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A Conversation with the CEO of DXC Technology

Mike Lawrie had his work cut out for him when he 
took the reins at Computer Sciences Corp. (CSC) 
in 2012. The company was facing a $4 billion loss, 
its moribund stock had fallen to $23 a share, and it 
clearly needed a new direction.

Lawrie came in and immediately made dramatic 
changes: He replaced 90 percent of his executive 
staff and spun off the company’s massive federal 
contracting division, among other notable moves.  
The stock responded accordingly, and the technology 
giant saw its shares rise to $62 only three years later.

Lawrie’s work as a turnaround leader comes as no surprise. He led dramatic changes at IBM, 
eventually becoming senior vice president responsible for worldwide sales and distribution. He 
later worked at financial services software company Misys, instituting an innovative global strategy. 

Last year, he led a CSC merger with the services business of Hewlett-Packard Enterprise 
Company to create a global IT services company. More recently, CSC rebranded as DXC 
Technology. Now chairman, president and CEO of DXC Technology, Lawrie recently spoke 
with Jason Hancock and Gus Zangrilli from Spencer Stuart about the importance of culture, 
why his company rebranded and how competition is always lurking. 
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Spencer Stuart: Your company has made a dramatic turnaround since you  
took over at CSC in 2012. What are some of the notable changes you made  
to lead this transformation?

Mike Lawrie: For starters, we needed to adjust our overall strategies. To use one example, 
on my first day, I told people we were going to cross sell. Unfortunately, we had nothing 
to cross sell at the time. But I thought that was a crucial step for us to take. And now we 
can do that — we can help customers support their transformation program, and we can 
drive out the inefficiencies. That’s just one of the things we’ve done.

But looking at the bigger picture, we needed to have the right assets to execute our strategy 
correctly. That’s not exactly a surprise, right? You need to have the proper businesses in 
your portfolio. So we had to unload assets that weren’t relevant to where we wanted to go. 
In the end, we divested seven businesses and acquired eight that felt necessary to help us 
achieve our long-term goals.

We also took a long look at our financial models, because clearly they need to be aligned 
to our long-term strategy. And we needed to make sure investors understood our goals 
and had confidence in our direction.

How did you address the culture? That undoubtedly had to change, as well.

When you’re making changes of this magnitude, you definitely need the right culture 
and the right team in place alongside you. You’ve got to have people who are fully in, 
who believe both intellectually and emotionally in your strategy. Frankly, when I started, 
the CSC team didn’t have emotional or intellectual buy-in. So we made some changes 
to bring people in who were onboard with the direction.

We also had to address the prevailing culture — and when I say culture, I’m referring 
to the operation model, compensation and the ways people were promoted. All of the 
unwritten things. But there was very little alignment across the company on these issues. 
Every business could do what it wanted to do. So taken separately it looked successful, 
but as a whole we were going bankrupt. Individual motivations and decisions that weren’t 
linked to overall strategy were driving the company into the ground.

So here’s what we did: we tested the strategy and brought in investment bankers to 
manage assets. We also brought in a global search firm to assess and, in some cases, 
upgrade my new team. So we had an infusion of fresh ideas, which brought enthusiasm 
and a new direction.

" When you’re making changes of this magnitude, you definitely need the right 
culture and the right team in place alongside you."
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Culture can be kind of an intangible thing — how do you go about investing in and 
building a new culture? Does it come from the top down, or is there a more organic 
way to go about it?

It is intangible, but there are concrete ways to do it. You need to have the right people 
who believe in themselves and their ability to win. Then once you have the right people, 
you have to mold them and make sure there’s a common mission, a common vision. 
Everyone needs to be on the same page. 

We surveyed people about culture — we asked, “What is the culture? What do you 
want it to be?” And we found there was a huge disconnect between management and 
employees about the culture. So we worked to address that, and I think we have. But I 
also think leaders shape culture and it has to come from the top down. It doesn’t just 
happen — you have to listen and engage. We’re in a customer-centric culture, but if 
leaders don’t call on customers then how can you have a customer-centric culture?

CSC recently changed its name to DXC. Tell us why you did this, and what are some 
of the implications of this change?

We did this rebranding for several different reasons. One, both HP and CSC brands felt 
sort of tired and this brings a new energy. But more importantly, we’re signaling that this 
is about the future. This is about being a leader in the industry. This is entirely new. And 
this is one of the biggest cultural shifts that we have to make in the company, to think as 
a leader in this industry. That’s a subtle but important shift, and our model supports that 
way of thinking and leading as we go forward.

You’re in a field that’s constantly changing — being disrupted, if you will. What 
do you see as the biggest threats?

There’s a great deal of competition — we see it on all sides, from Accenture to IBM to 
some strong firms based in India. We need to keep an eye on our competition and factor 
it into our operations, but we also need to be sure that we’re not fixating on it. In the end, 
we can only do what we can do, so we need to keep perspective and realize that it’s just 
another data point to keep us nimble.

" We’re in a customer-centric culture, but if leaders don’t call on customers then 
how can you have a customer-centric culture?"
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about spencer stuart's technoLogy, Media & 
teLecoMMunications practice
Our global Technology, Media & Telecommunications Practice has helped build the 
leadership teams and boards of preeminent companies around the world, as well as 
emerging players. Over the past five years, we have conducted more than 4,100 senior-level 
executive searches and board director assignments worldwide in the technology, media and 
telecommunications sectors. We bring expertise in a range of areas, spanning broadcast, 
cable and entertainment to digital and e-commerce. Our specialized knowledge, coupled 
with far-reaching access to the most sought-after leaders and rising stars, has made our 
consultants the industry’s preferred advisers on leadership issues.

about spencer stuart
At Spencer Stuart, we know how much leadership matters. We are trusted by organizations 
around the world to help them make the senior-level leadership decisions that have a lasting 
impact on their enterprises. Through our executive search, board and leadership advisory 
services, we help build and enhance high-performing teams for select clients ranging from 
major multinationals to emerging companies to nonprofit institutions.

Privately held since 1956, we focus on delivering knowledge, insight and results through the 
collaborative efforts of a team of experts — now spanning 56 offices, 30 countries and more 
than 50 practice specialties. Boards and leaders consistently turn to Spencer Stuart to help 
address their evolving leadership needs in areas such as senior-level executive search, board 
recruitment, board effectiveness, succession planning, in-depth senior management 
assessment and many other facets of organizational effectiveness. 

For more information on Spencer Stuart, please visit www.spencerstuart.com.
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