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COVER STORY 

LESSONS FROM THE LOCKDOWN

AS THE SPREAD OF THE PANDEMIC LED TO THE SHUTDOWN OF THE ECONOMY

IN POLAND, AMCHAM.PL QUARTERLY CONTACTED SEVERAL MEMBER 

COMPANIES TO LEARN WHAT LESSONS THEY HAVE DRAWN FROM THE LOCK-

DOWN AND THE SUBSEQUENT CHANGE IN MARKET CONDITIONS. IN THIS 

DISPATCH WE LOOK AT SOME NEW TRENDS AT THE LABOR MARKET AND IN

CONSUMER ATTITUDES AS SEEN BY TOMASZ WALENCZAK, DIRECTOR AT 

MANPOWER GROUP IN POLAND.
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AMERICAN COMPANIES TRANSITIONED SMOOTHLY INTO

WORKING FROM HOME, CONTINUE TO ADAPT TO THE

CHANGING SITUATION, AND HAVE IDENTIFIED TRENDS OF

STRATEGIC IMPORTANCE TO BUSINESSES. 
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LASTING TRENDS 
THE PANDEMIC HAS FUELED STRONG TRENDS IN LABOR 

MANAGEMENT AND CONSUMER PREFERENCES, SOME OF WHICH
MAY BE GAME CHANGERS.

As the pandemic stroke in March hundred

thousands office workers remained home

in Poland and continued to deliver work

for their companies through work-from-

home IT solutions, collectively known as

the home office. The new way of keeping

organisations together not only increased

workers’ safety against the pandemic but

also  considerably lowered the running

costs of organisations. As companies had

their people work from home, their run-

ning costs dropped opening possibilities

for allocating the saved money for other

essential investments. A white-goods com-

pany, which before the pandemic had

plans to extend their office space to man

the customer service department, later re-

alised that customer service may be as

well delivered by people working from

their homes. Instead of leasing more of-

fice space the company decided to spend

the money on a “buffer” warehouse,

which was operationally essential to have

as the pandemic had been disrupting

global supply chains. 

Over time, business organizations noticed

that work completed from home was simi-

lar in quality and timeliness to work their

employees had done at the office before

the pandemic. As a result, many companies

began to design strategies for optimal use

of the two work locations. Some were very

enthusiastic and declared plans to bring

back over 90 percent of employees who

had worked in the office before the pan-

demic. Others discussed plans for rotating

employees between home and the office.

According to Tomasz Walenczak, Director at

ManpowerGroup, companies deciding how

and where their employees work should

consider several factors critical for the com-

pany’s development strategies. “What

seems a simple thing—working from

home—is a more complex phenomenon

than it seems,” Walenczak said. 

INTEGRITY

The integrity of the company’s people is a

key aspect in managing groups of work-

ers and assigning them ambitious tasks.

If a company decides to use the home of-

fice for a long time, it also has to develop

online integration programs. These pro-

grams can include “morning coffees” in

which all home office workers meet on-

line from their kitchens and chat, or on-

line yoga meetings in which the staff do

some physical exercises from their living

rooms, chatting and having fun. The list

of activities that can be used for such on-

line integration programs is limitless. 

Many companies have made good use of

online communication tools to boost

their workforce’s integrity, launching

programs for their upper management

to meet with their company’s teams on-

line. Seeing CEOs and presidents in their

homes, surrounded by children and pets

who occasionally drop into the picture,

while being briefed about where the firm

is going and how the management sees

the situation, proved very beneficial for
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People like us: With the emergence of videoconferencing, business leaders can now integrate their teams by sharing their homes and family life in
more informal settings.
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team integration. “People who can see

how human and ordinary their bosses are,

develop warm feelings towards them,”

Tomasz Walenczak said. “Online tools

allow business leaders to get closer to

their people.” he added. 

INDIVIDUAL DEVELOPMENT

Along with integrating teams, business or-

ganizations also need to help develop

their individual workers’ “transferable

skills,” also called “soft-skills. These skills

make people better workers and man-

agers, regardless of the specifics of the

business. Decision-making skills are valu-

able in any type of trade. Digital and inter-

personal competencies are of growing

importance, especially during this eco-

nomic and pandemic crisis when em-

ployee engagement and motivation are

essential. 

What is more, different strategies are nec-

essary with teams comprised of young

people compared to older and more expe-

rienced teams. People who have been

working with the same standards for the

last 15-20 years will be more heavily im-

pacted by the transition to the home of-

fice than their younger peers already

familiar with the IT world. “Each organiza-

tion has to find its own method, because

there is no golden rule in this area,”

Tomasz Walenczak said.

TAKING CARE OF PEOPLE

The pandemic has been a game-changer in

many areas, not least in interpersonal re-

lations. As the pandemic spread across

the country, more and more people began

to fear that they or their family and loved

ones would contract the virus. Companies

responded by developing programs in

which managers meet employees online

and discuss their problems and feelings. 

“In every walk of life and in every trade

and business category, people need to

identify with others who represent val-

ues,” Walenczak said. “Talking about val-

ues without putting them into practice is

just empty words. When people see that

the organizations they belong to really

care and want to help them, they know

they belong to strong organizations, and

this realization builds confidence in their

firms and leadership.”

THE OFFICE IS HERE TO STAY

According to Tomasz Walenczak, although

the home office has proven effective in

many ways, companies should not confine

too many people to their homes for too

long. Face-to-face meetings and human in-

teraction are all necessary. Teamwork is

beneficial for building morale and cama-

raderie, and technology will not change

this. 

This is why Walenczak believes that the

pandemic will not eliminate the office

from the corporate floor plan in Poland.

Cost aspects have become even more crit-

ical than before the pandemic-related cri-

sis, and many companies looking for

cost-efficient opportunities are eyeing

Poland as a new location for their shared

services centers and outsourcing. “The of-

fice market is already recovering as new

tenants look for lease opportunities,” Wa-

lenczak said. 

OTHER TRENDS

The emergence of the home office phe-

nomenon signaled just one market trend

that had been present before and

strengthened during the pandemic. 

Other trends include the growing demand

for IT specialists, software developers,

and computer system experts. They are

sought after by companies who plan to

develop their home offices and by those

increasing their investments in digitization

of their businesses, including e-commerce,

B2B channels, and Industry 4.0 tools. 

While e-commerce and B2B platforms

have already taken off, it will take longer,

perhaps until 2022, before a significant in-

vestment rush is recorded for Industry 4.0

solutions. An increasing number of com-

panies are considering investing in robots

and customized production lines, but

those investments are expensive. It is cur-

rently difficult for many companies to al-

locate significant investment

expenditures for 2021 when there are so

many economic uncertainties and ques-

tion marks regarding the anticipated mar-

ket recovery. Many companies will

continue to rely on human workers as the

economic crisis puts downward pressure

on salaries. Flexible forms of employment,

such as temporary work, will become

more popular as businesses strive to opti-

mize their operating costs. 

GLOBAL VS LOCAL

The pandemic has also impacted con-

sumer attitudes that had taken root well

before the pandemic but now are about

to blossom. 

People who have been confined to their

homes with limited outdoor activities as

well as those worried about their health

during the pandemic are now more inter-

ested in healthy living and lifestyles. The

pandemic has prompted customers to

seek out natural health products and pri-

oritize local producers over big enter-

prises. Local trade and craft, and

convenience stores cooperating with

them, are now on customers’ radars. 

Such trends have been seen all across Eu-

rope and are taking root slowly in Poland

because the Polish economy is strongly

connected with the global economy. Yet,

as Tomasz Walenczak noted, “Polish con-

sumers are increasingly aware of what

they want to buy and why, and they want

to feel good because of what they buy.”

Think local: The pandemic has led customers to pay more attention to their surroundings and dis-
cover businesses in their neighborhood. 

FLEXIBLE FORMS OF EMPLOYMENT, SUCH AS
TEMPORARY WORK, ARE BECOMING INCREAS-

INGLY POPULAR AS COMPANIES OPTIMIZE THEIR
RUNNING COSTS. 
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