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We made this nifty little handbook to showcase who we are, what we do, and how we do it. It’s a 
guide to what we believe in and we hope after reading it, you’ll understand our vision and be excited to 
deliver it to the world.

In this book, you’ll learn our history, values, and the elements of our culture that set us apart. By the 
end, you’ll see what makes our organization such a dynamic and rewarding place to work.

Welcome to our 
culture guide! 



Our formula
Kris Kardashian would be proud of the 5CA 
Formula. Each C represents its own part of 
making 5CA who we are. Every one of our 
core values is important. They drive what we 
do as a business, how we care for our agents, 
and how we nurture our client relationships. 

We care for consumers on the channels they 
need by making the whole world our contact 
center. 



I’m proud of the company that 5CA has become.

I never could have predicted the path that we’ve taken, but I’m convinced 
that not only have we taken the right one, we’ve taken the most rewarding 
one too. Every day I’m inspired by the passion people bring to their roles and 
the care they have for the success of our organization.

If history has taught us anything, then it’s that the right tools, team work 
and critical thinking are the drivers that have brought mankind ever further, 
and it’s this same formula that I believe has been the key to our own success.

I’m confident that we’ve built a team that shares this optimism, that is 
invested in our continued success and that is truly supportive of one another, 
so I know that the future is now brighter than ever.

Foreword 
from the CEO

Otto van Haaren
CEO



Otto van Haaren began 5CA back in 1998 with a vision to 
provide customers around the globe with outstanding customer 
support;

Today we’re realising that vision. We help to grow customer 
spend and recommendation for lifestyle brands we love, fuelled
by fans of those brands working remotely to deliver global 
customer experience any time, anywhere, in any language.

At 5CA, we understand that the best brands in the world are 
the ones that make you feel something. It’s why customers 
queue for hours outside the store, eagerly pre-order months 
early, or urge friends (and strangers) to try them out.

This relationship between brands and the people who love 
them is so precious. Why would companies ever want to 
hand it over to cookie-cutter CX businesses and faceless 
bricks-and-mortar call centers?

With 5CA they don’t need to. Here’s why.

Who is 5CA?



Powered 
by passion
We only work with bold, brilliant lifestyle 
brands we really love. These are brands 
that share our values: they dream big but 
always sweat the small stuff, and their 
customers love them for it. It’s what makes 
them spend more (and enjoy doing it), 
whilst urging anyone who’ll listen to try the 
brand out. 

Who is 5CA?



Fueled by fans
We look for superfans who live our client’s 
brand (and sector). We scour a global talent 
pool to find exactly the right people: we only 
hire them if they love our client’s brand as 
much as the client does.

When we do find them, our brand freaks and 
geeks can be based anywhere on the planet 
because they all work from home (something 
we’ve been pioneering for 15 years now), so 
they get a work/life balance they love, and we 
get a culture that celebrates difference rather 
than squashes it.

Who is 5CA?



Limitless 
by design
We aim to find superfans who love our clients’ 
brands from our global talent pool of quality, 
fan-made agents. Thanks to the pioneering 
work from home model we implemented 
15+ years ago, our agents can be based 
anywhere on the planet. And through that, they 
get a work-life balance that suits them.

Who is 5CA?



What are our 
core values?



Cherish 
customers

“When you strip everything else back, you’re 
left with the very heart of our business – helping 
customers. We create quality, tailored solutions 
to improve their businesses. We’re committed 

to deepening our relationships at every 
opportunity.”

Compared to twenty years ago, the customer 
experience industry is worlds away from 
where it was. New technologies have 
changed the playing field and it’s all too easy 
to see them as the core of our business. 
They’re not. Even as those technologies 
become more intricate and sophisticated, 
customers will always be the engine that 
drives everything we do. 
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Challenge the
status quo

“Whether in our business, or in our customers’, we 
believe in driving innovation by embracing change 

with open arms. We dare to ask the difficult 
questions and believe in looking to data to find the 
answers. This makes us the best at what we do.” 

When you’re invested in something, it can be hard 
to hear that there’s a better approach, and harder 
still to let go of the established one and opt to 
change it. We believe that disruption is the opposite 
of a dirty word, that critical analysis is key, and that 
constant reinvention is the best mechanism for 
continuous improvement. To flip an old adage on its 
head, just because something ain’t broke, doesn’t 
mean it can’t be better.
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Commit to 
quality

“We believe in delivering excellence in everything 
we do, every time we do it. We accept that 

mistakes can be made, but we commit ourselves to 
learning from them as a tool for continuous 

improvement. By striving to do better at every turn, 
we stay at the top of our game.”

There’s more than one way to fry a fish, but 
there’s only really one way to be the best in 
the game, and that’s to consistently deliver 
top-notch work. When we think a job is worth 
doing, we go all in, no exceptions; average is 
inadmissible and sufficient insufferable. We 
know there might be bumps in the road, but 
never because we didn’t put in enough effort 
or devote enough resources. And if there is a 
hiccup along the way, you can bet your 
bottom dollar we’ll be drawing every lesson 
possible from it. 

Core Values
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Chase 
adventure

“Adventure begins with choosing for the
unknown. We’re ready to tackle any challenge with 

flexibility, excitement, and enthusiasm. Why? Because 
we know we have the people, the tools and the  
experience to master whatever comes our way.”Core Values

4/5

We’re big fans of crazy ideas. You can almost
guarantee that all great innovations began as
someone’s crazy idea, so we encourage new
approaches and creative thinking. We know
that with the right attitude, the future is bright,
and we’re both prepared and excited to capitalize 
on tomorrow’s opportunities. We’re always looking 
at the latest developments in fields such as 
artificial intelligence and virtual reality with 
one question on our minds – how.



Celebrate your
inner unicorn

“We believe that open-mindedness and embracing 
diversity are keys for success. We know that this 

makes us a stronger, more innovative team. Come 
as you are, be yourself, and celebrate your 

individuality.”

We believe that everyone has something
unique to offer and that individuals deliver
their best when they feel their best. We want 
each and every member of our team to feel at 
home, to know that their differences are not 
something we tolerate, but something we 
celebrate. We like quirky, we like odd, and we 
like left-of-field, because diversity of 
perspective and variety of character won’t 
divide us, they will enrich us. 

Core Values
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How we 
communicate



“bespreekbaarheid”
noun. discussability, disputability

A Dutch word which encapsulates their belief that 
all subjects should be open for transparent discussion, 
and also epitomizes their infamous directness. 
While sometimes misconstrued as rudeness, 
this propensity for blunt, open communication 
does have its benefits. 
Say what you think, mean what you say, 
and don’t beat around the bush.



We’d like to think we’ve taken the best of 
bespreekbaarheid and built it into our culture.
We value open and honest communication and 
believe you should feel just as much at ease 
voicing your opinion with our CEO as with any 
other coworker. 

Think you have a great idea for the company? 
Just walk up to the person who needs to hear it 
and tell them directly. And you won’t need 
flowery or formal language for your emails or 
electronic communications, just authenticity 
and respect (and perhaps a gif or two).

We also value taking full advantage of the 
tools we have at hand to communicate in the 
most meaningful way possible. A lot of our 
teams work remotely, but that doesn’t mean 
you can’t form real relationships.

It just means you’ll have to leverage a little 
thing called technology, which is why we 
insist on video calling whenever possible. We 
want you to get to know your colleagues and 
see them as real people, not avatars or icons.



Welcome to 
the community



Studies have proven that engaged people of 
our community have both higher levels of 
motivation and productivity. They’ve also 
shown that people of our community 
satisfaction flows through to customer 
satisfaction. 

But we don’t need academic papers to tell us 
what we feel is intuitive – that happy people 
of our community make for better results all 
round. We believe that one of the clearest 
paths to a happy, engaged workforce is to 
create a fertile environment and the right 
conditions for them to build their own 
community. We plant the seeds, but our 
people grow the garden.



We try to foster a sense of community 
beginning right away in the recruitment 
process by ensuring that each new hire is a 
like-minded spirit. Not in the sense that we 
want a homogenous team who all think and 
act the same, rather we want people who have 
a passion and celebrate it, whatever that 
might be.

We’re looking for the brand geeks and the 
techies, and the gamers – people whose 
commonality is an excitement about their own 
niche.

We do our best to facilitate community every 
step of the way. We use a range of digital
platforms to provide our team with spaces 
where they can be social, share their stories,
and celebrate their passions. 

We encourage them to connect across the 
company, and not only just within their teams, 
by using tools that help them identify 
colleagues with similar interests and hobbies 
organization-wide. 
Whether they’re in the same office, or on 
different continents, nothing should stand in 
the way of forming lasting friendships and 
feeling like a part of something bigger.



Work from 
Home



In 2015, we left the constraints of geography 
behind in our search for talent by starting our 
work from home platform. While WFH is now 
a buzz phrase, for us, it’s a lifestyle. We didn’t 
jump on a bandwagon: letting agents work 
where they love just made sense.

Instead of sourcing talent from one place, we 
realized a remote model would allow us to find 
quality native speakers where they live. They 
didn’t need to work odd hours for target 
markets and had the cultural knowledge to 
connect to them. 

Goodbye, offices
Work from Home



We have the benefits of a great workforce, but they also reap 
the rewards. Working from home is better for the environment 
and your bank accounts. You get an improved work-life 
balance and job opportunities in areas they may not exist.

The success of our work from home program speaks for itself. 
It’s grown explosively and contributed enormously to our 
agents’ happiness. Our clients see its value, we appreciate its 
potential, but at the end of the day, our work-from-homers 
are enjoying the freedom of choosing their own work 
environment.

Hello, rewards
Work from Home



We hope you've been able to gain insight into who we are, what we do, how we do it, and
most importantly, why we believe in it. 

Our culture, at the end of the day, is the sum of every action of every member of our organization, and 
that's why we count on all our people of our community to uphold and live our values every day.

Thank you for reading 
our Culture Guide.
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