and will motivate them to become involved in corporate 
transformation, which is a key success factor for digitisation. The subject of trans-
formation is dealt with extensively in Chap. 7.

3.7  �Google – The Goal of the Digital Natives

As already explained, digital natives do not distinguish between on/off times, they 
like to think and work cross-border. In their projects they act globally and appreciate 
fast communication behaviour almost in the real-time mode. They work in self-
organised teams and do not need hierarchical structures. They respond to changes 
directly and flexibly. The work is possible from anywhere in the world and after a 
challenging workload peak, which is accepted with high motivation for the sake of 
the team’s success, a time-out is appreciated for the purpose of work/life balance. 
Working in innovative work models with changing team members is thus becoming 
the norm.
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When companies succeed in creating a work environment that allows to live in 
this pattern, young professionals are highly motivated to work as intrapreneurs and 
change agents in traditional businesses as well. In order to attract and retain well-
educated digital natives as employees, despite the massive competition in the “war 
for talents”, the question arises as to how companies can make the work environ-
ment attractive.

As a suggestion let us have a quick look at Google which is considered the “best 
of breed” model for such a work environment. The appraisal of Google by graduates 
in the field of IT in Germany is documented in a comprehensive study on the ranking 
of companies by their attractiveness for a career start [Tre16]. It resulted in the fol-
lowing order, incl. approval rates:

1. Google 23.7%
2. BMW 9.1%
3. Apple 8.6%
…
7. AUDI 6.9%
…
9. Daimler 5.5%
…
12. Porsche 4.5%
…
18. Volkswagen 3.9%

Google is therefore voted by IT graduates the most attractive employer by far for 
a career start. The German automakers are behind by a considerable distance, with 
BMW as second, then followed by the other manufacturers. This results in a clear 
need for action in the automotive industry to increase its attractiveness. This is all 
the more pressing if one takes into account that the demand for IT specialists in this 
industry is growing at an ever-increasing pace and will as early as in 2020 exceed 
the demand for engineers [Pwc16]. Hence there is a considerable resource problem 
ahead that needs to be addressed. Adapting the listed flexible sourcing models can 
only be part of the solution. It is imperative that the automotive manufacturers as 
potential employers become more attractive and must win IT experts as internal 
employees. Just relatively high remuneration will not bring improvement in the 
ranking, namely since it is other criteria that are more important to natives.

What are the reasons for Google being this far ahead in the assessment? Sure, the 
image plays an important role. Among young people, the automotive industry has 
the image of being rather traditional, slow and not particularly innovative. This 
assessment is made by the industry product itself, without knowing any details on 
the products, the high engineering performance required and on the companies. No 
doubt the Google products are closer to the lifestyle of natives and used by most of 
them. The image is also strongly influenced by the work environment though.

Another personal anecdote by the author: During vacation in San Francisco, his 
student offsprings propose a trip to the Google Headquarters in Mountain View 
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instead of visiting the Yosemite National Park. Without having organised anything 
in advance, entering the site was easily possible as well as totally freely moving on 
the campus, even using the well-known Google bicycles. This freedom alone is a 
lasting impression. The Google employees who enjoy their lunch break are much 
more impressive though: some of them play basketball or football, some have their 
dogs with them, and they are all relatively young and appear to come from different 
nations. This illustrates the open, inspiring environment of the Google culture.

In order to make this culture even more attractive for digital natives, this is a 
(translated) quote on the Google culture straight from the Google-Germany 
homepage:

Our employees make Google what it is. We bring smart and purposeful people to our team. 
Abilities are more important to us than experience. While all Googlers share common goals 
and visions for the company, we have very diverse backgrounds and speak many languages, 
as our users come from all over the world as well. Our leisure interests range from cycling 
and beekeeping to Frisbee and Foxtrott. We wish to maintain an open culture like it is typi-
cal of start-ups. Everyone can actively contribute and share their ideas and opinions with 
others. In our weekly TGIF meetings (“Thank God it’s Friday”) and, of course, also by 
e-mail or in our cafe, the Googlers can with company-relevant questions turn directly to 
Larry Page, Sergey Brin and other members of the management teams. Our offices and 
cafes are designed to promote the interaction between Googlers within teams as well as 
cross-team, be it at work or at a round of football.

Overall, Google creates a lively and flexible work environment, which is skill-
fully published with many reports and photos in blogs, IT reports and on YouTube 
[Goo16]. In personnel portals are numerous ratings on Google as an employer. The 
tenor is consistent and confirms the independent way of working in motivated, inter-
national teams and interesting projects in an innovative environment. Overall, 
Google has more than 62,000 employees with a relatively low mean age of 30 years, 
compared to Facebook (29), Apple, HP (38) and IBM (36). Fluctuation on Google 
is, however, relatively high and job entrants leave the company after less than 
2 years to launch their own start-ups or to find fresh challenges in their areas of 
interest in new positions. Employee satisfaction is very high in the top rank of 89%, 
together with Facebook (96%) and Salesforce (89%). As regards the payment for 
job starters, Google is just right behind Facebook also in the top field of the high 
tech companies [Pay16].

This brief overview on Google as an attractive and preferred employer can give 
the automotive industry an indication of how to become an employer of interest to 
digital natives. First of all, the products should be brought closer to the digital life-
style of natives. To this end, future vehicle generations with connected services and 
autonomous driving concepts, quasi driving IP addresses, may have good opportu-
nities on offer. Attractive mobility services which are offered through apps and plat-
forms on the smartphones will help to improve the image of automotive 
manufacturers. Nevertheless, it is also important that they transform themselves into 
start-up-like organisations along with the digitisation in order to offer interesting 
tasks and innovative work environments to the digital natives.

3.7 � Google – The Goal of the Digital Natives
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