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I will begin with some questions: How do
you bring service delivery to the attention
of senior executives? How can you get the
directors of an organization to be interested
in wanting to understand what the vision of
service is, and how do you then measure the
impact of the service you deliver? These are
the questions I want to answer.

Asset management provides the link
between service delivery and the real estate
management service. It provides a line of
sight so that the boardroom can see exactly
the impact that the service has on the
delivery of their objectives. And it allows
the alignment of the objectives of the
organization, through from the strategic
intent to the operational delivery. In fact,
asset management provides the tactical
link between strategic and operational
service delivery.

Sodexo provides maintenance, project
management and services including
cleaning, security, and catering, to name a
few. Facilities managers will all recognize
operations and maintenance as among
their key service lines. And the facilities
management sector, for some time, has
been looking to close the gap between the
basement and the boardroom. The missing
link, in Sodexo’s opinion, is the provision of
service called asset management.

So what’s new?
For the last four years, a group of
international asset management experts
have been meeting and establishing a new
standard. I was fortunate to be a member
of that committee. Seventy countries were
represented and ISO 55000 has been born.
ISO 55000 was introduced in February 2014,
launched to the international community.
This means there is now certification in the
provision of services to a new standard that
is effectively a global benchmark.

Asset management not only covers FM
activities, it also covers the whole life cycle
of an asset, from identifying its requirement
and installing it, designing it, purchasing it,
operating it, of course, and then even to
its replacement and disposal. Let’s start
by confirming our understanding that Real
estate management services are strategic
and FM service delivery is operational.

“

THE MISSING LINK, IN SODEXO’S OPINION, IS THE PROVISION OF SERVICE
CALLED ASSET MANAGEMENT.

“
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ISO 55000 can be applied to all assets, but
in the case of facilities, we are talking about
the infrastructure assets predominantly.
This means the facilities within which our
clients undertake their operations, the
manufacturing sites, the hospitals, the
offices, and the technology centers, in
which their business produces the products
or provides the services for their clients.
So assets are placed at the heart of the
organization.
The elements of the asset management
life cycle are included within the ISO
55000 standard and it is split into seven
key categories. These key categories
cover all of the activities you will need
to perform on those assets in order to
ensure that you release maximum value
in their management. Sodexo has taken
this structure of the standard and we
have established a framework that is now
globally applied.

In our economic climate there is pressure on
the availability of capital and the desire to
make cost efficiencies, ensuring shareholder
value for organizations. We can now apply
a procedural approach to ensure that our
clients’ assets continue to perform for
longer, that the total cost of ownership with
regard to those assets for that organization
is optimized, and that the risks that are
represented by those assets are minimized.
Some failure or other in a system or process
normally causes interruptions in business. If
we can eliminate those failures, then we can
reduce risks.

HOW OUR
SOLUTION BRINGS
ADDED VALUE
Sodexo now have a policy that describes how
Sodexo will manage assets on behalf of an
organization, and a four-level management
system based on meeting the requirements
of ISO 55000. This provides a process
framework to guide and direct all of our
staff globally, to achieve a consistency and
standard in the management of assets on
behalf of our clients.
If we consider the aspects that really impact
the cost of a facility, energy and its usage
along with the design and construction
of the facility represents probably 70% of
its expenditure, and the maintenance and
operations represent around 20%-30%
of its cost over its lifetime. The more we
travel along this lifetime journey with our
clients, the more value we release in terms
of the management of their assets and the
cost effectiveness, limitation of risk, and
increases in performance for their facilities.
For a given set of assets over time, the
average cost efficiencies that can be made
in a portfolio of facilities is around 20%. And
this is 20% of the total cost of capital and of
maintenance and operational costs. So asset
management, applied correctly, can have a
massive impact on the cost efficiencies of
an organization and ultimately, therefore, on
shareholder value.
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A CASE STUDY
TO ILLUSTRATE
WHAT I MEAN
Project Integrator is a project we are doing
in Europe, on behalf of a major airline
company. It owns approximately 5 million
square feet of property; it operates around
90 facilities and Sodexo employs in the
region of 1,500 staff across that portfolio.
Four hundred of those staff are asset
management or technical-services biased.

We have had our business relationship with
this client for over 25 years. 3 years ago, our
client decided that they wanted to refresh
their approach to their service provision.
Sodexo established a strategic, tactical and
operational model to look at the real estate
strategy scenarios for the next 10 years. We
established agreed annual planning and cycles
for renewal for the assets with the client;
we established policies for the provision of
service across the estate and we implemented
a clear governance structure. Tactically, we
established a center of expertise.
Through the application of the Sodexo Asset
Management Framework, we were able to
determine the actual activities we needed to
perform on those assets to ensure that we
maintained the performance of the facilities
on behalf of the organization. We did this at
optimum cost and reduced and eliminated all
the risks, or as many of the risks as we could.
We continue to work with this model with
the client, continuing our relationship and
contract.
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WHAT HAVE BEEN
THE RESULTS
SO FAR?
There was an immediate reduction in capital
expenditure requirements as a result of the
application of this model, by 12% in the first
year. We’ve determined that there will be an
additional 7% reduction per annum over the
next 10 years against the portfolio costs. We
have reduced their risk profile and we have
ensured that feedback on their facilities
performance is built into their Real Estate
Strategy to support and enable decisions on
future retention, refurbishment or disposal
that will change their portfolio cost profile
as we move forward. So there are significant
benefits to be made over time.

WHAT ARE THE
BENEFITS OF
APPLYING ISO 55000?
The benefits for a global organization like
Sodexo in applying the principles of ISO 55000
are as follows.
First of all, we are able to provide global
capability with consistent local delivery. We
have a framework, which applied globally, with
all of our technical staff, ensures that they
operate and deliver their services for a client in
a consistent way. We have many global clients
who are beginning now to demand this as a
requirement. There’s an expectation that skills
and expertise, labor and management have
a certain “mobility” these days, so as we look
into the future having a consistent, standard
methodology ensures that there is familiarity
with how things are delivered.
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Secondly, our standard methodology is
repeatable, it’s scalable, and it’s supported
by a toolkit. It is easy to implement and
provides our service technicians with all
the necessary knowledge and capability
to do so. And we can now measure the
results, by contract, by region and globally.
We’ve become the expert partner, taking
responsibility for the performance of all of
our client’s assets.
The assets that we maintain, that we
are responsible for, are fundamental to
ensuring the quality of the client’s facilities
– lighting, heating, air-conditioning, floors,
doors, walls, toilets, parking facilities,
whatever, canteen facilities, kitchens, and
vending machines – these are all assets.
Every one of them has an impact on
somebody’s life during the working day.
The importance in asset management
in providing that quality-of-life service
cannot be emphasized enough. It is an
essential part of ensuring that our clients’
facilities are safe and attractive places to
live and work for their employees.

- Insights -

IS ASSET
MANAGEMENT
THE MISSING LINK?
Our goal is to optimize the total cost of
ownership - and that doesn’t mean minimize
it. It means making sure that where we need to
make choices and decisions about investment
on assets and/or additional maintenance
to ensure the performance of our client’s
business or minimization of risk, we will.
Where we can make choices to run things to
failure, we will. So it’s about making the right
choices, making the right decisions, in regard
to those assets.
Thirdly, don’t forget that asset management
is a long-term lifecycle approach; it is
not a short-term stop-go benefit. So by
demonstrating our approach, we gain client
confidence, with the capability and process
that are scalable and repeatable across all
facilities, and show that we can be flexible,
and align our service delivery with the scale
and growth of their organization. Finally, the
scale of the benefit can be cumulative across
the estate. This is because we are looking at
the complete, total cost of ownership across
the client’s estate. Not just one facility, but
all facilities. We can release value, therefore,
for the organization and for its shareholders,
if we enter into a longer-term partnership
with that organization, becoming the expert
partner for the management of our client’s
organizational assets.

I’ve mentioned a clear line of sight already,
between the boardroom and the basement.
And discussed the importance of a clear link
between core organizational objectives and
service delivery requirements. Once that is in
place, everything you do when you deliver the
service has an impact on the organization, that
is what’s important.
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BOOSTING

SUSTAINABILITY OF A
GIANT MANUFACTURING SITE
Lean Management Helps Raise Efficiency
and Satisfaction at P&G’s Huangpu Plant

Optimizing a sophisticated support operation for a world-leading manufacturer is hardly a
trivial task, but when P&G needed to boost performance across all support operations at its
largest manufacturing site in Asia, Sodexo welcomed the challenge.
With some 2,000 workers and five categories of product lines, P&G’s plant in the Huangpu
district of Guangzhou is the company’s third largest manufacturing site worldwide. In the
wake of the 2007-2008 global financial crises, there was an urgent need to saving cost and
boost efficiency at the plant as soaring inflation in China threatened the company’s industryleading growth and financial performance. Given Huangpu plant’s status as the global flagship
manufacturing site of P&G, the plan is to implement Working Process Improvement (WPI) in
all aspects. But where would P&G find the time and resources to pinpoint inefficiencies at the
enormous facility, and then devise solutions to eliminate them?
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BOOSTING
EFFICIENCY WITH
TIME-TESTED
METHODOLOGY
Sodexo’s service lines at the Huangpu site range
from business services such as reception, mail
room and janitorial functions, to engineering
services such as maintenance of elevators and
HVAC systems. In order to make significant
efficiency gains across this diverse spectrum of
operations in a reasonable time, Sodexo turned
to the proven methodology of Lean Management,
but not before assimilating the essence of WPI
methodology of P&G and combining it with the
operation model of Sodexo.
As the name suggests, Lean attempts to use the
least possible resources (workers, equipment,
capital, material, time, etc.) to create the most
possible value, and it includes a whole range of
techniques for identifying and eliminating waste.
The Sodexo team’s application of Lean
techniques to the plant cleaning service well
illustrates how Lean works. Spanning the period
2010 through 2014, the Lean cleaning project
took place in three distinct phases, the first
two phases focusing on structural and systemic
improvements and the third concentrating
on eliminating pollution sources and creating
a culture of cleanliness and individual
responsibility among P&G employees. Examples
of specific Lean measures taken include:

It was only natural for P&G to turn to Sodexo for help, as
they manage 27 service lines at the site. Yet up to that
point Sodexo’s work at P&G sites worldwide had largely
been limited to implementing and executing; it was P&G
that did all the problem solving and high-level decision
making. Recently, however, the two companies had been
discussing the possibility of transferring more problemsolving responsibility to Sodexo, and now the need to
boost efficiency at the Huangpu plant seemed a perfect
opportunity to try.

identifying unnecessary action by using
“spaghetti charts” that trace a worker’s
movements throughout a shift
determining the optimal times for each
cleaning task by logging work time observation
records
simplifying cleaners’ jobs by creating visual
work flow charts and concise cleaning standards
redistributing cleaner workloads for better
efficiency and fairness
introducing monthly score cards and an
awards system to motivate performance
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By trying to assign all wall painting responsibilities
to Sodexo, P&G gained not only more consistent and
standardized painting results, but also the convenience of
a single point of contact for painting needs. Moreover, the
change resulted in annual painting costs falling by 15%.

ENABLING THE CLIENT
TO FOCUS ON WHAT’S
IMPORTANT
Sodexo’s Help Desk operation at the Huangpu plant is one of
the many services that saw significant performance gains.
Previously, Sodexo received and handled only requests for
its own services, while P&G’s facility management team
was overwhelmed by large volume of incoming requests
from P&G employees by reason of the fact that they are
responsible for assigning other requests to other vendors
and following up.

To date, the Lean cleaning service initiative has raised
operational efficiency by more than 40 percent, while the
cleaning staff has been downsized by half to produce
operating cost savings of nearly RMB 2 million. The
cleaners enjoy fairer distribution of workloads and some
of the savings gains have been used to raise their salaries.
Meanwhile, the scorecard used by P&G to measure overall
cleaning performance has consistently met company
targets since the project began.

STANDARDIZING TO MAKE
OPERATIONS MORE SIMPLE
AND EFFECTIVE
Standardization is a Lean technique that can often yield
impressive efficiency gains and savings, and how the Sodexo
team standardized painting services at the Huangpu plant
serves a good example.
P&G adjusts how it uses the spaces within the plant
facilities in accordance with changing production demands,
and as a result rooms frequently need to be re-painted.
The company had been using several different vendors
for painting, which was not only inefficient in terms of
communication and negotiation, but was also producing
non-uniform results.
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Sodexo solved the problem by simply assuming
responsibility for answering and assigning all Help Desk
requests to appropriate vendors. This sped up response
times and allowed P&G’s facility management team to
engage in more core activities. In fact Sodexo sped up
response time as well as promote transparency even
further by creating five Help Desk groups on WeChat, the
real-time mobile messaging platform used by hundreds of
millions of people in China. The five WeChat groups each
correspond to one of the plant’s five product line supply
chains.
A system to enable request tracking and follow up was also
set up. Thanks to the ease of interactive communication
over the new platform, the Help Desk service no longer has
problems handling its volume of work, and P&G employees
now get their requests processed faster than ever. At the
same time, Sodexo appointed a service manager for each
of the supply chains as its dedicated service interface. The
service managers attend P&G’s weekly meetings and thus
were able to receive feedback in a more direct manner for
better communication. Their attendance of such meetings
also helps them to provide services in an integrated
manner. As a result of these adjustments, satisfaction with
the Help Desk service among P&G employees has risen
significantly, jumping from 70% in 2010 to 81% in 2014.

- Success Story -

FINDING WAYS
TO CONTRIBUTE
MORE
Beyond performance gains for existing services, Sodexo has also
been making P&G more efficient by finding new ways to serve P&G
in order for the latter to focus on the core business. When the
Huangpu plant’s finance team faced an urgent deadline to prepare
for an important audit, it urgently needed help in translating a
large number of documents. Sodexo’s client service team stepped
in to meet this pressing need.
Helping to ensure proper standard and implementation of the
pest control at the Huangpu plant by sharing the expertise with
P&G’s vendor is another example. Tina Yue, Sodexo’s IFM Manager
for the Huangpu plant, says that her team enjoys being challenged
by new requests from P&G, and that they assess all such requests
realistically and always do their best to come up with solutions
whilst improving their capabilities.

TOWARDS A MORE
PRODUCTIVE
PARTNERSHIP
P&G has given Sodexo firmly positive feedback on the
improvements made at the Huangpu plant, in part by granting
a number of company awards to Sodexo team members. These
include the P&G Outstanding Performance & Innovation Award
conferred to Tina Yue. Sodexo P&G National Account Manager,
Allen Tan, was granted P&G’s Leadership Award.

All the above mentioned improvements made at the Huangpu
plant represent IFM solutions devised by Sodexo, and this reflects
the wider role that Sodexo have assumed in the cooperation with
P&G under a second new 5-year contract signed in 2012.
The Facilities Services Provider Contract, or FSP Contract for
short, is a significant milestone in Sodexo’s relationship with
P&G. Importantly, it allows P&G to better leverage Sodexo’s
resources by placing responsibility on Sodexo to identify and
solve problems and raise operational performance. Under the
new contract, Sodexo also assumes more of P&G’s operational
risk by allowing the company to pay a fixed price for the delivery
of agreed upon results, rather than paying for individual resource
inputs as it had previously.
Tina and her team are now busy working on their next big
initiative to raise efficiency and performance at the plant, namely
the creation of a master menu covering all services provided by
Sodexo at the site. While many of these services are provided on
schedule, others are provided only on demand, and their total
number and the various options for each comprises a large and
complex array of choices.
The Sodexo team recognized this complexity as an opportunity
to eliminate the inefficient work flow, and the new master menu
will accomplish this by making ordering services more simple,
quick and accurate for P&G management. It is another practice
of how the Sodexo team is pro-actively solving problems for P&G
and fulfilling the greater responsibilities it assumed under the
FSP contract.

In his mail to Sodexo at the end of 2013, Benjamin Zhou, head
of P&G’s Huangpu plant affirmed his endorsement of Sodexo’s
services:

Tina,
Thanks for the great progress on safety and the great service provided in 2013!
By stepping into 2014 soon, I want to wish you and the team best in new year! Let
us work hand in hand together to continue the great work on safety, cost and more
importantly deliver the breakthrough on site facility standard!
Thanks,
Benjamin ZHOU
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HEALTHY FOOD
ADDING VALUE TO

A BUSINESS

THAT
VALUES GOOD HEALTH
Wang Renjie
Sodexo site manager of Nu Skin site
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NU SKIN GREATER CHINA
INNOVATION PARK, SHANGHAI
A key part of Nu Skin’s corporate philosophy is that its staff should do everything they can to lead a healthy lifestyle, and that
includes eating a balanced diet. Sodexo has been helping them achieve their business goals since we started supplying catering
services at their China headquarters in Shanghai in February, 2014.
A global company operating in 53 countries, Nu Skin sells personal care products and dietary supplements. They like their staff to
spread the message of healthy living to their consumers and be “living proof” that personal care brings good results. We offer light
and delicious a-la-carte options for breakfast and lunch, plus balanced snacks and fruit, as part of our service to support Nu Skin
in satisfying their employees and improving their corporate image.

SHAPING A MENU THAT FITS NU SKIN’S PHILOSOPHY
Of the 800 employees who work at Nu Skin’s Shanghai site, around 80 per cent are young women ¬– all eager to stay fit. In all,
we offer them about 40 eating options a day. To learn the best way to give them a nutritious diet that is varied and interesting,
Sodexo’s dietitian and Nu Skin’s internal dietitian had initial meetings together with the on-stie team. This is how our partnership
began.
Our customized menus began to take shape. This unique approach means we prepare the menus two weeks in advance, giving the
dietitian time to suggest changes and approve our choices. Every dish is labeled for its nutritional value and calorie count, and the
method used for cooking - steamed, fried or baked - is listed as well.
To help consumers make right choice just next to the counter conveniently and enjoy their eating happily, we make the dishes
labeled with the portion of grain, vegetable and fruit, meat and non-meat protein, instilling into them Nu Skin’s philosophy - “each
variety for every meal , keep fit every day”.

HAVING FUN WITH FESTIVALS
We had a plan to hold food festivals in the staff canteen four times a year. At Spring Festival 2014 the film Lost in Thailand was a
smash hit, so we took that as our first theme, decorating the canteen like a scene from the film and serving healthy Thai food. This
broke the ice between our on-site team and the employees, and next quarter we chose a seafood theme, which was a huge success.
Nu Skin advocates a vegetarian diet as a very sustainable way to support our planet and keep fit. So for the third quarter we
adapted the famous PC, video and app game, Plants vs. Zombies, with zombie and plant figures on opposite sides of the canteen,
relevant music and delicious vegetarian dishes winning hands down.
Our fourth festival, Fresh Food is Black, was designed to introduce that various black food are good for the body. Displayed on a
table decorated like a giant chess board, white foods were used as a contrast.
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MAKING VEGETABLES
MORE THAN A SIDE DISH

BRINGING TASTE TO
TESTING EVENTS

As vegetarian diet can bring benefits to environment
and people’s health, we were delighted to work with
Nu Skin to promote this idea, and get a high rate
engagement from their employees. Seven hundred
employees ate in the canteen during the Plants vs.
Zombies festival, up from 500 for the company’s
previous vegetarian festival. The next day we received a
letter of thanks from Ms Cynthia Ye, Vice President,NU
ECO of Nu Skin:

Before hitting the market, every Nu Skin product needs
to take a pre-sale survey. Yet, limited by traditional
eating methods, some of their food products can’t be
enjoyed at their best. Therefore, we work together to
enrich ways of dealing with those products.

The festival yesterday was really great when
we all ate vegetarian food. We got amounts
of positive feedbacks from staff. It made our
lunch hour a good time to get together. We’re
looking forward to the next surprise, thanks.
Cynthia
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Take a child-nutrition product as an example. Their
expectation is making use of a basic ingredient in the
products, rice flour, to create dishes and snacks. Upon
the request, we designed recipes for chicken, meat
balls, biscuits and lots more, Western and Chinesestyle, for both adults and little children. At the internal
testing and the consumer testing event we supported
in December 2014, lots of positive feedbacks got
received.
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SODEXO’S CEO
ON

			 SMART
DIVERSIFICATION
Michel Landel

from the March 2015 issue,
Harvard Business Review
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The roots of Sodexo’s business lie in a small shipping-supply company run by Pierre Bellon’s family, which since the
beginning of the 20th century had operated a ship chandling business in Marseille. Pierre Bellon started Sodexo in 1966
because he saw a business opportunity in providing food and catering services to local companies and then to schools,
hospitals, and other institutions. Just one year later CNES, the French space agency, which was a client, asked Sodexo to
organize cleaning and maintenance for its base in Guyana as well. That was an early sign that if we did a good job for
our clients, they might lead us to expand into services we hadn’t imagined providing.

Since I became CEO, 10 years ago, that trend has accelerated. Companies have outsourced so many functions for so many years that
they’ve created a new challenge for themselves: managing and coordinating the work of many suppliers of varying quality. Some
companies have realized that it’s far easier to work with a single integrated provider—a company like Sodexo, which can manage
everything from the employee cafeteria to the HVAC system and the landscaping, from incentive programs to employee benefits.
Diversification has its limits, of course. Over the past decade we have expanded both globally and in the variety of our offerings—but in
the process we’ve had to think carefully about when it makes sense to diversify. Broadly speaking, we have four basic rules.

BE TRUE TO THE
BUSINESS MODEL
The first rule is that we never enter an area that’s
inconsistent with our existing business model. Indeed,
many companies claim this. But when you’re offering an
integrated package of services, you have to be especially
careful on that score.
Our model is very simple: With just a few exceptions, our
services can be provided by an individual or a team and
don’t require capital investments in property or serious
machinery. When we operate company restaurants, for
example, we don’t own the refrigerators and ovens, and
the cost of the food is priced into the contract. We don’t
supply services performed by nurses, aircraft pilots, or
accountants.
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This business model has several advantages. First, we
don’t have to make any investments in fixed assets. Payroll
and raw materials, which are variable costs, are our main
expenses. Usually when we take on a new contract, the
client already has employees performing the functions
involved, so we take those employees on as our own and
retrain them. They require training because their attitude
is a major component of our competitive advantage. If we
need to gain expertise in a particular area quickly, we may
make an acquisition; but even then, our growth is 80%
organic.

- Front -

A second benefit is standardization. We’ve figured out plenty of best practices, and we can
transfer them from client to client; that efficiency produces savings we can share through
our prices, which are considerably lower than what clients pay when they undertake to do
the work themselves.
Of course, running a business that is by its nature profoundly local on a global basis is
challenging. To resolve this problem, we are replacing a country-based structure with a
global grouping of our businesses by client type. So we’ll have a global health care division,
a global campus division, and so on. Organizing according to client types gives us a platform
for sharing knowledge and best practices. Meanwhile, employees, too, are being grouped
according to the jobs they do (boiler service technician, housekeeper, catering staffer, and
so on). These teams of experts are responsible for training new hires and identifying best
practices, which can then be shared globally.
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MAKE PEOPLE
HAPPY AND
PRODUCTIVE

Our second rule is that we deliver only services that directly improve
the lives of individual people (whom we refer to as consumers), even
though it is client organizations—companies, government ministries,
schools, hospitals—that foot the bill. We believe that making the
individuals in those organizations happy and productive is how we add
value for our clients. And by taking this approach, we’ve found new
ways to diversify our offerings.

My contribution has been to help clarify what’s involved. Several
years ago we started working with professors and research centers to
identify exactly what metrics we should track. We came up with six:
physical environment, social interaction, well-being and wellness,
social recognition, efficiency, and personal development. Any service
we provide must contribute along at least one of those dimensions and
preferably several.

Such clarity makes it easier to measure and demonstrate
performance. If a company’s employees take fewer sick
days, we’re probably doing a reasonable job with its HVAC
system. If they’re losing weight, perhaps it’s because
we’re offering a more healthful diet in the cafeteria. When
we’re helping a company plan its space—where to put the
photocopier, for example—we look directly at how the
layout will affect the efficiency of individual employees.
The design and management of communal spaces on
a college campus, such as spectator sports facilities,
reception areas, and cafés, can promote (or compromise)
social interaction, an important component of the college
experience. If those places are bustling with happylooking kids, we’re probably doing a good job of making
the campus safe and inviting.

This orientation toward the needs of the individuals who
actually use our services guides our choices about what
we will or will not do. Prisons (principally in the United
Kingdom) are one of our main business lines, but we
will not bid for this work in the United States, because it
would include services for prisoners on death row. That
simply doesn’t square with our ethical principles or with
improving the quality of individuals’ lives along any of the
six dimensions. Given the size of the prison business in the
U.S., this was not a trivial decision. We also won’t manage
security in prisons if that means our personnel must carry
firearms. In 2005, for example, a prison in western Australia
asked us to manage the transportation of inmates, which
we declined on those grounds.
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Focusing on the quality of individuals’ lives often reveals surprising adjacencies. We manage services on oil rigs
and in facilities in Siberia. People working in those remote environments are at high risk of becoming overweight
or having problems with alcohol. Some of our clients asked us to help mitigate the effects of the isolation. We put
together a program to help individual employees better manage their diet and exercise, both on-site and during
home leaves. (They typically work 15 days and then take 15 days off.) It’s a pretty extensive service package and a
not inconsiderable investment for the client, but companies have found that it pays off in reduced absenteeism and
improved productivity.
Thinking systematically about quality of life has also opened our eyes to interesting opportunities in which
individuals are the paying customers. For instance, since 2008 we’ve been providing home support services for
elders in the United States, drawing on our experience in health care and other industries. Given demographic trends
(1.5 billion people globally will be over 65 by 2050), this is a fast-growing market, not only in the already aging
developed world but also in China, because of its population control policies. And with more parents working and
away from their extended families, we see growth potential in child care services, especially in developed markets
but also in emerging ones.
With extensions like these, it’s conceivable that we could one day provide quality-of-life services to an individual all
the way from birth to post-retirement.
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HELP CLIENTS
EXECUTE THEIR
STRATEGIES
Our third rule is that the service packages we put together
must help clients execute their own strategies. Here’s an
example: One of our big clients in China wanted to move its
research center from the middle of Beijing to the outskirts.
The greatest challenge was persuading its employees, who
mostly lived near the old site, to stay on and commute to
the new one. (Retaining talent is a big problem in China.)
The client asked us for help in putting together a workplace
value proposition that would appeal to the employees.
We worked with the company and its architects on the layout
of the offices and developed a transportation plan to make
commuting easy. We also set up a concierge service to reduce

RELY ON
EMPLOYEES, NOT
SUBCONTRACTORS
The fourth rule is that we own the businesses we’re in.
We don’t want to be simply a primary contractor that
works with subcontractors, which is what many of our
competitors do. We believe that to deliver services that
materially improve people’s lives, you need to deliver them
yourself and employ competent, cheerful people who want
to grow. And if people are our primary assets, we have to be
in charge of motivating and developing them.
One way we do that is by making a real effort to improve
the quality of their lives, too. Frankly, our employees often
don’t have comfortable circumstances, and their work isn’t
always easy.
For instance, we manage services for a big hospital in
the Bronx. Typically, a housekeeper at this hospital will
have a two-hour commute, is a single mother or the sole
breadwinner and homemaker, has children of school age or
younger, and is on a tight budget because salaries in her
line of work are modest. After a day of hard physical labor
cleaning rooms at the hospital, she will have to go home,
feed the kids, and oversee their homework.
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the personal inconvenience of working far from where these
people lived. It arranges for laundering, travel, restaurant
reservations—anything that makes working outside Beijing
as easy as working in its center. Employee satisfaction rose to
98% after the move, from 84% before; and staff turnover fell
to 8% from 12%.
We realized that if we didn’t provide those services, we
would be a subcontractor to the company that did. To
differentiate yourself and show that your offerings are
not just commodities, you need direct dialogue with top
management. Since I became CEO, Sodexo has entered
into global, multiyear deals with multinationals such as
GlaxoSmithKline and Unilever. My colleagues and I visit
their headquarters regularly to learn how we can help
them improve the productivity and motivation of their
employees.

How can we motivate her to work quickly and with a smile?
To begin with, we usually offer above-average benefits for
that position. And we try to help her with the challenges
of everyday life, perhaps by finding her a lawyer if she
needs one, or someone to advise her about managing her
finances.
We also invest a lot in training our people so that they’ll
have opportunities. And we offer career paths inside
the company. We want people to learn and grow with
us because that means we, too, will benefit from our
investment. A good example is in China, where frontline
employee turnover has dropped from 200% a year to 50%.
Many of our managers begin at the bottom. One of our top
female executives in the U.S.—where we have a €6 billion
business—started out 18 years ago as a waitress for one of
our clients. I could cite many other examples from around
the world.
Managing Sodexo is a challenge that’s both big and
quotidian. We employ more than 400,000 people at about
33,000 sites in 80 countries. Yes, we can promote best
practices, processes, and protocols—but the real magic
is having employees who understand that their jobs are
about improving the quality of people’s lives and managers
who understand that the quality of our employees’ lives is
part of that value proposition. That’s why Sodexo stands
out in an industry that has traditionally competed fiercely
on costs.

- Newsflash -

Sodexo News
In December 2013, Sodexo won
the prestigious Asset Management
Achievement Award, given by the
Institute of Asset Management to
recognize excellence in the management
of physical assets and infrastructure.
Sodexo is the first outsourcing company
to win this award.

In February, 2015, Sodexo has been ranked,
for the eighth consecutive year, as the
best-performing company for Economic,
Social and Environmental performance in
the benchmark RobecoSAM ‘Sustainability
Yearbook 2015’ as Industry Leader and
Gold Class.

In January, 2015, Sodexo was awarded
by Huangpu Disabled People Union,
Shanghai, as a disability-inclusive
company. It’s to show appreciation
for Sodexo’s contribution to provide
equal job opportunities and improve
the quality of life for disabled people,
as well as to create good social and
economic values.

In January, 2015, Huangshi Central
Hospital, a 3A public hospital in the city of
Huangshi, Hubei Province in central China,
announced recently to entrust Sodexo as
its foodservice partner to provide nutrient
meals for in-patients and healthcare
professionals.
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- Newsflash -

Key Indicators
Human Resources
Effective from March 1, 2015, the monthly minimum
wage in Shenzhen was increased from RMB 1,808 to
RMB 2,030, reflecting an increase of 12.2%.

Effective from April 1, 2015, the monthly minimum wage
in Beijing was raised from RMB 1,560 to RMB 1,720 with
an increase of RMB 160, reflecting an increase of 10.3%.

Effective from May 1, 2015, the monthly minimum wage
in Guangzhou was raised from RMB 1,550 to RMB 1,895,
reflecting an increase of 22.2%.

Consumer Price Index
+1.4% year-on-year growth in February, 2015

+2.4% year-on-year growth in December
2014 (grain +3.0%, egg +14.0%, fruit +10.4%,
+marine products 2.4%)
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