
HUMAN  
EXPERIENCE

1



DON’T LET WORDS  
GET IN THE WAY
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This document really resonates with us and is designed  
simply as a guide to ustwo to help with things like behavior  
and decision-making within the organisation.

We hope it resonates with you.

Mills & Sinx



CULTURE
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Culture is what we as a community 
value, expressed  through our 
everyday actions
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EASY TO SAY,  
HARD TO DO
It seems everyone is talking about the importance of  
having culture within an organisation or highlighting how  
you can go about manifesting it within a company if it’s  
lacking.

However it’s not quite as simple as that and the reality is  
that having a strong and genuine culture is not something 
that can just be put in place. It takes a shared belief, 
collective focus, hard work and time.

But in this fast-moving digital world where businesses  
tend to focus on short-term results driven by profitability 
and ROI, culture and the time required to  nurture it is 
becoming increasingly scarce within organisations.
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CULTURE IS NOT SOMETHING YOU ‘HAVE’, 
IT’S  SOMETHING YOU ‘DO’

Culture is often described as something intangible that  
exists within the walls of a company.

As it’s made up of the stories, symbols, language,  
experiences, learning, principles and beliefs in an  
organisation - it can be hard to define.

But to us it’s pretty straightforward - it’s how we do  
things at ustwo. Culture is what we as a community  
value, expressed through our everyday actions.

In other words, culture is not just something you ‘have’,  
it’s something you ‘do’.

So, what are we actually doing, and what are the key  
aspects of our culture that explain why we do
things the way we do?



THE CORE OF  
OUR CULTURE

1. PURPOSE

2. MISSION

3. VISION

4. VALUES

5. OBJECTIVES

6. MEASURES
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1. PURPOSE



Purpose explains why 
we do what we do



Founded in 2004 by two best friends Mills & Sinx (hence  
the name ‘ustwo’) - we’ve grown to over 170 ustwobies,  
based in London, Malmö, New York, Tokyo and Lisbon.

ustwo may seem like a rather confusing mix of digital  
studio and game studio. But  we're glad it doesn't look 
like just another digital agency from the outside, 
because it doesn’t from the inside either. For us, above 
all else, it’s a place to enjoy what we do together.

Simply put, the heartbeat of our culture is real,  genuine 
friendship. The rest just emerged naturally from there.

FOUNDED ON  
FRIENDSHIP
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THE POWER  OF 
‘FAMPANY’
Our focus has always been on building what we refer to  
as a ‘fampany’ — a company that feels like a family.

Our aim was to build a diverse community of passion. 
We wanted  to bring people together to create magic, not 
only  because it’s better that way - but it’s also a lot more 
fun!

ustwo is all about community and belonging. We’ve  
always believed in a simple notion that if you surround  
yourself with a diverse and talented team of people, who 
learn from  each other, who stand by each other through 
all the successes and failures.

We believe it’s only through the power of a genuine and  
strong community working towards a common goal, that  
we can achieve true transformation for ustwo and our  
partners.
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Mastering and being the best at your craft is as  
important as ever, but the most dynamic companies  
today are also masters of collaboration.

As technology develops, the speed of change and  
resulting complexity increases exponentially, meaning  
knowledge can very quickly be made redundant and  it’s 
impossible for individuals to remain experts.

So as an organisation, how do you make sure you  
remain ahead of the curve? The old ways no longer 
work and  collaboration is the only answer.

It’s all about crafting the optimal conditions for the  team 
to perform at its absolute best, in an environment  of 
diverse backgrounds, thoughts, views, opinions and  life 
experiences.

UNLEASHING  
COLLECTIVE GENIUS

But to become a great collaborator you need to master  
some new skills. You need to understand group dynamics,  
you need to become self aware of your own strengths and  
weaknesses, and you need to become pro at managing  
yourself in a group as self-management is key.

We believe real genius exists in the collective, and our  
purpose is to explore that concept. That means mastering  
the art of collaboration, setting a new standard for  
environments and practices that unleash the creativity  and 
collective genius of our teams, and helping our  partners 
build their capabilities in the same way.



Our purpose is to unleash  
the collective genius

PURPOSE
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2. MISSION



Mission describes an ambitious 
yet achievable position in our  
market, or in our customers’ lives,  
that recognises our purpose
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IT’S NOT WHAT YOU SAY,  
IT’S WHAT YOU DO
ustwo’s heritage of craft and learning by doing gives us  
the real world strategic insight to help companies  
transform their digital selves. In this industry, talk is  
cheap. For us, actually doing wins every time.

If you provide client services for a startup, you need to  
know what it’s like to have built and launched one. If you  
want to help a global brand build and launch a new  digital 
product, you need to build and launch your own.

Most importantly, this means you’re leading by example  
and proving that you’re not in the game for money alone.  
This is how you make a meaningful impact on the world.

What’s incredible is that there are tens of millions of  
people from all over the world who’ve interacted with the  
digital products and experiences we’ve passionately  
created and crafted over the years.
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CREATING A  
MEANINGFUL IMPACT
If you look at the direction ustwo is heading today,  
you’ll see there’s a movement towards taking on  
more meaningful work.

The really beautiful thing is this isn’t something  
that’s been forced or dictated by management, but  
something that’s evolved naturally.

We’re collectively aligned as team and on a path to  
make a bigger impact on the world than we’ve ever  
done before.

We’re building towards a better ustwo off the back of  
experiments including a mobile game designed for  
people who wouldn’t usually play games, making  
meditation available to anyone at anytime, enabling  
visually impaired people to navigate public transport  and 
bringing more transparency to the live music space.

It’s clear the ustwo community is already powering
our mission to launch products and services that make a 
meaningful impact on the world.

This is a big ambition and area of focus going forward.



meaningful impact on the world

MISSION

We’re on a mission to  
launch products, services  
and companies that have a
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3. VISION



The vision describes the
difference we’ll create in our  
customers’ lives, or the larger  
world, when we ultimately realise 
our purpose



CHANGE TO  
STAY THE SAME
So, where are we going? How will we know if we've made  
it? What's our vision and what difference will we have  
made to our partners and the wider world?

ustwo is different to how it was  five years ago and we 
therefore don't expect it to be the same company it is 
today in another five years time.

Change is the only certainty in our industry and we must  
be open to it whilst remaining true to our purpose. In  
short, we need to change to stay the same.
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The continued advancement of technology and impact it  
has on the digital industry offers new, exciting and  
increasingly complex challenges for us as an  organisation 
to solve.

It gives us the opportunity to continue to explore the  
huge and untapped potential digital has to transform  
people's lives.

THE UNTAPPED  POTENTIAL 
OF HUMANS

We’ll push the boundaries of what is possible and  explore 
the true potential of digital by creating  experiences that 
provide genuine utility and value, which transform people’s 
lives for the better.

Our aim is to remove the barriers and limitations  
between people and technology in a way that enables  
and empowers users to accomplish their goals -  
whatever they may be.

THE POTENTIAL 
OF DIGITAL



Our vision is to create a world  
where digital experiences  
transform people’s daily lives

VISION



4. VALUES



Values are the behaviours and 
attitudes that we require



When Enron was still in business it had these potent  
sounding value statements carved into marble pillars in its 
main reception space.

However the essence of company values should be  
about the basics i.e. who gets rewarded, promoted or  
unfortunately even let go – it’s not about power  
statements carved in marble for all to see.

At ustwo it’s simply the behaviours and attitudes that  
ustwobies embody within themselves naturally that help  
them perform and grow as individuals, as well as  
accelerate our progress as a team that we value.

MAKE THEM  
COUNT
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BE  
HUMAN
To be human means 
being  yourself, and 
recognising  it in others
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• Be real

• Build trust

• Speak your mind

• No politics. No games

• Actually care

• Lead by example



LEARN  
TOGETHER
To learn together means  
relying on each other, and  
this benefits us all
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• Fampany is our strength

• Collaborate, collaborate, collaborate

• Continually get better

• Share your ‘succailures’ and make them count

• Curiosity is key

• Every voice needs to be heard



RAISE  
THE BAR
To raise the bar means  
good enough doesn't cut it
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• Don’t stand still

• Always push forwards

• Go beyond your comfort zone

• Be a work in progress

• Make people say, “I wish I thought of that”



USE THE  
FREEDOM
To be free means we 
can  control our future, 
and  make it what we 
want
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• Trust each other

• Provoke change

• Anything is possible

• JFDI



ENJOY  
THE  
JOURNEY

31

To enjoy the journey 
means  making a 
commitment
to ustwo life

• Enjoy the ride

• Celebrate, even when we fail

• Feelings are contagious - good and bad

• Make studio life count



5. OBJECTIVES



Objectives set a direction for the 
studios within the group and how  
we focus our joint efforts



GROWING UP WITHOUT  
OUTGROWING OUR SOUL
It’s clear that the business needs thoughtful leadership  
and direction, but it’s even more important that we don’t  
lose what’s made ustwo successful in the first place.

Too many scaling businesses panic and bring on  
‘executive’ types who just look to re-make the company  
in their own image.

There is real work to be done by defining global  
strategies and making the work more explicit, but in the  
process we must never lose sight of the fact that the  
company was founded on working with people you enjoy  
working with and having a good time doing it.
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To set our direction we want to address 3 key points:

1. A diagnosis of our challenge
2. Objectives that outline our approach to dealing  

with the challenge

3. Areas to focus on to reach our objectives

For the last few of years we’ve worked hard on  multiple 
initiatives designed to ‘level up’ ustwo to deal  with 
today’s challenges.

MAKING OUR  
DIRECTION EXPLICIT

Historically we’ve always been quick to start new and  
exciting things, often without clear direction, which has  
made it difficult to know what not to do. However, now is  
the time to be specific and spell out what our ambition is  
so we can focus on what really matters.

We want to look ahead and plan but remain flexible  
enough so we can continually iterate and change  
direction based on whatever may happen. The typical  
five-year plan feels excessive for our industry, and we  
think focusing three years ahead is more realistic for  
ustwo.

Objectives are how we set a direction for the studios  
within the group, and how we focus our joint efforts.



CHALLENGE OBJECTIVES FOCUS AREAS

Constant change is the only certainty in  
our industry that we must respond to,  
whilst remaining true to our purpose.

To deal with an industry that’s  
constantly changing, we want to:

1. Anticipate emerging needs 
and  trends to understand how  
technology can transform  
people’s lives

2. Build a company of 
talented  and diverse 
people that can deal with  
continuous change

To reach those objectives  
we want to focus on:

1. : BUSINESS MODEL

2. : GOVERNANCE

3. : LEADERSHIP

4. : TALENT

5. : INCENTIVES
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CLARITY ON DIRECTION



1. ANTICIPATE EMERGING NEEDS AND  TRENDS TO 
UNDERSTAND HOW TECHNOLOGY  CAN TRANSFORM 
PEOPLE’S LIVES

1.1 THOUGHT LEADERSHIP

When it comes to providing strategic advice to other  
businesses, we need a compelling service proposition,  
which is future facing and always ahead
of the curve.

We must continue to lead in our field. Whatever  is 
coming next, we need to be there before it happens.

We want to build on ustwo’s thought leadership in how  
technology can be used to create meaningful impact,  
whilst demonstrating the business value it offers
our partners.
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3.1 
LEADERSHIP
Leadership is “work in progress” – it’s  
about acknowledging and accepting  
that the role brings with it  responsibility 
for change and  complexity on a level 
that’s impossible  to perfect or control.

We want to provide local and global  
leadership with ongoing leadership  
development opportunities.

3. BUILD A COMPANY OF TALENTED PEOPLE  THAT 
CAN DEAL WITH CONTINUOUS CHANGE

3.2 
TALENT
Chaos follows as a business becomes  
too complex to run informally,  resulting 
in top-down control, which  cripples 
creativity, innovation,  flexibility, 
adaptability and ends in  loss of talent. 
When the market shifts  and the 
company is unable to adapt  quickly 
enough because of bad  process and 
lack of talent – it’s game  over.

We want to avoid chaos and adapt  
quickly if and when the market shifts.  
For us this means focusing on talent  
development.

3.3 
INCENTIVES
Our goal is to have every ustwobie  
driving the business forward and it’s  
important that collective hard and  
loyal work is rewarded.

We want to strengthen the community  
beyond a single studio, by sharing  
wealth with everyone across the  
fampany.

This is to encourage entrepreneurial  
thinking within the studios, help  attract 
and retain talent and support  our 
values based on a strong  community - 
that feeling of being part  of something 
bigger.



5. MEASURES
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Our measures indicate progress,
forward or backward, on the journey  
towards realising our purpose



Our measures indicate progress, forward or backward,  
on the journey towards realising our purpose.

Of course we measure financial health, but we see that  
as a result of us doing the right thing.

More importantly, measuring what we value and what we  
believe makes us successful, balances our decisions  and 
aligns our values & beliefs in the organisation.

SUCCESS BEYOND  
JUST MONEY
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Measuring ‘ENGAGEMENT LEVELS’ at all studios  
quarterly, allows us to learn more about what drives  
and motivates us. It also means we can share  
learnings more effectively with each other.

Measuring ‘LEADERSHIP SATISFACTION’ and  
providing regular feedback to individual leaders,  
will drive leadership development, effectiveness  
and engagement levels.

Measuring ‘PRODUCT QUALITY’ for ongoing and  
new projects, equips us to better assess if the work  
supports our purpose, vision and mission.

SUCCESS  
MEASURES

Measuring ‘CUSTOMER SATISFACTION’ provides an  
external view of whether or not we’re providing the right  
value to our partners.

Measuring ‘PROFIT’ proves the sustainability of our  
commercial model and our independence. All companies  
need to respect the profit motive, as without it you  cannot 
survive in the long term.

Measuring ‘CASH’ enables our decisions to be proactive,  
to grow, to change and to diversify. Revenue is vanity.
Profit is sanity. Cash is reality.



BRINGING IT  
ALL TOGETHER



THE CORE OF OUR  
CULTURE

PURPOSE
Our purpose is to unleash collective  
genius

MISSION
We’re on a mission to
launch products, services and
companies that have a meaningful  
impact on the world

VISION
Our vision is to create a world where  
digital experiences transform
people’s daily lives

VALUES
We particularly value these  
behaviours and attitudes:
• BE HUMAN
• LEARN TOGETHER
• RAISE THE BAR
• USE THE FREEDOM
• ENJOY THE JOURNEY

OBJECTIVES
We focus our joint efforts to:

• Anticipate emerging needs and  
trends to understand how
technology can transform lives

• Diversify and scale our business  
model to reduce risk and reap  
higher rewards

• Build a company of talented people  
who are equipped to deal with
continuous change

MEASURES
We track progress by measuring:

• ENGAGEMENT LEVELS

• LEADERSHIP 
SATISFACTION

• PRODUCT QUALITY
• CUSTOMER SATISFACTION
• PROFIT IS SANITY
• CASH IS REALITY


