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FOrEwOrD
THE anaTOmy OF a GamE CHanGEr 
 
THE sEarCH Is On: FOr rEaL susTaInabLE GrOwTH, anD suCCEss, wE nEED  
PEOPLE wHOsE InsIGHTs, vIsIOns anD aCTIOns rEaLLy CHanGE THInGs.  
THEy arE mOrE THan sImPLy HIGH FLyErs FrOm THE TaLEnT GrOuP. THEy  
arE nOT jusT DIsruPTIvE EITHEr. THEy sEEm TO bE DIFFErEnT. THEy arE  
CaLLED GamE CHanGErs.

COnTEnTs

All organisations seek out highly talented 
people who ensure the (longer term)  
success of the company. The question is,  
how to define that relatively small group  
of identifiable people whose motivation  
and talent lead them to become and stay 
‘Game Changers’.  

Game Changers often have a reputation  
for being difficult, as they keep challenging  
how things are done. Many leave organisations 
out of pure frustration at the resistance to 
their ideas.  

Their biography often offers some clues 
as to what drives them. What is often the 
case is their history of ‘differentness’, or 
‘discontinuity’. They often don’t fit in very  
well, but when the corporate culture is  
right they thrive: and so does the company.
So how to spot a Game Changer? They  
seem to have lots of characteristics: creative 
and quirky; ambitious and a go-getter; 
focused and resilient; bright and have vision. 
 
A london based firm, eg.1, approached Dr 
John Mervyn-Smith, an old friend and widely 
respected consultant to lead this research.  
They found two factors or dimensions which 
characterise these people. What is interesting 
from a psychological perspective is that  
they don’t often seem to ‘go together’. 

THE DIMENsIONs ArE:
 
Imaginativeness: This is associated with 
creative thinking, but in very applied  
settings. It is associated with the desire  
to ‘do things differently’; invent products  
and systems which are more efficient; and  
an interest in how technology can be used  
to solve current problems. It is at the heart  
of innovation and divergent thinking. But  
this is ‘scientific’ not ‘artistic’ creativity,  
which is often problem oriented. 

 

 

Productive Obsessionality: This is associated 
with an ability to become highly focused on 
work related issues. It is not associated with 
compulsivity and related disorders (OCD)  
but very clear focus and dedication to solving 
problems, a trait often observed in inventors. 
It is about getting ‘in the flow’ and having 
a healthy, all absorbing passion. It is about 
‘getting it right’, making it more efficient, 
cheaper and user friendly. 

Imaginativeness and creativity are often 
associated with being difficult and unreliable. 
Equally, obsessionality is often associated 
with self-defeating compulsive behaviours. 
So, to be both original and dedicated to a 
practical outcome in business is indeed rare. 

The team have come up with an unusual and 
unique test – The GC Index – which identifies 
preferences on these dimensions. people who 
have done it are seriously impressed. It is for 
many an ‘aha’ experience which helps them 
understand themselves and others. It describes 
and explains the behaviour of others at work. 

At a glance the key behaviours of a Game 
Changer may seem quite common, but it’s  
the combination of these characteristics  
and their ‘obsessive imagination’ that makes 
them so difficult to spot and unleash within 
the corporate world. 

There is no doubt that this instrument can 
support the corporate task of identifying, 
retaining and getting the best from Game 
Changers within the context of game-changing 
teams – the subject of this research.

PrOF. ADrIAN FurNHAM    

D.phil (Oxon)  D.Sc (lond)  D.litt (Natal)  FBpsS  FAcSS
professor of psychology, University College london, 
london, Uk. Adjunct professor of Management, BI: 
Norwegian School of Management, Oslo, Norway. Honorary 
professor of psychology, University of kwaZulu-Natal, 
South Africa.
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In 2015, we published The DNA of a Game Changer study.  
This focused on the premise that organisations are neglecting 
a special group of talent, which has the potential to ‘change 
landscapes’ in their world and for those around them. 

This 2016 study, The DNA of a Game-Changing Team,  
focuses on how to get the best out of Game Changers  
within organisational settings. 

We know that Game Changers are fundamentally different 
from ‘High potentials’ and ‘Traditional leaders’ and are  
difficult to define with traditional talent frameworks.  
Our 2015 study identified the characteristics of the  
Game Changer: they have an uncommon combination  
of obsession and imagination that often leaves them  
being referred to as ‘eccentric’ or ‘difficult’.

However, these are the individuals that business leaders, 
across every industry, are desperately searching for.  
They are the individuals who ensure businesses do more 
than just survive in today’s fast paced digital economy; 
they often have the ability to ‘see around corners’ in  
ways that most of us cannot.
 
But in the modern world of business, it can be hugely 
frustrating, even futile, being an imaginative and innovative 
thinker unless you have a team around you to help achieve  
the possibilities that you see in your world. Transformational 
change, and the success that comes with it, depends  
on game-changing teams.

A good idea is not enough for an organisation to survive.  
In today’s digital world there is the demand to carry on with 
‘business as usual’ while we challenge ourselves to invent, 
implement and execute creative and transformational 
change. 

Internal and external forces influence the life-cycle of 
organisations – their services and products. In order to  
survive and succeed over the long-term, it’s not enough  
to simply look to continuously improve existing products  
and processes. Organisations must consider the challenge  
of re-defining themselves and the ways in which they  
operate in the rapidly evolving global economy.

We know that the key to success is to transform individual 
action into collective power. Nathan Ott, CEO of eg.1,  
sums it up nicely, “not everyone is a Game Changer but 
everyone can make a game-changing contribution.”

naTHan OTT  
CEO, eg.1 business Insight 
and Talent Consultancy

Dr jOHn mErvyn-smITH  
Chartered Psychologist  

bsc, PhD, DipClinPsych, aFbPs

GamE CHanGErs arE THE InDIvIDuaLs wHO  
EnsurE busInEssEs DO mOrE THan jusT  
survIvE; THEy HavE THE unIQuE abILITy TO  
‘sEE arOunD COrnErs’ In ways THaT mOsT  
OF us CannOT.
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For years we have been seduced by the notion 
of personality and the ways in which this shapes 
how people interact with each other in group 
settings. This infatuation with ‘personality’ has 
created a very one dimensional, individualistic, 
hierarchical and elitist view of leadership, which 
is stifling organisational cultures. This view has 
also limited our understanding of talent and 
potential.  

This latest study promotes a multidisciplinary  
view of leadership that creates a team culture 
where everyone can play to their strengths, 
contribute and make an impact. It’s not about 
how many followers you have, but how many 
leaders you can create.
 
 
 

The DNA of a Game-Changing Team 2016, 
delves into the mind of a Game Changer in 
order to really understand what makes them  
tick. It looks at how organisations can get  
the best from Game Changers and how to 
realise their potential within a team context.

Through our research we are starting to 
understand the composition of game-changing 
teams. These game-changing teams are inclusive 
at all levels and enable everyone to ‘potently’ 
contribute to the team and the future direction 
of their organisation. 

› cont’d

Here’s to the crazy ones.  
The misfits.  
The rebels.  
The troublemakers.  
 
The round pegs  
in the square holes.  
The ones who see  
things differently.  
 
They’re not fond of rules.  
And they have no respect  
for the status quo.  
 
you can quote them,  
disagree with them,  
glorify or vilify them.  
 
About the only thing  
you can’t do is ignore  
them. Because they  
change things.  

They push the  
human race forward.  
 
And while some may  
see them as the crazy  
ones, we see genius. 

because the people  
who are crazy enough  
to think they can  
change the world,  
are the ones who do. 

AlMOST 20 yEars On, THIS REpORT WIll SHOW yOU 
HOW TO IDENTIFy, MEASURE, INTEGRATE AND HARNESS 
THE TAlENTS OF GAME CHANGERS THROUGHOUT EVERy 
lEVEl OF yOUR ORGANISATION.

IT’s nOT abOuT  
HOw many  
FOLLOwErs  
yOu HavE,   
buT HOw many 
LEaDErs yOu  
Can CrEaTE.

aPPLE GOT IT rIGHT 
wITH THEIr 1997 
THInk DIFFErEnT 
COmmErCIaL... 
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Many traditional corporate organisations are struggling to 
adapt to the demands of a new world that is rapidly changing 
around them. They are clinging on to the same ideas, talent 
management models, and ways of working with leaders who  
are either oblivious to the current mindset or too frightened  
to instigate change.

Sadly, and all too often, our research suggests that Game 
Changers, the very people with the potential to initiate  
and drive transformational change, are rarely able to make  
their mark in corporate settings.
 
Game-changing is different to innovation. Innovators build  
on what has been done before: the pursuit of excellence  
through continuous improvement and incremental change. 
It’s Game Changers who can help trigger and drive 
transformational change. 

The reality is that many organisations are driving their vision 
through the need for innovation. They often deliver this in  
quite a controlled way, by investing in innovation hubs, labs, 
processes and programmes. 

  OnE OF THE FrusTraTIOns I’vE ExPErIEnCED  
OF THOsE OrGanIsaTIOns THaT say THEy 
wanT GamE CHanGErs, Is THaT THEy jusT 
arEn’T PrEParED TO aLLOw bOunDarIEs  
TO bE PusHED.

GamE CHanGEr, ORGANISATIONAl CHANGE CONSUlTANT
 

leaders need to change the game at every level of the organisation 
and create a ‘safe to fail’ culture, where individuals are recognised 
for the contribution they make. This is where game-changing 
trumps innovation.

InnOvaTIOn  
vErsus 
GamE -
CHanGInG

THIs mEans CrEaTInG a ‘saFE TO FaIL’ 
CuLTurE wHErE InDIvIDuaLs arE 
rECOGnIsED FOr THE COnTrIbuTIOn 
THEy makE.

GamE CHanGEr AND CONSUlTANT

08 09



Find me a 
Game Changer!

CEO | G. CHANGER

EXIT
Why are 
you leaving?

CEO | G. CHANGER

CONTINUOUS 
IMPROVEMENT

GAME 
CHANGING

1110
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This study helps us understand why Game Changers 
often find it difficult to survive and thrive in traditional 
corporate organisations. Many organisations struggle 
to retain Game Changers or realise their full potential.

Our research finds that the large majority of Game 
Changers opt out of corporate life. Over three-quarters 
of individuals with strong game-changing inclinations 
(scoring 8, 9 or 10 on a 10 point scale) report that 
they work for themselves or in a small organisation.

I HavE aLways bEEn CaLLED ‘DIsruPTIvE’, FrOm 
sCHOOL THrOuGH TO my wOrkInG LIFE. I FInD THE 
‘DIsruPTIvE’ mOnIkEr vEry nEGaTIvE anD nOT 
sOmETHInG I Can rELaTE TO. THIs GamE CHanGEr 
mOvEmEnT Has answErED many QuEsTIOns THaT  
I HavE wrEsTLED wITH abOuT mysELF anD HOw  
I Can ImPaCT a TEam Or OrGanIsaTIOn.

In THE mInD 
OF a GamE 
CHanGEr

GamE CHanGEr, TElECOMS SECTOR

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016
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7 8+

I don’t feel constrained by bureaucracy

My manager takes me seriously 
and is prepared to back me

HIGH TRUTH BUT LOW
IMPORTANCE TO ME

PEOPLE WITH MODERATE 
GAME-CHANGING INCLINATIONS

PEOPLE WITH STRONG 
GAME-CHANGING INCLINATIONS

My willingness to try and fail 
is greater than colleagues 

My persistence and tenacity 
can alienate people

HIGH TRUTH BUT LOW
IMPORTANCE TO ME

I don’t feel constrained by bureaucracy

My manager takes me seriously 
and is prepared to back me

I feel in tune with organisational culture

I feel free to express myself

I feel that I belong in my current role

HIGH IMPORTANCE 
TO ME BUT LOW TRUTH 

14

100 game-changing individuals (scoring 8, 9  
or 10 on a 10 point scale) were asked to rate a 
series of questions on the scale of ‘how true’ and 
‘how important’ they were for them. The image 
below presents those questions that produced 
statistically significant differences (P<=0.05).

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016

Our research is helping us to understand 
why people with very strong game-changing 
inclinations walk away from traditional 
corporate organisations or are unable  
to fulfil their potential in this environment.  
The image below shows that individuals  
with strong game-changing inclinations 
(levels 8, 9 and 10) feel constrained by 
bureaucracy, they don’t feel management 
takes them seriously, nor do they feel free  
to express themselves – all of which is  
very important to them. 

The data shows that individuals with very 
strong game-changing inclinations have a 
strong drive for expression, even at the risk 
of failure. They are also aware that this drive  
can alienate others but that is less important 
than trying; they are prepared to take that 
particular risk.

It is these capabilities which often underpin 
creative and successful start-up businesses, 
facilitate growth and development, and 
drive transformational change. It’s these 
capabilities that CEOs are in search of in 
order to succeed in today’s fast paced  
digital world.

wHy DO  
GamE  
CHanGErs 
CHOOsE  
TO waLk  
away FrOm  
COrPOraTE 
LIFE? 

We identified the challenges Game Changers face in traditional 
corporate organisations through a series of in-depth interviews 
and quantitative research (see methodology, on page 30, for more information). 

15
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I LOsT HEarT anD FELT CLausTrOPHObIC, sO I 
LEFT COrPOraTE LIFE anD sET uP On my Own. 
THErE was TOO muCH rED TaPE, TOO many 
barrIErs anD TOO many PEOPLE rEaDy TO 
DIsmIss my IDEas wITHOuT LIsTEnInG TO THEm. 

GamE CHanGEr AND ENTrEPrENEur 

17
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What matters to  
these individuals? 

What  
motivates  
them? 

The work cultures within 
which they were most likely 
to thrive and, therefore, 
what do corporates need  
to do to nurture and get  
the best from them?

What, in this regard, 
do they have in  
common?

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016

Through our study of over one hundred 
Game Changers, one thing is very clear 
– it is this intense and rare combination 
of imagination and obsession that can 
make Game Changers difficult to work 
with. Change for many, at the best of 
times, provokes anxiety. Radical change, 
driven by intense people who care little 
for conformity, will often be met with 
resistance.

 

Dr john mervyn-smith, a psychologist 
with clinical training and extensive 
experience in corporate talent assessment 
and development, has been involved 
with our research from the outset. With 
Game Changers identified, he invited  
a number of them to ‘take to the couch’, 
in order to help him understand just what 
it is that makes Game Changers ‘tick’.

GamE  
CHanGErs  
aT wOrk

01. GamE CHanGErs arE  
nOT DrIvEn by HIErarCHy  
anD arE sTIFLED by  
arbITrary ruLEs

GamE CHanGEr TEnDEnCIEs

Our data suggests that the stronger the game-
changing inclination the less likely they are 
to conform to arbitrary rules. They will only 
conform to rules if they make sense to them.

Game Changers are not bothered about  
status or climbing the corporate ladder.  
This is why organisations find it so difficult  
to identify and retain Game Changers  
within their traditional structures.

The hierarchical structure of the traditional 
corporate ladder controls whose ideas matter  
and defines career success as climbing to the top.

This one-size-fits-all approach won’t work for  
Game Changers – corporate metrics, reward  
and recognition, need rethinking.

Follow the same old process and the needle  
will never shift – we will simply continue to  
hire people because they are different and  
then fire them because they are not the same.

We need to start looking at what people  
do and can do, rather than simply relying  
on what they have done before.

HOw OrGanIsaTIOns nEED TO rEsPOnD

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016

wE DIDn’T HavE any HarD anD FasT ruLEs In 
Our FamILy. THE OnLy ruLEs wE HaD wErE TO 
HavE GOOD mannErs anD bE COnsIDEraTE. 

wE wErE ParTICuLarLy InTErEsTED In:

GamE CHanGEr IN lOCAl GOVERNMENT 
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THEy SAID THEy WANTED SOMEONE WHO WAS 
CREATIVE AND COUlD DRIVE INNOVATION.  
I qUICkly REAlISED THIS WAS NOT THE CASE 
- THE BOARD JUST WANTED US TO DO AS WE 
WERE TOlD. BUT THIS WAS HAVING NO IMpACT  
SO I HAD TO lEAVE.

GamE CHanGEr TEnDEnCIEs

GamE CHanGEr TEnDEnCIEs

GamE CHanGEr TEnDEnCIEs

GamE CHanGEr TEnDEnCIEs

Our research shows Game Changers are 
naturally obsessive and as a consequence  
are often seen by others as being tenacious  
and persistent. 

Other people see them as being difficult 
because they repeatedly challenge how  
things are done.

This is largely due to their focus and desire  
to see an idea become reality, which could 
transform the future.

Our initial study, The DNA of a Game Changer, 
showed that Game Changers are described  
by others as highly obsessive. Our current 
findings also show that this is the way that  
Game Changers see themselves. More specifically, 
97% of those individuals with strong game-
changing inclinations agreed with the statement: 
‘Once I decide to do something I do not give 
up on it’.

As a result others often see Game Changers  
as frustrating – they are constantly trying to 
change something but others don’t understand 
why it needs to change.

Game Changers are not afraid of failure because 
they seem to have an inherent belief in their 
ability to survive.

They are more prepared to take on things that 
others would deem as risky. Game Changers  
do not see the same risks as the rest of us. 

As a result they are often referred to as disruptive. 
But they are the very people who have the potential 
to transform the future – Game Changers realise 
things that most other people would not dare  
to even try.

It’s clear from our in-depth interviews with 
Game Changers that they are different to 
Strategists. They are often described as being 
able to ‘see around corners’ unlike traditional 
Strategists (see page 25) who follow patterns 
in a more linear way, a way in which the past  
is presumed to predict the future.

Game Changers ask “why not?” Their view  
on the world doesn’t necessarily value the  
tried and tested and isn’t constrained by 
received wisdom. 
 

Make sure other team members understand  
the contribution that Game Changers can  
make and their way of working.

Try to ensure a play Maker is working closely  
with your Game Changers (see page 26 –  
the importance of the play Makers) – play 
Makers derive satisfaction from getting  
the very best from others and can help 
create game-changing teams.

Give Game Changers an opportunity  
to share their ideas and explore them.

Managers need to be given the freedom to  
allow their Game Changers to fail – seeing 
failure as a stepping stone to success, not  
a terminal event.

Senior executives need to change elements 
of organisational culture to facilitate game-
changing individuals and this means making 
sure there is a ‘safe to fail’ culture rather  
than one that is ‘fail-safe’. 

This will facilitate a safe environment for  
them to experiment and push boundaries 
without having a negative impact on 
themselves and others.

It’s important to remain flexible when it comes  
to Game Changers.

The challenge and need for businesses is to  
be clear about a Game Changer’s talents and  
to focus those talents in a way that brings  
the best return.

There is anecdotal evidence from our study 
to suggest some very astute senior managers 
have ‘exploited’ the talents of Game Changers 
to great effect.

 

HOw OrGanIsaTIOns nEED TO rEsPOnD

HOw OrGanIsaTIOns nEED TO rEsPOnD

HOw OrGanIsaTIOns nEED TO rEsPOnD

HOw OrGanIsaTIOns nEED TO rEsPOnD

02. GamE CHanGErs  
aLIEnaTE PEOPLE

04. GamE CHanGErs  
arE ObsEssIvE

03. GamE CHanGErs  
sEE DIFFErEnT rIsks

05. GamE CHanGErs  
sEE arOunD COrnErs 

GamE CHanGEr, DIRECTOR (NOW IN A SMAll BUSINESS)  

BEING A GAME CHANGER CAN BE A lONEly plACE.  
I OFTEN FElT OUT OF plACE – lIkE I WAS BEING 
JUDGED. qUITE OFTEN IT FElT lIkE COllEAGUES  
HAD FORMED AN OpINION OF ME BEFORE THEy’D  
EVEN MET ME.

GamE CHanGEr AND MARkETING EXECUTIVE

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016
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           TASK FOCUSED

    
    

     
IDEA FOCUSED

THE
PLAY MAKER

ORCHESTRATES 
THE FUTURE

THE
STRATEGIST
SEES THE FUTURE

THE
GAME CHANGER

TRANSFORMS THE FUTURE

THE
IMPLEMENTER
BUILDS THE FUTURE

THE
POLISHER

CREATES A FUTURE 
TO BE PROUD OF

It is clear that in order to achieve a game-
changing team, the view on leadership  
needs to be flexible; it needs to respond  
to the demands of a situation.  
 
The message is a simple one: leadership  
is not a one-dimensional set of behaviours.

The reality in the modern workplace is that 
long term business success is not down to 
one person with one idea – it’s a team effort. 
While Game Changers are important, so too 
is the team around them; it is the whole team 
that makes things happen and ensures the 
symbiotic relationship between ‘business  
as usual’ and ‘transformational change’.

CrEaTInG  
a GamE- 
CHanGInG  
TEam
The message is a simple one: leadership  
is not a one-dimensional set of behaviours.  

The GC Index is the first tool to facilitate 
game-changing teams and cultures.

This team will vary, depending on the 
objective, but the key roles defined and 
measured by The GC Index, mentioned  
on the adjacent page, are:  
 

• THE sTraTEGIsT 
• THE GamE CHanGEr
• THE PLay makEr
• THE ImPLEmEnTEr
• THE POLIsHEr 

 
Historically, our view of leadership has been  
a set of largely homogenous definitions of 
‘high potentials’ and the ‘ideal leader’. Each  
of the above roles will lead in different ways 
and provide a truly multi-dimensional view  
of leadership for the modern world of work.
 

THE  
GC InDEx  
rOLEs

The GC Index measures an individual’s 
preference when it comes to making 
contributions and having an impact  
within a group. 

It describes their preferred approach to 
leading, influencing and getting things 
done within organisations and teams.

The GC Index focuses on impact regardless 
of gender, personality, race, age or level 
within an organisation.

www.thegcindex.com 

nOT EvEryOnE Can bE a GamE CHanGEr 
buT EvEryOnE Can makE a GamE-CHanGInG 
COnTrIbuTIOn. 
naTHan OTT CEO, eg.1 

To find out more visit:

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016



    

people all too rarely know what to expect from each other. In any relationship,  
unrealistic expectations are most likely to lead to disappointment and a sense  
of being let down.
 
Organisations we are working with are using The GC Index to form game- 
changing teams. This new organometric defines an individual’s contribution  
and impact at work and, therefore, predicts what they will actually do in  
any given situation. It provides a useful framework for thinking about:

CrEaTInG  
rEaLIsTIC  
ExPECTaTIOns

sTraTEGIsTs –  
sEE THE FuTurE  
 
Strategists are ‘big picture thinkers’ who, at their best, see and analyse  
patterns and trends in their world. They have an ability to ‘see’ where  
events are taking us and how to respond to that prediction of how 
things will develop. 

They will enthuse and influence others with new, creative and innovative  
approaches to doing things. They will have the business acumen and  
analytical skills to convert ideas into commercially focused strategies.

wHy arE wE DOInG IT anD HOw arE wE DOInG IT?  

GamE CHanGErs –  
TransFOrm THE FuTurE 
 

Game Changers are individuals characterised by an obsessive imagination 
that is not constrained by traditional ways of doing things – or by what  
they see as arbitrary rules and expectations.

They see possibilities and ways of doing things that others don’t. They 
have a way of imagining how things could be, and when they become 
obsessed with an idea, they see how things should be. Their contribution 
to an organisation is radical rather than an incremental change.

IT’s nOT abOuT rEInvEnTInG THE wHEEL, IT’s abOuT FInDInG 
sOmETHInG TO rEPLaCE THE wHEEL.

 
PLay makErs –  
OrCHEsTraTE THE FuTurE 
 

play Makers are at their best when they are getting things done through  
others, they are the facilitators and orchestrators within a team. At heart,  
their philosophy is: ‘Get the relationships right and things will get done.’

They are natural managers and leaders – they know what needs  
to be done and bring focus and direction to activity. 

IT’s aLL abOuT COLLabOraTIOn – POOLInG THE rIGHT  
PEOPLE, TO THE rIGHT PLaCE, aT THE rIGHT TImE. 
 
 
ImPLEmEnTErs –  
buILD THE FuTurE 

Implementers have a strong drive to achieve. At their best, they  
can be relied upon to deliver. They are often seen as conscientious,  
‘a safe pair of hands’.

They are typically high energy, action and outcome focused.  
They will get things done and demonstrate a resilience to setbacks. 

IT’s abOuT GETTInG THE jOb DOnE sO THaT wE Can mOvE  
OnTO THE nExT PrOjECT.

 
POLIsHErs –  
CrEaTE a FuTurE TO bE PrOuD OF  

polishers are rarely satisfied. They assume that things can always be 
improved and channel this optimistic drive into continuous improvements, 
innovations and the pursuit of excellence and perfection. 

They can take products, processes and procedures with patience  
for incremental change, and constantly seek to improve them.

IF a jOb Is wOrTH DOInG IT Is wOrTH DOInG PrOPErLy.

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016

Game Changers have the potential to really motivate 
and inspire others while displaying incredible work ethic  
and dedication: But only when others understand how 
and what they can contribute.

24 25

• what we can expect of people  
 at work. 

• what we can trust them to do  
 – and not to do. 
 
• It gives managers a very clear    
 understanding of the people    
 in their teams; they will know    
 what to expect of them, what  
 to ask of them and how to    
 ‘stretch’ them. 

THE Dna OF a GamE-CHanGInG TEam rEPOrT 2016
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leaders and managers invest a huge amount of time 
trying to create high performing teams. Our research 
suggests a powerful approach to doing just this.

THE ImPOrTanCE OF THE PLay makErs 

Whilst all five roles, highlighted on page 25, are of 
equal importance within organisations, it’s the play 
Maker who can really help create game-changing teams. 

play Makers make it their job to get to know people 
and engage them. By their nature they have an ability 
to understand how different people can contribute.  
They tend to be open to game-changing ideas and 
know how to get other people on board.
 
 
 

Their focus will be as much upon building effective 
relationships as it is getting the task done. They are  
the individuals who get the very best from teams.

However, traditional corporate culture means  
play Makers are rarely rewarded or recognised  
until they have ‘earned their stripes’ and moved  
up the corporate ladder.

As a result many play Makers go unnoticed.  
But they are the very people who create these  
game-changing teams – they are the people  
who do focus on contribution.

 

PLayInG TO  
PEOPLE’s  
sTrEnGTHs  
wITHIn  
GamE- 
CHanGInG  
TEams…

Self esteem, confidence and belonging come 
from doing not being. We are at our best as 
‘human doings’ when we have a clear role and 
task that plays to our strengths. When we can 
make an impact and play to our strengths, we 
can feel potent in how we contribute to a team.

my bOss was amaZInG - sHE PuT mE FOrwarD 
TO wOrk On InTErEsTInG PrOjECTs anD knEw 
ExaCTLy wHErE I COuLD aDD vaLuE. sHE GavE mE 
THE FrEEDOm TO wOrk HOw I wanTED anD DIDn’T 
sTIFLE mE wITH unnECEssary QuEsTIOns.

Dr jOHn mErvyn-smITH

GamE CHanGEr, pROFESSIONAl SERVICES pARTNERSHIp
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nOT EvEryOnE  
Can bE a GamE 
CHanGEr buT 
EvEryOnE Can  
makE a GamE- 
CHanGInG ImPaCT. 

sIx CrITICaL sTEPs TO CrEaTE  
GamE-CHanGInG TEams anD CuLTurEs.

OnE: FOCus ON 
CONTrIBuTION 

We need to do more than focusing 
solely on past experience and who 
is ‘available’ to work on a project. 
Instead, we should focus on the  
real contribution that individuals  
can make – focus on who is ‘best’.

By understanding what each person 
can contribute to their team, project 
and to the wider organisation, leaders 
are far more likely to create a game-
changing culture. 

TwO: IDENTIFy yOur 
GAME-CHANGING 
TAlENT  

In a world where today’s employee 
can be tomorrow’s competitor, 
identifying and embracing Game 
Changers is critical to long-term 
business performance. The GC Index 
is a new organometric, which enables 
organisations to identify their Game 
Changers. 

Companies are using The GC Index to 
better understand the profile of their 
organisation and teams. It helps them 
maximise the contribution individuals 
can make at all levels and to ensure 
they create game-changing teams.  

 

 
 
 
 
 
 
 
 
 
 

THrEE: HElP GAME  
CHANGErs TO DEvElOP 
COrPOrATE skIlls 

Most Game Changers find it difficult 
to navigate their way around a 
traditional corporate organisation. 
As a result they are often seen as 
dysfunctional or slightly awkward. 

It’s important to help Game Changers 
understand the contribution other 
people make, and how others can  
help realise their game-changing idea.

By helping them recognise that some 
people will find their game-changing 
nature unsettling at times, and by 
giving them the tools to influence 
other people, they are far more likely 
to be able to make a positive game-
changing contribution.
 
FOur: CrEATE A GAME 
CHANGEr COHOrT

Our research suggests Game Changers 
appear to naturally group together – 
by doing so they are able to express 
themselves freely and often more 
likely to realise their potential. There 
are lots of examples of this, whether 
it is in Silicon Valley, artists in paris, 
or Fintech hubs in global financial 
districts. 

Giving Game Changers a space to 
work together can promote both 
knowledge transfer and retention,  
in addition to increasing commitment 
and engagement through valued 
interpersonal connections.

 

 
 
 
 

 

FIvE: FOCus ON 
CulTurE CHANGE – 
EDuCATE MANAGErs 
 
A fifth priority for organisations 
is to acknowledge that without 
changing the attitudes of managers 
and leaders, the engrained culture 
will continue to undermine progress 
towards achieving a game-changing 
culture. 

We need to educate managers  
so that they understand the 
importance of game-changing  
talent and how to manage Game 
Changers. We also need to get  
them to start shifting their mindsets 
and put contribution and impact  
at the heart of their talent decisions. 
This focus on contribution will break 
down any inherent ‘unconscious 
bias’ and move managers out of  
the ‘fail safe zone’ to one where 
firstly they themselves feel ‘safe  
to fail’.

sIx: FIND A GAME  
CHANGEr CHAMPION
 
Creating a game-changing culture 
requires an element of risk and 
therefore it’s important to have a 
Game Changer champion at the top.

It really needs someone on the Board 
who understands Game Changers  
and what is required to ensure they 
deliver value. 

Ground breaking creativity and 
innovation may lie with one individual. 
but it’s only a game-changing team 
that can achieve step change innovation 
and transformation that has longevity.

COnCLusIOn:

#CHanGETHEGamE
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This study was commissioned by eg.1 (www.eg.1.co.uk), 
the business insight and talent consultancy, dedicated  
to elevating organisations through game-changing  
data and people.

Detailed insights were obtained through The GC Index 
and its focus on specific aspects of human behaviour.  
It measures the real and potential contribution of 
individuals across entire organisations.

This contains thousands of data points from individuals 
worldwide, allowing us to make statistically driven 
observations about the characteristics possessed  
by strong Game Changers and their team members. 

We compared over one hundred individuals with strong 
game-changing inclinations with our broader database 
of individuals to understand how their inclination to 
contribute to teams, organisations and society, differs  
to others. 

Additional insight was gathered, via in-depth qualitative 
interviews, with around 50 individuals with very strong 
game-changing inclinations, to help build a better 
picture of how they can realise their potential. 
 

mETHODOLOGy THanks

We would like to thank all the companies  
and individuals who have contributed to  
this research and our Game Changer 
movement. These include all: 

The strategists who help us to consider all 
the possibilities, anticipate the challenges, 
and formulate the plans for how we can  
move ahead. 
 
The Polishers who continually review what’s 
being done, to look for ways to make things 
better and move us all a step closer to 
perfection.
 
The Game Changers who have the unique 
ability to see around corners, transform  
the way we do things and take us to places 
we hadn’t deemed possible.
 
The Implementers who transform innovative 
ideas into immediate action and ensure  
that we actually get things done.
 
The Play makers who focus on our collective 
impact, help us to pull the right teams together 
and ensure there are no fights along the way. 

We would also like to give a special thanks to 
prof. Adrian Furnham and his team who have 
worked very hard to help develop The GC Index. 
We must not forget Gemma Roszkowski from 
Hidden Gem Design (www.hiddengemdesign.
com) and Emma price at Be Heard Media (www.
beheardmedia.co.uk) the driving forces behind 
this report and without whom, this report would 
not have been possible.

Thank you.
www.eg1.co.uk

   



 
 

abOuT eg.1 anD THE GC InDEx
 
eg.1 is a business insight and talent consultancy 
dedicated to elevating organisations through  
the provision of game-changing data and people.

We work globally with organisations when they 
want to scale, make a strategic step change or 
simply disrupt the status quo.

Our methodology encompasses the acquisition 
of game-changing people, teams and companies 
underpinned by bespoke market intelligence  
and talent frameworks.

We have developed the first organometric, 
The GC Index, to identify organisational Game 
Changers and create game-changing teams. 
leaders use it to assess the contribution and 
impact of all individuals across their entire 
organisations.

wHaT wE bELIEvE:
Game-changing organisations are not driven  
by mediocre individuals.

wHaT wE PrOPOsE:
To elevate organisations through the provision  
of game-changing data and people.

FOr mOrE InFOrmaTIOn PLEasE vIsIT:
www.eg1.co.uk
www.thegcindex.com

        @TheGCIndex
        @GameChangerHub 
    


