
People 
First
Cultural Values

It’s what we preach and what we, ourselves, practice every day.



Value Behaviours Key

You are consistently 
humble, and always 
strive to understand 
the needs of others, 
offering your time 
and effort without 
expectation.

You put your own 
well-being first 
so that you can 
support the well-
being of others.
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You are always 
genuine, supporting 

and empowering 
others to bring their 

true and whole 
selves to work.

You trust your 
colleagues 

completely, always 
assuming positive 
intent, even when 
things go wrong.
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We work altruistically, offering ideas 
and expertise without expectation. 

In doing so, we build great trust 
because we recognise that we are 
all doing our best, working together 

in service of each other. 

We are in service to each other; 
colleagues, clients and partners.

We give our time, 
unselfishly and without 

ego, to that end.



Office politics stem from an 
inability to communicate to 
each other effectively. This 
is not us. We understand it 
is within all of our power to 
create excellent working 

relationships, which 
means examining our own 

behaviour first and not 
shying away from difficult 

conversations. 

Only then are 
we capable
of doing the 

transformative 
work our clients 

demand from us.

That is not to say we subsume our 
personalities; we are only ever ourselves, 

authentic, informal and intimate and 
this collection of individuals, working 

seamlessly together is what makes us 
us, authentically Chemistry.



No strings attached interactions...

People First
Example 1

AMI

I read this article, and 
after what we were 
discussing last week, 
I thought you might 
find it interesting. 

Have a good day!
Ami



...provide the 
foundation for great 
working relationships.

AMI

I read this article, and 
after what we were 
discussing last week, 
I thought you might 
find it interesting. 

Have a good day!
Ami



Believing someone’s 
intent is always good 
prevents us from 
being too quick to 
judge...

“ Oh, this is totally underwhelming. I 
could have done a better job. And I 
promised I’d send it to the client EOB 
today. I can’t send them this s**t... ”

“ But wait, this isn’t like her...”

“ Can you send me that 
project report? ”

“ Yer, it’s coming over in 
a couple of hours. ”

“ Cool, looking forward 
to reading it. ”

People First
Example 2



...enabling 
effective 
collaboration 
to flourish.

“ Yeah, sorry, I didn’t have 
enough time to work on it 
as I would have liked. ”

“ That would be great, 
just a few more hours 
on it would be fab to 
get it in good shape. ”

“ What is it you think you 
could improve? Let me 

speak to the client to see if 
we can send it tomorrow. ”

“ Er, I just read
your report... ”



People First
Example 3

We take time 
to check in on 
each other.

“ Are you okay? Can I help 
you out with anything? ”



“ Hmmm, I think Felix knows quite a 
lot about this. Let me see if he has 

time to help. ”
“ I’m really 
struggling with this 
piece of work. ”
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People First
Example 4

“ Can we do anything to 
take the pressure off? ”

We’re 
never going 
to meet this 

deadline!



Chem
istr

y

“ Haven’t you 
got your own 
stuff to do? ”

“ Yeah, but we want 
to help you meet 
your deadline. ”



Great work
as ever!

It was a
team effort!



Great work
as ever!

It was a
team effort!





Cultural Values

By putting our ego aside, our best work and relationships will flow.

Working
in Flow



Your goals are 
your team’s goals 
and your success 
is fully dependent 
on your team’s 
success.

You document and 
communicate what 
your team needs 
to know for team 
work to get done.
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Value Behaviours Key



You continually 
look to improve 

the performance 
of yourself and 

your team.

You never shy away 
from a difficult 
conversation; 

feedback helps 
us to grow.
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We acknowledge that working in teams is harder; 
to be held accountable to people other than 

yourself. It requires us to be clear about when 
and how we team; our non-negotiables, our 

accountabilities to each other and our clients.

And we’re already one-
step ahead here, because 
our first value, People First, 

does the groundwork in 
establishing the mutual trust 
essential to great teamwork.

Our wins come as teams, 
not individuals.

We are participants in 
the 4x400m relay, not the 

100m sprint.

Team is fundamental.



And 
crucially, 

we master 
the art of 
feedback.

Feedback requires the subjugation 
of ego. Don’t take it personally. 
When we give feedback, we are 
not questioning competence or 

apportioning blame, we are striving, 
as a team, to be better for each 

other and our clients. Feedback is 
a huge part of our working culture 

and it is critical to our everyday work 
and success.

Deep work, executed 
individually, is not mutually 

exclusive to teamwork; working 
in flow means incorporating all 
the working behaviours of your 
team. We must be transparent 
and communicate effectively. 
We review, reflect, learn and 

improve.

Be mindful that feedback is 
only a gift when it is fed back 

in the right way. Think, how you 
like to receive feedback before 
you deliver it to your colleague. 

Make sure you have really 
considered a piece of work in 

full, before commenting.



Working in Flow
Example 1

“ aaand done. I’ll be 
glad never to see 
that again! ”

“ What about 
being intellectually 

curious? He doesn’t 
even mention it! ”

How you should 
not work in a team

*******  *** ****** ***
****** ** *** *****



“ I don’t need 
excuses, I just 

need him to 
get it done! ”

#**##**!!

*******  *** ****** ***
****** ** *** *****

“ All that hard work 
and all she does 
is poke holes in it. 
What an a**hole! ”



“ Please find 
attached the report 
you asked for. Any 
comments? ”

“ Nice work. The 
only thing I’d add is 

why we have left out 
any references to 

Intellectual Curiosity ”

How you should 
work in a team



“ Great, here if you 
need me! ”

Yeah, I missed that out because they 
were prioritising the approach towards 
relationships but I get its importance, 
want me to add something?

Nope I got it!
Thanks

I think it would help, are you okay with 
that or do you need a hand?



Working in Flow
Example 2

in progress

Meeting

“ So, how was 
that meeting 
for everyone? ”



“ When I was trying to explain the client 
context you started sharing your view 
before I’d managed to finish. This was 

a little frustrating because I felt like I 
couldn’t get my point across. Could you 
give me more time to finish next time? ”

“ That is great feedback 
and totally on me, I’m 
sorry. Yes, I’ll try and not 
do that next time and 
again, thanks for letting 
me know, I appreciate 
the feedback.

Anything else? ”

“ Okay, I hear you, 
can you elaborate 
on your concerns? ”

“ I’m still not sure 
about that solution, 
I can’t see how it’s 

going to work. ” 





Love the 
Problem
Cultural Values

We embrace problems in all of their complexity through the lens of context



You suspend 
your belief 
that you know 
the answer.

You encourage 
others to explore 
the problem, 
facilitating the 
team to combine 
its knowledge 
and perspectives.

Value Behaviours Key

LOVE TH
E P

R
O

B
L

E
M

.



You are 
intensely curious, 

constantly seeking 
to expand your 

own knowledge.

You maintain 
a focus on the 

problem until the 
best available 

solution is evident.
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Jumping to conclusions, 
presuming we know the 
answers, only closes off 
avenues of exploration 
and other, potentially 

better, solutions.

We embrace problems in all 
of their complexity through 
the lens of context. Context 

is key; for through the 
nature of our work, no two 

problems are ever the same. 

Problems exist to be explored 
and overcome. And paradoxically, 
solutions are not necessarily our 
first port of call when presented 

with a problem.



Sometimes we may get it 
wrong and these occasions 

often prove to be our 
greatest learning curves. 
There’s no such thing as 
‘failing’ only progressing 

our understanding. This is 
what it means to be humble.

Through this mentality 
we break new ground for 
ourselves and our clients.

We are curious. 
We ask questions.

We seek to 
understand more.



Love the 
problem
Example 1

We must be 
confident in 
adopting an 

exploratory and 
experimental 
approach to 

problem solving...

“ I’ve seen a problem like 
this before, there’s a really 
easy solution for it. ”

The Einstellung Effect is a cautionary 
tale of how our first ideas are rarely 

our best. It posits that when faced with 
a problem, we tend to stop thinking 

constructively or exploratively about it as 
soon as we think we’ve found an answer. 



...but one that is 
also pragmatic.

“ New problems require 
novel solutions”

We do not always have 
the luxury of time.

We love the problem 
until the solution is 
clear, and then we 

proceed accordingly.

Thus proving “the negative effect of previous experience when 
solving new problems,” which, let’s face it, couldn’t be more 
Chemistry. It’s what we’re always explaining to our clients - 

previous experience is not an accurate indicator of performance.





Science &
Storytelling
Cultural Values

Storytelling is the art of using fact and narrative to imbue understanding.



You recognise 
that creating 
opportunities
for others to be
brilliant relies on you
being a perennial
student of science.

You illuminate
our science with
powerful narratives,
always seeking to
educate; shifting
beliefs by shaping
hearts and minds.

SCIENC
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Value Behaviours Key



You recognise that 
inspiring stories 

come from deep 
understanding, 

sincerity and 
intimacy.

You maintain
integrity our

insight and science,
however difficult;

challenging clients
to hear what’s really
important to create

the value they want.
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We use the science of psychology to 
predict human behaviour at scale. It 
sounds easy. It is, in fact, incredibly hard. 
The right answers are never simple and 
rarely straightforward. And we can’t 
offer guaranteed outcomes.

Instead, we offer guarantees 
of the best approach given 

the available evidence; 
the very best scientific 

approach to making the best 
possible predictions about 
people and organisations 

given the evidence we have 
observed.

Every prediction involves a 
degree of uncertainty and 

though we continually work 
to reduce this uncertainty, we 

must also embrace it. We know 
that uncertainty causes anxiety. 

In order for our clients to 
embrace uncertainty, we must 
help them to understand the 

complexity. We do this by being 
powerful, inspiring storytellers.



Which is why using storytelling, 
combined with our rigorous 

approach to science, is the key to 
helping clients solve their problems. 

If we use the most robust models on the right data to answer 
the most critical questions and use powerful narrative 

structures to make the resulting information compelling and 
accessible for our clients, then we will always give them and 

their people their best opportunities to be brilliant.

Storytelling is the art of using fact and 
narrative to imbue understanding; of 

taking complex information and making 
it accessible to all. As human beings, 
we are hardwired to think in narrative 
structures, and storytelling serves as 

the foundation for teaching and learning.



Science & 
Storytelling
Example 1

“ Urgh, I hate 
consultancies. ”

“ We met this 
consultancy 

company. ”

“ I thought that too, but these guys 
were different. They use psychology 

and data to predict human 
behaviour and they told me the most 
insane stories. Did you know that of 

all the ways we assess people for 
jobs, experience is the least reliable 

predictor of performance? ”

“ How was work 
today? ”



“ We met this 
consultancy 

company. ”
“ There was this one guy 

right and he…”

“ So, we’re hiring 
people totally 
the wrong way? ”

“ Exactly! ”



15 minutes later...

“ So you’re telling me,  he was about to be 
fired, and then this company came in, ran 
some programmes, identified him as a 
potential rising star and 12 months later 
he was the top performing sales person 
in the whole of company? ” 

“ That’s nuts! How many 
people is that happening 
to? So, what were the 
programmes they ran? 
The science behind it all? ”

“ I know! Amazing isn’t it?  
I hope we get to work 

with them.”



“ Well, it starts with 
something called the 
Five Box Model. ”
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