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We know that the way the world works is set to change. Radically. We teamed up with
Oxford Economics to develop a report that will help you make sense of the changing
nature of work.
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expertise. And as populations age in one part of the world, workers will need to be
recruited from other parts.
With this unique insight and perspective, these great changes present great
opportunities.
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a bumpy ride. But as the past few years have demonstrated, managing through times of
uncertainty has become the norm and people’s ability to deal with this has been a key
differentiator between the winners and losers.
Indeed, at times of austerity and volatility, the HR function has played a fundamental role
in ensuring that organisations keep hold of their talent while optimising costs – for some, it has
represented the coming of age of HR. But how has this changed HR’s relationship with the
CEO? We speak to eight global business and HR leaders about how their respective
partnerships help drive their organisations.
We also catch up with Stephen Dando, Chief Human Resources Officer of Thomson Reuters
– a man who has championed the strategic role of HR throughout his career. Having led
structural changes at Diageo, Guinness and the BBC, as well as overseeing the merger between
Thomson and Reuters in 2008, Stephen talks about HR’s need to make its voice heard. He also
discusses how every leader and function within the business needs to understand that the
calibre of an organisation’s people is critical to fulfilling its ambitions to grow.
Diversity in the workforce has an increasingly global relevance and is the subject of our
cover feature. There is much debate about how diversity can best be achieved in business.
With regard to gender representation, many countries are increasingly looking to enforce
quotas for women in senior management, but some organisations fear that a box-ticking
approach to recruitment is not compatible with the aim of acquiring the very best talent.
Actively seeking diversity for the benefits it brings the business is increasingly seen as a
practical measure that is more likely to enhance performance.
Meanwhile, as growth in emerging markets spurs corporations to expand their operations
overseas, we look at how the market for Recruitment Process Outsourcing and Managed
Service Provision is showing signs of globalising, as organisations seek worldwide coverage.
In our regional snapshot, we take a look at how profound demographic changes in China
are creating a huge demand for skilled workers. Hays has been on the ground in China since
2006 and we have expanded quickly, helping multinational businesses scale up their
workforces in a country that offers huge opportunities alongside mounting challenges.
I hope you find this issue of Hays Journal thought-provoking and that it succeeds in
generating wider debate about some of the challenges facing us all in the world of work today.
— ALISTAIR COX, CEO, HAYS
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CHINA SUFFERS A CRITICAL SHORTAGE
OF FINANCIAL TALENT
CHINA’S RAPIDLY EXPANDING banking and financial
services sectors are experiencing a severe talent
squeeze as recruiters clamour to find appropriately
skilled individuals. According to the eFinancialCareers
China Talent Survey, 95 per cent of finance industry
professionals report a skills shortage in the current
market, with nearly three in ten (28 per cent)
describing the situation as ‘chronic’.
According to Hays’ 2011 Asia Salary Guide, 11 per
cent of employers now find it difficult to recruit entry to
middle-management banking talent, while seven per
cent report challenges when recruiting at senior
management level. Most employers report greater
difficulty in securing talented candidates than a year
ago. The latest Hays Quarterly Report notes that a
number of major international players are looking to
further expand their market presence in China, but
there is a shortage of candidates with the necessary
skills and experience to meet demand. Most in demand
are candidates experienced in asset management and
those with financial institution and limited liability
company relationship management experience.
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Furthermore, Shanghai’s ambition is to become an
international financial hub to rival New York and
London; but, according to the China Daily newspaper,
fewer than 10,000 finance professionals in the region
meet global standards.
Finance professionals surveyed for the China Talent
Survey attributed the shortage of talent to several
reasons, chief among them that companies are not
providing sufficient development opportunities for
their staff.
“To combat the skills shortage, companies must
consider spending more time and resources on
innovative training solutions to enhance the skills
of their employees,” said George McFerran, Head
of Asia Pacific, eFinancialCareers. “An investment
in employee training and development now is an
investment in the company’s future success.”
He added that, with nearly six in ten respondents
(56 per cent) indicating that their firms are looking
to increase hiring in 2011, the financial recruitment
market will only become more competitive.
For more, see China’s city limits, page 45
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CLAUDIA ZIEGLER / EYEVINE

CALL FOR UK EMPLOYMENT MICRO BUSINESSES STRUGGLE
LAW SHAKE-UP
TO FIND THE RIGHT SKILLS
LEGISLATION SHOULD BE RIGID ON FLEXIBILITY

SMES SEEK GROWTH BUT CAN’T GET THE STAFF

THE UK GOVERNMENT is being urged to trumpet
the strengths of the UK’s flexible working market
when drawing up future employment legislation.
In a new report, Thinking Positive: The 21st
Century Employment Relationship, UK employers’
body the Confederation of British Industry (CBI),
in association with Hays, highlights how the
recession led many firms to voluntarily introduce
flexible working arrangements. It argues that the
improved workplace relations forged during this
time should now be built upon.
“Traditionally, when making employment
law, governments have tried to specify every last
detail of what should go on in the workplace,” said
John Cridland, Director-General of the CBI. “[But]
with a strong base of employment rights already
in place, we simply don’t need the state telling us
how to manage every aspect of human relations.”
The CBI said that, instead of resorting
immediately to legislation – which could
ultimately restrict choice for employers and staff
– the government should spell out what it is trying
to achieve, and issue processes and guidelines.
The report also details instances of where
flexible working has helped to protect
employment. Martin Warren, Practice Group
Head of legal firm Eversheds, said: “The lesson
so far is that both sides have looked for increased
flexibility to work out solutions to save jobs.”
“The key word for employment today is
flexibility and it’s being demanded on both sides,”
added Vance Kearney, European Vice President
for HR at Oracle.
Earlier this year, in a speech to the Federation
of Small Businesses, Ben Willmott, Senior Policy
Adviser at the Chartered Institute of Personnel
and Development, also pointed out that millions
of workers had benefited from flexible working
that went well beyond anything “enshrined in
legislation”, even at a time when jobs were scarce
and unemployment high. “[This is] because
employers in firms large and small see the
benefits they derive from a more flexible, more
engaged, diverse and effective workforce as a
result,” he said.
For more, see A force for flexibility, page 42

IT’S NOT ONLY big businesses that are struggling to find the
right employees. The British Chamber of Commerce (BCC)
revealed that micro businesses – those with fewer than ten staff
– want to grow, but have difficulty finding the right people.
In a survey of more than 2,000 micro businesses, more than
half (55 per cent) are looking to increase the number of people
they employ. However, one in two (50 per cent) finds it difficult
to recruit the right staff.
When asked how confident they would be that a schoolleaver with A-levels had the necessary skills for their business,
almost half (47 per cent) said they would be fairly or very
nervous. When asked the same question about graduates, only
a third (36 per cent) were fairly or very confident that university
leavers would have the right skills for the job.
Commenting on the report, Dr Adam Marshall, Director
of Policy at the BCC, said: “There is a real mismatch between
business needs and local skills supply, with many businesses
unable to find school leavers or even graduates with the right
mix of skills.”
The report also found that more than half
of micro businesses are looking to increase
the number of staff they employ before 2015,
with one in five looking to double its staff
OF MICRO BUSINESSES ARE
numbers. Meanwhile, 39 per cent of
LOOKING TO INCREASE
respondents stated that rules on dismissal
THE NUMBER OF PEOPLE
THEY EMPLOY
were burdensome.

55%
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AUSTRALIAN BUSINESSES
FEEL THE TALENT SQUEEZE
A PERFECT STORM IS BREWING, AS SALARIES COME
UNDER PRESSURE FROM A RARE SET OF CONDITIONS

INCREASING NUMBERS OF Australian
employers could be forced to hire staff
from overseas, because of skills shortages
and to help with the challenge of spiralling
salaries. Simon Winfield, Senior Regional
Director of Hays in Western Australia, said:
“Western Australia already shows the
greatest job-market strength of all states
and territories in Australia.”
According to the 2011 Hays Salary
Guide, positive hiring intentions, skill
shortages and a widening gap between
candidate and employer salary
expectations are likely to combine to create
a perfect storm of salary pressure. Fortyfive per cent of employers expect to
increase permanent headcount over the
coming year, while staff turnover has
already increased in 31 per cent of the
organisations surveyed.
According to Hays, 44 per cent of
employers intend to increase salaries by
three and six per cent, while six per cent of
employers will offer increases above six per
cent. However, 43 per cent of employers
intend to increase salaries by less than
three per cent; such low intentions are at
odds with candidate expectations.
“To say Western Australia’s job market
is booming is an understatement,” said
Winfield. “A plethora of opportunities are
available on major oil and gas, resource and
mining, energy and construction projects.
Demand is so high that it has already
drained our local talent pool and there is a
shortage of skilled candidates from design
through to construction and engineering.”
The resources boom’s influence is also
creating high demand outside the technical
disciplines, with skills shortages extending
to accountancy and finance, IT, HR, sales
and marketing and support staff. Winfield
added: “To help bridge this skills gap,
employers are flying in interstate
candidates and are also launching overseas
recruiting campaigns.”
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45%

OF AUSTRALIAN EMPLOYERS
EXPECT TO INCREASE
PERMANENT HEADCOUNT
OVER THE NEXT YEAR

44%

OF ORGANISATIONS
INTEND TO INCREASE
SALARIES BY BETWEEN
THREE AND SIX PER CENT

CANADIAN RECRUITERS
SLOWLY REGAIN
CONFIDENCE
RESEARCH SHOWS PICK-UP IN PERMANENT ROLES

CANADIAN EMPLOYERS HAVE received a
much needed boost, with the latest research
suggesting a slow but steady recovery in
both the local recruitment industry and the
wider economy.
Data from June – released by the
Association of Canadian Search, Employment
and Staffing Services (ACSESS) and Staffing
Industry Analysts (SIA), as part of their Canadian
Staffing Index – revealed that temporary
working assignments are starting to lengthen.
The review also suggested that an increasing
number of employers now appear to be hiring
for permanent positions, with many seeking the
aid of recruitment firms.
The report’s authors went on to add that,
although the staffing index’s current value of 90
remains below its pre-recession benchmark of
100, there has been a distinct upturn in trajectory
recently. Indeed, there has been a 12-point rise
in the index’s value since June 2010 (78 points)
and a 22 point increase over June 2009’s figure
of 68 points.
Noting an allied return to “the traditional
and predictable seasonal fluctuations in
temporary hours,” ACSESS President Bryan
Toffey commented: “These are all signs of
stability and cautious optimism in the Canadian
employment market.”
Toffey’s sentiments are echoed by Robert
Balicki, Research Associate at SIA. “Current
year-on-year growth rates in the mid-to-high
single digits are consistent with an ongoing
recovery in the Canadian staffing industry and
overall economy,” he said. However, he went on
to caution that “gradual year-on-year growth
merely reflects the depth of the contraction that
occurred during the most recent recession”.

“THERE ARE SIGNS
OF STABILITY IN
THE CANADIAN
MARKET”

BRIEFINGS

IRELAND IN GRIP OF
NEW BRAIN DRAIN

4CORNERS

SURVEY SHOWS LITTLE CONFIDENCE IN ECONOMIC
IMPROVEMENT OVER THE NEXT THREE YEARS

THREE OUT OF four professional workers in Ireland would
consider leaving the country in the next three years if there is
no significant upturn in the economy, according to a new
employment study.
These alarming figures are also borne out by research from
Dublin-based thinktank the Economic and Social Research
Institute (ESRI), which predicts that some 50,000 people will
move abroad in 2011. ESRI said that emigration will peak at levels
last seen in the ‘brain drain’ of the 1980s, as people faced with
record unemployment, reduced public spending and tax increases
flee Ireland looking for work. Better opportunities in New Zealand,
Australia and Canada, in particular, are prompting many young
graduates to head there.
Meanwhile, Hays’ survey of 2,173 professionals from across
a diverse range of sectors found that more than a third of IT
workers (35 per cent) have already left Ireland in the past three
years, either for bigger salaries or enhanced career prospects.
More than a quarter (27 per cent) of respondents departed
for the UK, a quarter (22 per cent) for another European country,
15 per cent for Australasia and seven per cent for the US. Three in
five (62 per cent) of those who have emigrated reckoned they now
enjoy a better quality of life in their new country.
Two thirds of respondents have little confidence that the
employment outlook will improve within the next three years.
“These findings show that, despite the recent lift in the nation’s
mood, the real issues have not gone away,” said Richard Eardley,
Managing Director of Hays Ireland. “More jobs need to be created;
people are still to be convinced we’re moving in the right direction
and the Jobs Initiative is not doing enough.”
Hays conducted an
identical survey of
construction workers last
year, and found that seven
in ten lacked confidence that
the situation would improve.
Now, 12 months on, this
degree of pessimism among
construction workers has
risen to 76 per cent.
The Irish study also
found little optimism across
all professions, with only
five per cent ‘very
confident’ the Irish
economy will improve
within the next three years.

NORTH AMERICAN
FIRMS STRUGGLE
TO RETAIN TOP TALENT
TALENTED STAFF ALWAYS HAVE OPTIONS

DESPITE THE TOUGH economic climate
and sluggish employment market, threequarters of North American businesses lost
high-performing individuals against their
wishes last year, a survey has revealed.
The study, conducted by talent and
career management firm Right
Management, probed 268 organisations
across North America. Focusing on the
12-month period to July 2011, researchers
posed the question: “Has your organisation
involuntarily lost top talent in the past year?”
A staggering 75 per cent of those surveyed
answered “Yes”. Just 13 per cent of firms
said they had not lost top talent against their
wishes, with the remaining respondents
stating that they didn’t know.
These figures mark a substantial
change from those reported 12 months ago.
Back then, just 54 per cent of firms
reported losing valued members of staff,
while 28 per cent said they had managed
to retain their key talent.
However, the increase in turnover was
predicted by a separate survey conducted
by Right Management in December 2010.
This found that 84 per cent of employees
planned to actively seek new employment
in 2011, while only five per cent intended to
stay in their current role.
“Most organisations are finding it
tough to hold on to their best people,
even when there are relatively few job
openings,” said Bram Lowsky, Right
Management’s Executive Vice President
for the Americas. “There’s a furious war
for top talent under way.”
“The challenge is always to retain
your best contributors, target them for
development and show them they have
a future with the organisation,” he added.
“It’s really not enough to tell them to wait
until the economy improves. Top talent
always has employment options. They’ll
usually find some place they feel appreciates
what they bring.”
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WANT TO KNOW WHAT’S
IMPORTANT TO TODAY’S
GRADUATES?

ISTOCK

DON’T ASK THEIR MANAGERS

8

NEW GRADUATE
RECRUITS’ expectations
of working life are
greatly at odds with
those of their managers,
creating a potentially
damaging disconnect.
As a consequence of this
divergence, more than
half of new graduates
plan to leave their current
position within two years, warns a new study from
the Institute of Leadership & Management (ILM) and
Ashridge Business School.
The report, Managing New Graduates, found that
graduates’ top three priorities were challenging,
interesting work (33 per cent), a high salary (32 per
cent) and career advancement (24 per cent).
By contrast, when managers were asked what
they felt was important to new graduates, they
attached too much significance to good management
and leadership, while underestimating the value of
salary and career advancement. More than four-fifths
(83 per cent) of the 1,900 graduates quizzed for this
report said they were disappointed with their salary
and/or their career advancement.
Kai Peters, Ashridge’s Chief Executive, said: “By
bridging the gap between what graduates expect and
what organisations provide, employers can pave the
way for better graduate recruitment and retention,
and a more productive working relationship between
graduates and their bosses.”
Almost six in ten (56 per cent) new graduates
expect to progress into a management role within three
years, but other recent research suggests they might
need a reality check on their high levels of ambition.
With regards to work-life balance, which was also
cited as a concern for graduates, a quarter said they
never mix work with home life, while the majority of
managers (63 per cent) take work home once or twice
a week. “Graduates should not have to stay late at
work to prove to their managers that they are working
hard,” added Peters. “Instead, they need to
demonstrate a can-do attitude, be efficient, effective
and driven, and prove that they can and will go the
extra mile when they need to.”
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INDIAN RECRUITERS
EYE BRIGHT FUTURE
BUT SOME EMERGING SECTORS LACK
SUITABLE CANDIDATES

INDIA’S ONGOING ECONOMIC surge looks set to
continue well into 2012, with a new survey indicating
that many of the country’s employers remain bullish
with regard to their recruitment policies.
The report, published by Asian recruitment
website MyHiringClub.com, found that 52 per cent of
Indian employers plan to hire new staff between July
2011 and March 2012. This represents a significant
increase on last year’s survey. Back then, only 39 per
cent of businesses planned to bring in new employees.
Technology businesses are particularly confident
when it comes to future growth, with a 32 per cent
increase in their hiring expectations compared with last
year. Companies operating in the consumer goods
market (21 per cent), financial services industry (19 per
cent) and healthcare sector (19 per cent) are also
expecting a significant upturn in recruitment activity
over the coming months, versus July 2010 to March 2011.
“Everything indicates that hiring activity will
sustain and improve in coming months,” said Rajesh
Kumar, MyHiringClub.com’s founder and CEO. “Last
year, certain sectors were producing jobs. This year,
India is seeing job creation across all industries,
functions and company sizes.”
The survey provides further evidence that, while
many Western economies are floundering, India is
going from strength to strength. In its Global
Employment Trends 2011 report, the International
Labour Office noted that the country achieved annual
growth of 9.7 per cent. Meanwhile, financial media
organ The Economic Times has recently suggested that
up to one million “green jobs” could be created in India
over the next two years, with lawyers, architects,
engineers and others all set to benefit from an
increasing local awareness of environmental issues.
However, some commentators have questioned
the country’s ability to fill these newly created roles,
citing a shortage of suitable candidates and a pressing
need for further investment in training and education.

“INDIA IS SEEING JOB
CREATION ACROSS
ALL INDUSTRIES”

THROUGH THE LENS

40%
A Hays survey produced in conjunction with global
jobsite Oil & Gas Job Search shows that more than
40 per cent of the world’s oil and gas workforce are
currently working outside their country of origin,
attracted by the salaries on offer abroad. Papua New
Guinea, Trinidad and Tobago and Colombia top the
list of locations where salaries are highest.
Read the full report at www.hays.com.au/oilgas/salaries
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A WORKER AT ECOPETROL SA’S BARRANCABERMEJA
REFINERY, THE COUNTRY’S LARGEST, IN COLOMBIA
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“YOU STILL HAVE TO
GET BEYOND THAT
UNCONSCIOUS
‘HIRING PEOPLE
LIKE ME’ BIAS”
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THE BIG IDEA – DIVERSITY

THE POWER
OF DIFFERENCE
CAN EMBRACING THE BUSINESS BENEFITS OF INCLUSION MAKE MANDATORY
DIVERSITY QUOTAS REDUNDANT?

GETTY

IN OCTOBER LAST year, Norwegian business

leaders and politicians gathered at a conference in
Oslo to assess the effects of the country’s decision in
January 2008 to impose 40 per cent gender quotas
on boardrooms.
Gender quotas are very much the public face of the
diversity agenda, but many remain sceptical about their
effectiveness when it comes to driving performance,
change and share value. They argue that they can be
a blunt instrument, especially when imposed on
organisations by well-meaning but unrealistic politicians.
Rather than rigid quotas, the encouragement
of cognitive diversity (or diversity of thought) and
cultural variety throughout an organisation can be more
beneficial. The argument is that inclusion goes beyond
gender box-ticking, because employers actively seek
out candidates who will bring different perspectives
and ways of problem-solving to the mix. The net result
of this is that more women – as well as more varied
cultural backgrounds – should hold senior roles.
As one senior HR executive put it to Hays Journal:
“Anecdotally, the experience of Norway is
that it has not gone well. They’ve just got the same
women moving around and taking on more boardroom
positions. It has not solved the problem of why there
are not more women in business.”
Other critics of the Norwegian experiment like to
point out that many female directors appointed since
2003 only hold non-executive roles, while the
mandatory requirements disguise a lack of female
managers in the country.
Nevertheless, despite a residual ambivalence, the
message from the October conference was positive,
argues Elin Hurvenes, founder of Norway’s Professional
Boards Forum, which works to create networks and
opportunities for women at board level.
“A lot of chairmen and investors were deeply
opposed to quotas when they were introduced,” she
says. “The feedback from the conference was that,

while they were still opposed to the idea in principle,
they were in fact very happy with the results. So it was
a mixed message.”
While the majority of big companies (and many
smaller ones) talk a lot about diversity these days, the
notion of imposed boardroom quotas is, for many, a
step too far. Common complaints include that it harms
the notion of promotion on merit, can lead to ‘tokenism’
and can simply result in the same women taking on
more boardroom roles, rather than bringing in new
blood at higher levels.
BEYOND QUOTAS
Yet the perception remains that not enough is done to
promote gender diversity. A recent Hays study revealed
that 64 per cent of 1,100 Australian employees surveyed
thought organisations did not do enough to help
women into senior management roles.
In February, after intense lobbying from business
leaders, the UK’s Davies Report recommended the
government pull back from enforcing quotas in favour
of a voluntary approach whereby UK boards should aim
for a minimum of 25 per cent female representation by
2015. Boards will set out their aspirations on this issue in
the autumn and review the percentage of women they
aim to have on their executive committees in 2013 and
2015. Since February, there has been a 13.3 per cent
rise in the number of women appointed to FTSE 100
boards from last year’s total, the majority of those
appointments being for non-executive roles.
Other countries have been taking a varied approach,
with some implementing quotas, some considering
it and others taking a different tack completely.
Quotas aside, one of the challenges related to
diversity is simply to get organisations – managers
as well as leaders – to embrace on more than an
intellectual level, suggests Susan Vinnicombe, Professor
of Organisational Behaviour and Diversity Management
at Cranfield University School of Management in the
HAYS JOURNAL ISSUE 2 11

“A BROAD SPECTRUM OF

SKILLS, EXPERIENCE AND
QUALIFICATIONS INCREASE
THE WEALTH OF IDEAS”
UK, who sat on the Davies Report panel. “Many
businesses get it intellectually – if you ask them what is
the business case, they will reel it off for you – but I’m
not sure how many really connect with it,” she says.
“It is still too often just about ticking the box. Most
organisations do not consciously bias against women.
But you still have to get beyond that unconscious,
‘hiring people like me’ bias. The challenge is to
emotionally engage with it and do something
about your behaviour.”
This is something Frédéric Oudéa, Chief Executive
of French bank Société Générale, agrees is one of the
key sticking points for many when it comes to the
diversity agenda. He points out in the company blog,
that, out of the 102 people making up the management
committees of France’s ten largest companies, as of last
autumn, just three were women.
By comparison, at Société Générale, more than
half of new hires are now women – and women now
represent a fifth of the board of directors and executive
committee. “Our past, our family, our studies, our
experience have all saddled us with stereotypical views
of ‘others’ and sometimes this means that we prefer
to promote and work with employees who mirror
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ourselves,” says Oudéa. “Do we always ask the same
from men and women when they hold an identical
post? If we are honest about our own behaviour, then
we are already on our way to resolving the issue.”
Similarly, Siemens, which stresses it now has people
from 140 countries working within its 10 largest regional
companies alone, launched a blueprint this year
designed to integrate not just the “fundamental
principle” of diversity throughout its organisation
but also “the processes that promote diversity”.
While Siemens does not set quotas, it is now
proactively recording and analysing relevant data going
back to its 2009 fiscal year, as well as developing clear,
measurable HR parameters in five key areas –
professional knowledge, diversity on all levels,
composition of the talent pool, culture and branding
and experience – to make the recruitment, hiring,
retention and promotion process clearer.
“Diverse teams with a broad spectrum of skills,
experience and qualifications increase the wealth
of ideas in the company and strengthen our power
to innovate,” the company says in its principles for
promoting diversity.
Certainly, the business case does appear to be
compelling, not just for gender diversity but for
diversity in all its shapes and forms.
In March, a global poll of 241 companies by law firm
Eversheds concluded that there was a clear correlation
between smaller, more diverse and more independent
boardrooms and share price performance and company
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GLAXOSMITHKLINE

THINK INCLUSION
INCLUSION MEANS LOOKING PAST
THE DIVERSITY CATEGORIES
GSK CORPORATE HQ
BRENTFORD, MIDDLESEX, UK

CORBIS

MARTIN SWAIN

WORLD WAR TWO General George S Patton is
most commonly linked with the quotation: “If
everyone is thinking alike, then no one is thinking.”
For Martin Swain, Vice President of Global
Employee Relations at pharmaceuticals giant
GlaxoSmithKline (GSK), this encapsulates much of
his ethos around diversity and inclusion.
“Diversity tends to be simply about different
characteristics, while inclusion is the act of
engaging and valuing people,” he explains. “For
example, if you define women in the workplace in
just one way, you risk creating silos and gross
generalisations.” He believes employers need to get
beyond thinking about diversity as simply
something to do with gender, race, disability, sex,
age, religion or belief.
While Swain agrees that it is all those things, he
wants to see a focus on inclusion and authenticity,
rather than on box-ticking categories; setting free
your authentic, enthusiastic self and bringing all
your history, background, foibles, interests, skills,
perspectives and creativity (as well as all the
diversity categories) to bear on the workplace.
“Why should we put women in a single bracket
that says ‘this is what women want’?” he says.
“It is about creating an environment where
everybody will feel welcome. Authenticity is of
vital importance.”
“We recruit people because we see something
about them that is slightly different, yet we expect
them to come to work and conform. So it is about
drawing from different knowledge, perspectives

and experiences, drawing on people’s individual
styles,” he adds.
GSK, which employs 100,000 people in more
than 100 countries, has operated an ‘empowerment
index’ since 2009. This ensures that managers
conduct conversations with employees, or
discussions about motivation, engagement and
career progression, to encourage staff to look at
how they can contribute more as individuals.
The company does not enforce management
gender quotas, but women currently make
up 38 per cent of management roles across the
group. It has not only maintained this figure, but
has grown it steadily over the past five years. This is
despite the organisation shifting its employee base
into Latin America and the Far East, both of which
traditionally have had a lower prevalence of female
managers.
“The focus has to be on the whole person, not
stereotypes,” says Swain. “You need to be creating
an authentic individual, harnessing the potential
of all people.”

“WHY SHOULD WE

PUT WOMEN IN A
SINGLE BRACKET THAT
SAYS ‘THIS IS WHAT
WOMEN WANT’? ”
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55%

OF GLOBAL DIRECTORS
BELIEVE DIVERSITY FOR ITS
OWN SAKE IS BENEFICIAL
FOR COMPANY PERFORMANCE

13.3%

“HAVE QUOTAS

THE JUMP IN THE NUMBER
OF WOMEN APPOINTED TO
FTSE 100 BOARDS SINCE
THE DAVIES REPORT

IMPROVED THE
CORPORATE
PERFORMANCE OF
NORWAY PLC? THAT’S
IMPOSSIBLE TO SAY”

UNIVERSITY OF MICHIGAN

DIVERSITY CAN SOLVE BUSINESS PROBLEMS
HOMOGENOUS TEAMS LACK COGNITIVE DIVERSITY

THE FOCUS ON gender could
be seen as a distraction from
the practical aim of developing
a team of individuals that all
think differently.
We tend to think problems
get solved by a single eureka
moment but, according to Scott
Page, Leonid Hurwicz Collegiate
Professor of Complex Systems,
Political Science and Economics
at the University of Michigan, it is
in fact the diversity of a given
group – the different perspectives they can bring to bear
– that often solve business problems most effectively.
Page, author of The Difference: How the Power of
Diversity Creates Better Groups, Firms, Schools, and
Societies, argues that it is not so much gender or cultural
variety but ‘cognitive diversity’ that is most valuable to
organisations, and this is one of the key reasons why
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investing in diversity and recruitment strategies can
make business sense.
“Cognitive diversity gives you greater access
to different sets of ideas and makes you better able
to communicate them,” says Page. “Homogenous
teams may not have cognitive diversity and so can be
at a disadvantage.”
“When people are faced with a problem, they will often
come at it from a combination of perspectives. They might
try to figure out how to make improvements to the status
quo and they might conclude that, if it is not that hard,
they as an individual can solve it. But if the problem is
really hard, it is unlikely they will solve it, even if they have
a long time. They need to be exposed to different ideas,”
Page emphasises.
“Progress and innovation often depend less on lone
thinkers with enormous IQs than on diverse people working
together and capitalising on their individuality,” Page adds.
Groups that display a range of perspectives will, in all
instances, outperform groups of like-minded experts.

THE BIG IDEA – DIVERSITY

DEUTSCHE TELEKOM

30% TARGET

CORBIS/GETTY

DIVERSITY HAS A SPECIFIC
BUSINESS AIM

success. Better-performing companies had fewer
directors in total on their boards, with more female and
independent directors. Meanwhile, 55 per cent of
directors polled thought that diversity for its own sake
was beneficial for board and company performance.
Without a genuine engagement and willingness to
embrace diversity and inclusion when it comes to hiring
and promotion, organisations risk falling into tunnelvisioned ‘group thinking’. This, in turn, would lower their
ability to solve problems and even come up with new
market-transforming ideas, argues Diversity and
Inclusion Consultant Ian Dodds.
“Most organisations already put an emphasis on
demographic diversity and the need to represent
the diverse communities in which you operate as an
organisation,” he says. “But, in actual fact, they
often find they get more business benefit if they
focus on embracing different ways of thinking, mental
modelling and approaches to problem solving in their
diverse workforces.”
Sometimes, it can require an apparently unwelcome
shove from above – such as quotas – to encourage firms
to make the necessary leap, argues Norway’s Hurvenes.
“Has it improved the performance of Norway Plc?
That is hard, almost impossible, to say,” she concedes.
“But when the quotas were introduced in 2002, on
average women made up six per cent of boardroom
numbers. It would have taken 100 years to reach
40 per cent purely on organic growth.”

IN MARCH 2010,
Deutsche Telekom
became the first DAX 30
company to introduce
a women’s quota for
management positions,
setting out an ambition
to have 30 per cent of
management positions
worldwide filled by
women by the end
of 2015.
Since then, the
company, which
employs 260,000
people worldwide, has
seen the percentage
of female executives
rise from 19 to 22.7 per
cent. Meanwhile, the number of women on its 66-strong
management team below the group board level has risen
from two to five per cent, while the percentage of women
on management development programmes has risen
from 18 per cent to 34.6 per cent in 2010.
Key group-wide activities have included the
establishment of ‘dialogue forums’, a ‘diversity
convention’, the creation of more networking
opportunities for female executives and the setting up
of ‘queerbeet’, a network for lesbian, gay, bisexual and
transsexual employees. There has also been a lot of work
on encouraging more people with disabilities to join the
firm and a greater emphasis on work-life balance, and
flexible working.
According to Head of Diversity Mechthilde Maier, on
the company’s website, the key motivation has been
a business-specific aim of “producing added value for
the company”. It has also taken a systematic approach
ensuring top management jobs are only filled if the
applicant pool is 30 per cent female.
“Our headhunters will have to prepare for this,
or else they will no longer suit us,” Maier says. “Executive
development programmes will only take place if 30 per
cent women are taking part – and this ratio will increase
to 40 per cent from 2012.”
The diversity team – safe in the knowledge that
it is backed at the highest levels – also monitors the
implementation of the agenda and how targets are being
met across the business.
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THE WORLD OF WORK IN NUMBERS

STATISTICAL SNAPSHOT
12% To a large extent

23% To no extent

The extent to which benefit
offerings have been negatively
affected by the economy

65% To some extent

MORE THAN THREE-QUARTERS of

HR professionals in the US report that
employee benefits in their organisation
were reduced as a result of the recession,
a Society for Human Resource
Management (SHRM) study has found. The
2011 Employee Benefits Survey shows that
77 per cent of respondents reported that
employee benefits were reduced as a
result of recession.
The breakdown (above) shows that
65 per cent of respondents reported that
their benefits had been affected ‘to some
extent,’ with 12 per cent reporting they had
been affected ‘to a large extent.’
The survey instrument listed 284
benefits in total and asked HR professionals
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to indicate whether their organisation
offers these benefits. Other areas surveyed
included healthcare and welfare benefits,
financial and compensation benefits, and
flexible working benefits.
The results of the healthcare and
welfare benefits section appear to show that
employers have become more concerned
about employee mental health during the
recession. Over the five year period to
February 2011, the number of companies
that provided mental health coverage as a
benefit climbed by nine percentage points
from 73 per cent to 82 per cent, while those
providing rehabilitation assistance climbed
by 17 percentage points, from 30 per cent to
47 per cent, in the same time.

SOURCE: SOCIETY FOR HUMAN RESOURCE MANAGEMENT

US EMPLOYEE BENEFITS DECLINED
DURING THE RECESSION

STATISTICAL SNAPSHOT

TWO-THIRDS OF CEOs globally (66 per cent)

believe they are facing a shortage of skilled
candidates, particularly in key emerging markets
where they are focusing on establishing a long-term
presence, according to PricewaterhouseCoopers’
(PwC) 14th annual global CEO survey, entitled
Growth Reimagined.
The survey of 1,201 business leaders in 69
countries found that, in high-growth markets such
as China, India and parts of Latin America, talent
shortages are, in some cases, more acute than in
the rest of the world. Despite the relatively large
numbers of recent graduates in emerging markets,
about 40 per cent of CEOs report difficulties in
predicting talent availability in these regions.
When CEOs were asked what the key talent

challenges they expected to face over the next three
years 54 per cent of respondents cited recruiting
and integrating younger staff, while 52 per cent were
concerned about losing some of their best people
to competitors.
More than half of CEOs were planning to send
more employees on international assignments in
2011. The number of international assignments
among multinationals has increased 25 per cent over
the past decade. PwC forecasts a further 50 per cent
growth in the next ten years. In the talent market,
skilled employees’ experience in more than one
country is increasingly considered to be as valuable
as their specialist skills. Close to half of CEOs
(45 per cent) said they foresee problems deploying
experienced employees in other countries.

Considering the talent required for the success of your business over the next three years, what are the key challenges you expect to face?
Limited supply of candidates with the right skills
Challenges recruiting/integrating younger staff
Competitors recruiting some of your best people
Providing attractive career paths in your industry
Difficulty in deploying experienced talent globally
Technically skilled talent lack flexibility/creativity
Understand and forecast talent in new markets
Key employees changing careers for
personal reasons
Retirement of older workers
Audit of reward structures by regulators/investors
Poor retention of female talent

0%

14%

28%

42%

56%

70%

SOURCE: PRICEWATERHOUSECOOPERS’ 14TH ANNUAL GLOBAL CEO SURVEY, GROWTH REIMAGINED.

CEOS AGREE THAT
TALENT SHORTAGES
ARE A GLOBAL PROBLEM
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“I SEE MYSELF ALONGSIDE

OUR CHIEF PEOPLE OFFICER
AND CHIEF FINANCE
OFFICER AT THE INNER CORE
OF STRATEGY ”
—	ANDY GREEN, CEO OF LOGICA

PIC & COPY TO
FOLLOW

“AUTRUM EXPERUM

LIQUASSUM HICAB
INT HARIAS RATECTET
VOLOREC”

—	
FACEPTATUM FACEATI
ORIBUS EST, QUI CORE PLISQUI
CONSEQUATQUO

LOGICA’S SPARK
INNOVATION CENTRE. A
SPACE FOR COLLEAGUES
AND CLIENTS TO SHARE
IDEAS AND INNOVATION
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ANALYSIS – WHAT CEOS WANT FROM HR

PARTNERS IN
LEADERSHIP
WHILE THE GLOBAL ECONOMIC TURMOIL HAS TAKEN ITS TOLL ON BUSINESS, IT HAS BEEN
AN OPPORTUNITY FOR HR TO SHINE. BUT HOW CAN HR OPTIMISE ITS PARTNERSHIP WITH
THE CEO? HAYS JOURNAL SPEAKS TO EIGHT BUSINESS AND HR LEADERS

IN DEVISING SOME innovative solutions to crippling

CEO

HR has traditionally had two functions, but its administrative
role is increasingly being seen as ‘non core’. As a company, we
invest in the automated self-service IT platforms that deliver
cost reductions for our clients, and also take away many of the
administrative functions from HR. This frees up HR professionals
to concentrate on their core strategic role.
Logica is a people business. When clients talk about our skills,
technology and business, and our ability to engage with them,
they are talking about our people, who account for 70 per cent
of our operating costs. The retention and management of talent
represents some of our greatest opportunities and some of the
biggest risks. How do we manage a strategic workforce, onshore
and offshore? How do we develop the skills that we need? What
is the pipeline for future senior leaders? How do we build people’s
careers? In this environment, HR has to move away from the
transactional side to value creation.
At a time when organisational culture, talent management
and long-term sustainability are so high on the business agenda,
I see myself alongside our Chief People Officer and Chief Finance
Officer at the inner core of strategy formulation.
I think there is a danger that HR can become something
of a police force, especially in a tough economic climate. Line
management must take responsibility for the tough decisions,
but in some organisations, that gets lost and line management
delegates some of these difficult decisions to HR. I believe that HR
is the conscience of the organisation and, as such, it has to remain
the champion of the people.
That does create extra challenges, but today’s HR
professionals have the calibre and the competence to occupy key
strategic roles and focus on a people agenda that truly supports
the business now and in the long term.

PHOTOGRAPHER: STEVE FORREST /GETTY

ANDY GREEN
Logica

business cost pressures, HR has played a decisive role
in ensuring that companies don’t lose ground and are
better prepared for growth. At the same time, HR has
reinforced its own position as a strategic partner rather
than a purely process-driven function.
More significantly, HR professionals have spent
decades striving for parity of recognition with finance,
operations and other core business functions. They
have secured their place among the executive team
and, in the most progressive organisations, the HR
leader has become the CEO’s trusted adviser.
In meeting the expectations of the most forwardthinking business leaders, HR has set itself a challenge.
CEOs know that talent acquisition, management,
development and retention are crucial to their
organisation’s long-term growth and sustainability
and look to HR to manage that effectively.
Heads of business are equally mindful of how
crucial the corporate, customer and employment
brands are to future growth, and are conferring greater
responsibility for brand management on their HR
division. Then there is the ongoing challenge of cutting
costs without undermining business growth and
productivity; in some organisations, the head of HR
is in a prime position to use technology and other key
resources to achieve that objective.
It is by no means a fait accompli. There are many
organisations in which HR has some way to go to
fulfilling its potential in a strategic, rather than a purely
functional, capacity. The emerging trend, however, is
that more CEOs are acknowledging HR leaders and
their team as a group that understands the business,
its structure and how to drive it forward.
The question is this: by extending its strategic reach
and influence, will HR become a victim of its own
success? And, in a post-recession climate, will CEOs
expect even more from HR? If so, how will HR deliver?
HAYS JOURNAL ISSUE 2 19

Amid the ongoing economic uncertainty, there
is one thing that organisations can be sure of:
their future success depends on having the best
people on board. The talent that is providing
a competitive edge is being sought from an
increasingly competitive global marketplace.
This charges HR with arguably the most strategic
of tasks and redefines its position within the
leadership of the organisation.

“THE CEO MUST BE

IN LOCKSTEP WITH
HR, BUT IT FALLS TO
THAT DEPARTMENT
TO BECOME MORE
VOCAL ABOUT ITS
ROLE WITHIN THE
ORGANISATION”

—	WILLIAM ECCLESHARE, PRESIDENT AND
CEO, CLEAR CHANNEL INTERNATIONAL

CEO

KAI PETERS
Ashridge Business School
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What CEOs want or expect from HR depends on how they
position the function within the business. In spite of the
progress that has been made, HR often lies between a rock
and a hard place – seen on the one hand as a strategic HR
partner and, on the other, as a process-driven business function
that, with employment tribunals at the forefront of staffing
issues, retains a compliance mindset.
A widely held perception that HR people only move within
HR circles puts further restrictions on their ability to progress.
Greater cross-functional movement of people, including those
from line management, in and out of HR would create more
scope for strategic responsibilities.
I frequently ask HR people attending our programmes to
find something unique to their organisation, and the only really
unique elements are the people and the culture. If HR is to move
closer to a strategic function, there needs to be a lot more talk
about people and talent management and its importance to
the business culture.
HR leaders themselves should be more forthcoming in
taking ideas and suggestions to the CEO that will help them
to become better leaders by focusing on the true purpose of
the organisation.

ANALYSIS – WHAT CEOS WANT FROM HR

CEO

JACKIE ORME
Chartered Institute of
Personnel & Development
I think the real issue is not so much
about HR meeting the expectations
of the CEO, but rather CEOs getting
the HR they deserve. You can have
a top-quality HR function staffed
by extremely talented people
who know the business and its
HR requirements and understand
the operational context, but
when you have a CEO with low
aspirations of what HR can do,
HR will underperform.
In fact, HR has excelled over
the past two years, particularly
on key areas such as business
efficiency, which has come
under close scrutiny in the
difficult economic climate.
One of the biggest business
costs is labour, and one of HR’s
greatest achievements has been
encouraging organisations to value
people as assets rather than costs
and to recognise the war for talent
as a limiter of growth.

Throughout the recession,
HR has been responsible for
delivering some innovative talent
management and retention
strategies that have enabled
organisations to avoid the bigger
costs of downsizing the workforce
and building it up again at a later
date and being in a stronger
position when growth returns.
However, I believe that it is the
responsibility of HR to demonstrate
its value to business.
There is an underlying
assumption that business leaders
always make the right decisions
about the long-term sustainability
of the organisation. In fact, with
some of their decisions, they risk
doing long-term damage. HR
executives, along with the heads of
other business functions, should be
in a position to challenge the CEO’s
decisions in an appropriate way
that will be heard.

PRESIDENT/CEO
WILLIAM ECCLESHARE
Clear Channel
International

There has been a huge shift in the role of HR from a
purely functional remit to one that is more focused
on unearthing and managing talent. Because this
process has in itself become more difficult and
challenging, the role of HR has become much more
important. In some companies, HR is the central
differentiator in terms of attracting and retaining
great talent.
In a downturn, the HR role becomes even more
critical; in some cases, it is the defining feature of
an organisation that uses creative thinking and
ingenuity to avoid losing exceptional people.
A strong performance during a recession
has raised the profile of HR and enabled senior
colleagues at board level to appreciate the value
that it brings to the business. However, one of the
barriers to HR becoming a key business partner
is that the function is hugely misunderstood by
others in the organisation. Too many CEOs use
their HR department as a fig leaf, allowing it to
deliver purely on administration and compliance.
These things have to be done, but they do not
define what the function is really about.
The CEO must be in lockstep with HR, but it
falls to that department to step up to the mark by
becoming more articulate and vocal about its role
within the organisation.
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NIGEL GARRARD
Amcor, Australasia
& Packaging Distribution

HEAD OF HR,
UK BANK
ANDREW FOX
HSBC

In my view, HR gets the CEO it deserves, and that is
determined by the way in which it wields influence.
As a profession, HR is very good at self-promotion,
justified or not. But it is often undervalued and
needs to gain credibility, largely because it has let
opportunities slip through its fingers, including
as far back as the 1990s, when it had a very real
opportunity to replace the CFO as the CEO’s
right-hand person. An organisation’s competitive
advantage has always been its people, but HR
failed on that debate back then.
And while HR can take some credit for its
efforts to preserve jobs during the past few years
of economic turmoil, my view is that HR could
have played a bigger role in avoiding the crisis
in the first place.
HR has raised its profile in recent years, but
there is no room for complacency. We should
be looking at things like performance and cost
structure in a more critical manner. The modern HR
function should be smaller and devolved from areas
not core to the profile. Compliance matters, for
example, should be handled by a compliance team.
When the HR function starts approaching the
CEO with a compelling, well-structured business
case, the CEO will start to listen, and HR will wield
some influence. I am an optimist, and I am starting
to hear small pockets of HR discussion that don’t
sound like HR, but more like business. But if we
are to perform at the strategic level at which HR
professionals ought to be, where we can raise
and meet the expectations of the CEO, we have
to do better.
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HR has most definitely become a key business partner of the CEO.
The best people – motivated, incentivised and focused – are the
essence of success and the HR director is essential to this process.
Within my own organisation, my two key people are the CFO and
HR director. In the wake of some extremely challenging economic
times, that is even more the case.
I expect my head of HR to deliver value to the business, not just
the processes. To do that, HR needs an understanding of business
and of running a business. Top-calibre HR people have that.
As well as being a trusted adviser, the HR director is someone
who can manage talent and succession, especially in the recent
adverse economic conditions that have put businesses under
enormous pressure.
Our senior HR executive is involved in all our strategy planning
sessions and discussions on operational performance. HR input
was behind a number of staffing solutions, including job sharing,
nine-day fortnights, and career breaks, that allowed us to protect
jobs. In a temporary slowdown situation, we know we are better off
keeping our best people.
Expectations should be high. The head of HR is not just a
confidante to the leader, but someone that others will go to when
they don’t want to go directly to their immediate boss. HR has to
be good at managing the processes and applying them to deliver
maximum efficiency and productivity. Where it hasn’t already done
so, HR needs to get out of its comfort zone, get involved and be a
real part of the business. It’s a big ask, but HR should feel the fear
and do it anyway.

ANALYSIS – WHAT CEOS WANT FROM HR

PRESIDENT/CEO

A strategic HR function has been fundamental to the success
of my organisation, so I’m baffled when I hear other CEOs
dismiss HR as being not terribly important to the company,
which I occasionally do.
Fifteen years ago, we employed 400 people and had
no HR. Today, we employ 1,300 and, having acquired some
exceptional HR talent, we have established a top-quality HR
division in every state of Australia.
But my vision was always to go several stages beyond
the basics of a highly efficient HR function. We don’t have
products, we don’t have intellectual property, but what we
do have is extremely talented people. As a people business, it
is crucial that we can develop, retain and engage that talent.
That is where good HR delivers real value: in understanding
people’s behaviour, what changes can affect that, and how to
protect and promote the organisational culture. Without HR,
a strong CEO could potentially trample all over the business
culture and damage the employer brand. It is one thing for a
CEO to know what they want to achieve, it’s another to know
the best way of bringing it into the business.
It has become so glaringly obvious that people are an
organisation’s best asset, so you need to invest in them. And
you do that by making HR an integral part of your business
leadership strategy, not a bolt on, but a function that is every
bit as essential as your IT infrastructure.
The world has changed, the rules on equality,
communication and risk are more complex, and HR is a
function that now touches every part of the business. This
is why my HR director is also my trusted adviser, with a seat
at the top of the leadership table.

STEVE FORREST / PANOS PICTURES

TOM SOUTHERN
CB Richard Ellis, Australia

“HR SHOULD BE LOOKING AT

THINGS LIKE PERFORMANCE
AND COST STRUCTURE IN A
MORE CRITICAL MANNER”
—	ANDREW FOX, HEAD OF HR, UK BANK, HSBC
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ANALYSIS – WHAT CEOS WANT FROM HR

VICE PRESIDENT OF HR
WAGNER BRUNINI
BASF South America

There has been a dramatic shift in the relationship between
HR and the CEO. The reason for this is that companies finally
understand that it is not product or cost that differentiates a
company from its competitors, but its people. HR is responsible
for attracting, retaining and engaging this most valuable asset.
I see the dynamics between HR and the company leadership
changing further and forging an even closer working partnership.
Even in apparently good economic times, major challenges
lie ahead.
While Brazil was not affected by recession in the same way
that other countries were, its problems go back further than
the past two or three years and were more serious. We are now
entering a period of strong economic growth and there is plenty
to be optimistic about, but the one issue that gives us sleepless
nights is whether we will have the talent to fulfil our company’s
growth potential and capitalise on the new global business
opportunities that are emerging.
I am responsible for HR for BASF throughout South America.
I work closely with the CEO of South America, who understands
the relationship between effective talent management and longterm sustainability and relies heavily on HR’s support. Similarly,
I rely on his support. It is a very strong, two-way partnership.
I believe that the real question is not about what the CEO
wants from HR, but what both parties expect from each other.
What can they offer that will bring the maximum benefits to the
organisation, both now and in years to come? The answer has
to be their mutual support.

“I SEE THE DYNAMICS

BETWEEN HR AND THE
COMPANY LEADERSHIP
FORGING AN EVEN
CLOSER PARTNERSHIP ”
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THROUGH THE LENS

50%
The Association of Business Service Leaders
in Poland estimates that the Polish market for
business services grew by about 50% within
two years. Poland has become the
indisputable leader in this sector in Central
and Eastern Europe in terms of the number of
centres and the number of employees. The
rapid rise of business process outsourcing has
been a significant driver of economic growth
in the region, thanks in part to the education
system in Poland, which is producing the
skill levels needed to fulfil complex process
requirements.For more information on
Hays’ expertise in this space, please visit
www.hays.pl

ALAMY

STUDENT IN THE DEPARTMENTAL LIBRARY
OF THE NATIONAL BANK OF POLAND
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“WE NEED INDEPENDENCE
OF THOUGHT AND
THE STRENGTH TO
ARTICULATE VIEWS THAT
SOME PEOPLE MAY NOT
WANT TO HEAR”
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LEADERSHIP — STEPHEN DANDO

IN THE
BALANCE

DAVID RYLE

STEPHEN DANDO, EXECUTIVE VICE PRESIDENT AND CHIEF HUMAN RESOURCES
OFFICER OF THOMSON REUTERS SAYS THAT ACCURATELY WEIGHING THE
SHORT- AND LONG-TERM NEEDS OF BUSINESS IS CRITICAL TO THE SUCCESS OF HR

WHEN STEPHEN DANDO declares that the door to
a strategic role for HR is wide open, he isn’t speaking
aspirationally, he is talking as someone who walked
through that door some years ago. The 49-year-old
Chief Human Resources Officer of the Toronto and New
York Stock Exchange-listed Thomson Reuters has
earned a reputation for influencing and challenging
from the heart of the organisation, rather than the
periphery, and delivering exceptional HR performance
in testing business environments.
Something of a transformation guru – in previous
roles he has been instrumental in steering major
organisations such as the BBC, Guinness and Diageo
through massive change programmes – Dando has
applied his distinct brand of HR leadership and
strategy to the successful integration of Reuters and
Thomson. This has created a global news and
professional information organisation with more than
55,000 employees working across 100 countries.
But Dando insists there is no secret to HR’s much
talked-about ascendency to a more strategic
corporate position; he says it is simply about fulfilling
a role that is absolutely pivotal to organisations both
now and in the future.
“One of the biggest challenges facing HR is finding
the balance between the here and now; the shortterm business needs versus the longer-term health of
the organisation,” he says. “Both are critical and HR
will be judged by how well it delivers on both.”
Globalisation, technology and demographics are the
trends that are currently having the biggest influence
on the way that organisations are developing. HR has
a crucial role to play in managing the impact of, and
the challenges created by, these trends. In doing so, it
will be poised to assume a greater position of strength
and influence within the business.
In some organisations, it was the economic

recession that created strategic opportunities for HR,
through the clever and cost-effective deployment
of people and resources that not only strengthened
business, but also added real value. The prevailing
climate of austerity, which threatens to stifle growth
and curb innovation, is testing HR’s capabilities
further still.
Dando says: “The challenge with austerity is that
you have to increase your focus on issues like your cost
base and near-term performance, but that ought not to
be to the exclusion of other factors affecting the
long-term health of the organisation, because that is
where sustainable performance will come from. HR
plays a crucial role in achieving that balance and it has
to get it right.
“However, it’s important that HR doesn’t exist
in isolation; partnering well with the rest of the
business is vital. For example, HR and finance can
work well together to build a true performance culture
in an organisation.”
Success, he concedes, also comes down to the
credibility of the HR function, the regard in which it is
held and the calibre of the people. This is partly
influenced by the company’s history and traditions,
and how deeply understood HR’s role really is.
This, says Dando, will determine the extent to which
the impact of the HR leader is integrated with the CEO
and others on the executive team. However, when
asked how HR can establish itself as a true strategic
business partner, rather than being seen as a backoffice function, he appears taken aback.
“I’ve never considered HR to be a back-office
function,” he says. “I have always subscribed to the
view that HR is at the heart of what makes an
organisation successful. But that can only happen
when there is mutual respect. HR has to be seamlessly
aligned with the strategic priorities of the business.”
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“AT THOMSON REUTERS,
EVERY LEADER
UNDERSTANDS THE
PRINCIPLE THAT THE
CALIBRE OF OUR
PEOPLE IS CRITICAL
TO FULFILLING OUR
AMBITION TO GROW”

“At the same time, we need independence of
thought and the strength to articulate views that some
people may not want to hear. We need to have the
conviction that we are in a position to not only support,
but also at times to challenge the ideas of other leaders
within the organisation.”
From his own experience, he concludes that where
the CEO has higher expectations of HR, it can play
a broader business role. “It’s so obvious it’s easily
missed,” he says. “If the strength and calibre of the
people are aligned to the business, HR becomes part
of the business itself.”
“This shift across the business to being performance
and talent focussed is also not something that can be
done by one individual. And at Thomson Reuters I am
fortunate to have the support of a first rate team.”
Historically, the link between performance and
profit in terms of HR function has not always been
made, but according to Dando, the functions of HR and
long-term success are inextricably linked.
“A lot of what we do shows up in the bottom line,
especially around talent.” he says. “At Thomson
Reuters, this is not just something that appears in the
annual report. Here, every single leader in the company
understands the fundamental point that the calibre of
our people is absolutely critical to fulfilling our ambition
to grow the business.”
He adds: “Reward is an integral part of the talent
agenda. Our aim is to create a true performance
culture, with recognition and reward delivered on a
differentiated basis, because if you are going to bring
the best out in your people, they need to feel that
superior performance is being recognised.”
Organisational development, another area of
business that is absolutely key to bottom-line
performance, is also seeing more HR input than
ever, driven largely by the changing nature of
workplace demographics.
Dando explains: “It has often been quite a reactive
function, and if we are increasingly looking to add
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to the overall performance of the company, HR
really needs to look ahead. It must discern some
of those trends for our business to ensure that we
are shaping the work culture that will drive the
business forward.”
He points out that there is a greater awareness
among businesses about what it takes to create good
organisational health. Every function within the
business – not just HR – needs to appreciate the
importance of its people. For HR leaders in
organisations with less holistic attitudes to business
strategy, this may sound somewhat idealistic, but one
thing Dando can never be accused of is talking the talk
without walking the walk.
Dando was closely involved in the people aspects of
the 1997 merger of Guinness and Grand Metropolitan
to form Diageo. In the HR hot seat during the
integration that followed the Thomson acquisition of
Reuters, he was part of the executive team credited
with the effective integration of two different company
cultures that bucked a classic post-merger trend of
falling employee engagement by actually increasing it.
He is quick to point out, however, that a performancedriven culture is the common factor in every successful
company and that this remains the overriding priority
It was pressure of a different kind that Dando
faced and overcame during his tenure at the BBC,
significantly during the post-Hutton report era of
2004 when the Corporation’s management structure
and the organisation as a whole came under intense
scrutiny. Dando led the transformation of the BBC’s
HR function and implemented its largest ever
leadership training programme, which won a
World of Learning award in 2004.
ATTRACTION AND RETENTION
In his current role, Dando has found himself on familiar
ground, tasked with weaving together the work
practices and HR departments of Reuters and
Thomson following the 2008 acquisition and
integration that followed. He says: “At the time of the
merger, while integrating the two businesses, one of
the key decisions revolved around establishing the
three constituent parts of the Thomson Reuters
signature: strategy and capital allocation, innovation
and talent.
“Talent was always going to be a key part of our
signature, and our approach to that over time would
come to define us. We actually devised a fresh talent
strategy: a segmentation approach that originates
from the heart of the business strategy. It identifies
a number of critical talent segments, including
technologists, executives, domain experts, and will soon
have a targeted development offering for each one. In
realigning the organisation, its resources and people

CV
STEPHEN DANDO –
AT A GLANCE
Studied Business Law
and Administration at
University of Strathclyde
(1984) and completed an
MBA at the University of
Edinburgh (1990).
Worked in a number of
HR roles at UDV Europe,
Guinness, Diageo and
the BBC.
Joined Reuters in 2006 as
Group Human Resources
Director and became CHRO
of Thomson Reuters in 2008.
Vice President, International
for the Chartered Institute of
Personnel and Development.
Has Executive Committee
responsibility for the
Thomson Reuters Foundation
and is a member of its
Trustee Board.
Lives in London and is
married with two children.
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with these segments, we are bringing to bear in each
of them a small number of high-impact initiatives that
really make a difference.”
For any global organisation that is critically
dependent on people, there is the constant challenge
of attracting and retaining more than its share of the
talent pool.
“The Thomson Reuters brand has developed
successfully since the integration,” says Dando. “That
has enabled us to build a solid reputation for talent
management and to create the kind of culture that has
helped us in both the recruitment and retention of
people in the past few years.”
As a tech-savvy business, Thomson Reuters has a
very high level of engagement with new and evolving
technologies that have a positive impact on business
and HR. Dando says: “Cloud computing is providing
a highly efficient, decentralised global service, and at
the same time we are working with partners to support
outsourced services, such as payroll, benefits and
recruitment. Like all fast-moving global organisations,
we are harnessing the many benefits of social and new
media tools to facilitate better collaboration and virtual
team working.”
Dando is a keen advocate of learning. While he
acknowledges that a considerable amount of his HR
expertise has been acquired from previous roles and
challenges, he insists that the diversity of the role
prevents that experience and know-how from simply
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being transplanted into subsequent HR functions.
He says: “I’m sceptical about an ideas implant; the
notion that there are panaceas out there that will solve
all organisational issues. I think the key lies in knowing
your own organisation, being truly embedded in its
culture and understanding what works in your
company. That is the question that the HR director has
to find good answers to.”
“Having said that, I believe there are good ideas and
practices that you can learn from. Look at the
professional services firms, which tend to have a strong
performance culture and are often adept at the flexible
deployment of their key talent. I love hearing about
what other organisations are doing, about initiatives
that have created real value and ideas that are proven
and tested.”
Dando is a strong believer that businesses can learn
a lot from organisations that are going through change,
whether that is in terms of strategy, market, customer
group or products.
The experience accumulated from working in
different skills and sectors, he says, is one of the most
satisfying things about a career in HR. And, clearly,
he is doing something right. In 2009, Dando and his
team received the CBI’s Human Capital Award for HR
Excellence for achievements both during and after the
Thomson Reuters merger. It comes down to a simple
tenet: that people are the key to business growth
and sustainability.

INSIDE TRACK — INSIGHT FROM HAYS’ RESEARCH

UK EMPLOYERS STRUGGLE TO
FIND SKILLED CANDIDATES
SURVEY RECOMMENDS A CONTINUOUS
FOCUS ON CAPABILITY BUILDING AS THE
WAR ON TALENT INTENSIFIES
The Chartered Institute of Personnel and
Development’s (CIPD) 2011 Resourcing
and Talent Planning report, an annual
benchmarking survey based on 626
organisations, found that 52 per cent of
respondents believe competition for talent
is even greater in 2011, compared with
41 per cent and 20 per cent in 2010 and
2009 respectively.
The report, which is sponsored
by Hays, showed that 75 per cent of
organisations are experiencing recruitment
difficulties this year, with management,
professional and technical positions the
most difficult to fill.
Meanwhile, 73 per cent of respondents
noted an increase in the number of
unsuitable candidates, fuelled by the sheer
weight of application numbers as a result of
a high unemployment rate.
However, the report points out that
businesses need to equip their employees
with the skills and knowledge to meet
present and future challenges. The
report suggests that capability building
should be part of a continuous process,
embedded into policies and practices, with
development and skills training being
part of business as usual, rather than a
one-off activity.

While fresh talent is still important,
recruitment strategies should complement
internal pipelines, the report says.
The survey found that other strategies
employers adopt to help bridge the skills gap
include increasing the use of apprenticeships
(30 per cent), increasing the use of interns
(22 per cent) and considering sponsoring
students through university (10 per cent).
Claire McCartney, Adviser, Resourcing and
Talent Planning at CIPD, said: “Employers need
to think more holistically and long term when
it comes to skills shortages, such as linking up
with educational establishments to ensure the
curriculum is preparing students well for the
world of work.”

52%

OF SURVEY
RESPONDENTS
BELIEVE THE
STRUGGLE FOR
TALENT IS EVEN
GREATER IN 2011,
COMPARED WITH
THE PREVIOUS
TWO YEARS

FOR MORE INFORMATION
To receive a full copy of the CIPD’s 2011 Resourcing
and Talent Planning, email: haysjournal@hays.com

“EMPLOYERS NEED TO THINK

MORE HOLISTICALLY AND
LONG TERM WHEN IT COMES
TO SKILLS SHORTAGES”

Views on the employment market (% agreeing or strongly agreeing)
73%
With fewer roles to fill, we have
noticed an increase in the number of
unsuitable applicants

76%
54%
52%

Competition for talent is even greater
now, as the pool of available talent has
fallen sharply

41%
20%
Percentage of respondents

2011

2010

2009
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SALARIES UNDER
PRESSURE IN
ASIA PACIFIC

TOKYO FIRMS
SPREAD STAFF
MORE WIDELY
ACROSS JAPAN

45%

38%

17%

Remained the same
Increased
Decreased
Staff levels over the past 12 months

POSITIVE HIRING INTENTIONS, SKILL
SHORTAGES AND A WIDENING GAP
BETWEEN CANDIDATE AND EMPLOYER
SALARY EXPECTATIONS ACROSS
AUSTRALIA AND NEW ZEALAND LOOK
LIKELY TO CREATE A PERFECT STORM
OF SALARY PRESSURE
The 2011 Hays Salary Guide has revealed
that improved market conditions have led
to a rise in recruitment in Australia and
New Zealand. Seventy-four per cent of
Australian and 67 per cent of New Zealand
organisations expect business activity to
increase during the next 12 months, with
45 per cent of Australian and 45 per cent
of New Zealand employers expecting to
increase permanent headcount during
the same period.
Skills shortages are now emerging
in all of the sectors surveyed, though
most prominently in accountancy and
finance, operations, sales and marketing,

and engineering. However, we are yet to
see a widespread increase in salaries.
Looking ahead, the survey data showed
that 44 per cent of Australian employers
intend to increase salaries in their next
review by between three and six per cent,
while six per cent will offer an increase of
more than six per cent. However, 43 per cent
intend to increase salaries by less than three
per cent. In New Zealand, 57 per cent of
employers intend to increase salaries by less
than three per cent.
Nigel Heap, Managing Director of Hays
Asia Pacific, says: “Such low intentions
are at odds with candidate expectations,
particularly those of candidates in demand,
so we expect the gap between salary
expectations to widen even further.”

FOR MORE INFORMATION
To receive a full copy of the 2011 Hays Salary Guide,
email: haysjournal@hays.com

“WE EXPECT THE GAP

BETWEEN SALARY
EXPECTATIONS TO WIDEN”
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FOLLOWING THE
DEVASTATING EARTHQUAKE
ON 11 MARCH, MANY
COMPANIES ARE LOOKING
TO MOVE THEIR STAFF AWAY
FROM JAPAN’S CAPITAL CITY
The post-earthquake job
sentiment survey conducted
by Hays Japan covered more
than 200 CEOs, vice presidents,
managing directors and HR
professionals.
It showed that close to
one in three of the companies
surveyed plan to move their
people away from Tokyo, with
the most popular regions being
Kansai, Kyushu and Hokkaido.
Information Technology
was judged to be the most
vital job area in managing
the earthquake and its
aftermath. Fifty-one per cent
of participants named it as
the most important job
function, followed by HR
with 34.5 per cent.
The survey also found
that one in five companies
has changed the way it places
its personnel following the
earthquake. Of these, 57.5 per
cent have dispersed personnel
more widely across Japan,
instead of concentrating them
in Tokyo.

INSIDE TRACK — INSIGHT FROM HAYS’ RESEARCH

TOP TEN GLOBAL
SKILLS SHORTAGES
HAYS HAS LISTED THE TOP TEN SKILLS
THAT ITS GLOBAL OFFICES AND CLIENTS
HAVE COMMONLY IDENTIFIED AS BEING
MOST IN DEMAND
Broken down by soft and hard (job-specific)
skills, the analysis indicates a common
global perception that candidates do not
have a sufficient standard of soft skills.
Meanwhile, current economic circumstances
and long-term demographic trends are
driving demand for some hard skills.

70%

OF EMPLOYERS
WANT TO SEE
EMPLOYABILITY
SKILLS TAUGHT AT
SCHOOLS AND
UNIVERSITIES

27%

OF EMPLOYERS SAID
THEY LOOKED FOR
ORGANISATIONAL
SKILLS IN
CANDIDATES

1m

THE US IS EXPECTING
A SHORTFALL OF
A MILLION NURSES
OVER THE NEXT
DECADE ACCORDING
TO THE HEALTH
RESOURCE AND
SERVICES
ADMINISTRATION

SOFT SKILLS
Languages – A common theme among
sectors and countries is the need for
additional language skills. In the global
economy, English has become the lingua
franca for business. For those whose first
language is English, being able to speak
a second or third language with any
ability is prized.
People and communications – This
increases being able to work efficiently
as part of a team, build relationships,
present to clients and senior
management. This is supported by a
recent Hays survey in the UK, which
showed that 35 per cent of respondents
said good communication skills were
desirable in candidates.
Team management and leadership –
A lack of these skills exists across the
board. A possible reason for this may be
a dearth of investment at the educational
level and at the professional training
level. According to the CBI/EDI Education
& Skills Survey, 41 per cent of UK firms
planned to invest in training in 2011, while
70 per cent of respondents want to see
employability skills taught to young
people at schools and universities.

 rganisational – In the same CBI/EDI
O
Education & Skills Survey, 27 per cent of
respondents said that organisational skills
were something they valued and looked
for in candidates.
HARD SKILLS
Financial and budgetary – An increasing
number of western organisations
are looking for greater financial and
budgetary awareness; the proposed plans
to give GPs in the UK control of their own
budgets is a case in point. In emerging
economies such as Brazil, there are few
local candidates with these skills.
IT – Specific IT skills currently seen to be
lacking include knowledge of JAVA, .NET
and C++, as well as IT skills specific to
individual industries.
Green skills – This is a fairly new area,
but a growing one, with particular
demand in the green energy and
construction sectors across all regions.
Procurement and negotiation – As
businesses seek to cut costs and make
savings, the demand is soaring for skilled
professionals capable of making these
savings and getting the best deals.
Research and development (R&D) –
According to Invention Machine, R&D skills
shortages are prevalent in industries where
product innovation is critical to growth.
Technology, consumer goods, industrial
and life science companies all foresee
severe R&D skill shortages.
Healthcare – A lack of healthcare
professionals poses a considerable threat
for the global economy over the next
20 to 50 years. As people live longer,
the requirement for healthcare grows.
Currently, the US expects a shortfall of a
million nurses over the next decade.
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PLUGGING INTO GLOBAL TALENT IS ONE OF THE BIGGEST CHALLENGES FOR EMPLOYERS TODAY.
DO RECRUITMENT PROCESS OUTSOURCING AND MANAGED SERVICE PROVISION HOLD THE KEY?
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GETTY

SERVICING THE
GLOBAL MARKET
FOR TALENT

FOCUS – RPO AND MSP MARKETS

“COMPANIES ARE LOOKING

FOR CONSISTENCY ACROSS
THEIR GEOGRAPHIES, AND
WANT ONE PROVIDER THAT
CAN ENSURE THERE IS ONE
GOVERNANCE PROCESS”

MULTINATIONALS ARE SEEING the appeal
of combining the benefits of Recruitment Process
Outsourcing (RPO) for permanent hires or, in the case
of contract or temporary workers, some form of
Managed Service Provision (MSP) with an international
coverage. According to research by Everest Group,
the RPO market is projected to grow by about
25–30 per cent in 2011, following the market’s rapid
growth in 2010.
Indeed, despite the recession, 2010 was a bumper
year for RPO, with twice the number of new deals
compared with 2009. However, each world region was
dominated by only a few service providers. Everest
found that of the RPO deals struck in 2010, 68 per cent
were single-country deals, 18 per cent were regional
and 14 per cent were global. For those deals that
included both temporary and permanent hires, Hays –
operating from 255 offices in 31 countries – had the
largest single stake, with 28 per cent of all deals.
Employers are finding it harder to go it alone or
even work with a selection of smaller partners. But
the reasons for using RPO and MSP are changing.
Companies looking to expand globally are recognising
the need to have a global approach to their workforce
strategy, in order to identify inefficiencies in the system
and drive greater standardisation across different
regions and business units. This, the Everest report
concludes, means that RPO is rapidly emerging as a
viable way of meeting these challenges.
Cost reduction and process efficiencies remain
important. But socio-economic factors, such as labour
laws, demographic changes and global migration
patterns, are becoming too complex and causing
employers to consider other, more sophisticated uses
of outsourcing. Research by Nelson Hall in February
this year found that cost is always a factor, but is no
longer the top priority. It lists demand for better talent,
improved quality of hire, reduced time to hire,
employer branding and geographic scope as
increasingly important. In 2007, only 26 per cent
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of RPO vendors had an offering to target passive
candidates. By 2011, that was 100 per cent. Indeed, as
recruitment needs become more nuanced, employers
and providers are forming deeper relationships.
Average contract lengths are now 3.3 years, compared
with 3.1 years in Nelson Hall’s May 2009 RPO study and
2.7 years in 2007.
The need for global RPO is also being driven by
both multinational employers looking to harmonise
their practices and companies expanding into
emerging markets. A US-based RPO provider explains:
“Companies are looking for consistency across their

“IN THE GLOBAL ECONOMY WE

ARE FINDING OURSELVES IN
A MUCH MORE COMPETITIVE
MARKET, SO WE NEED TO WORK
WITH OUR PARTNERS MORE”
geographies and want one provider that can ensure
that there is one governance process, one quarterly
review process, one approach to talent management
and a consistency over employer brand. Having
multiple vendors would lose the consistency that you
get with a single partnership.” He identifies Asia Pacific
as a key growth area, with both providers and
companies looking to get a foothold.
For providers to achieve a global reach, the current
trend is to form partnerships, or to create their own
single RPO solution. Nelson Hall’s research found that

36 HAYS JOURNAL ISSUE 2

nearly a third of recruitment service providers had
opened new offices globally to support RPO in the
previous 15 months. Multi-country contracts have
increased (25 per cent of 2010 contracts), as have
multi-continent contracts.
Where businesses are in need of greater flexibility
in their workforce planning MSP gives employers some
agility and a greater sense of control over the process.
Andy Moffitt, Practices Director, Computacenter (UK),
is one such success story (see box, right). He has also
recognised a shift towards global MSP and RPO in his
firm: “For us, it is the next stage of our development.
We can demonstrate that the model works, and
although we are predominantly engaged with Hays in
the UK, we are an international organisation and our
German business is almost as big as our UK business.
We have asked Hays to help us on projects in Cape
Town and Kuala Lumpur.”
All parties are developing a better understanding
of the ability of service providers to support business
growth and strategic initiatives at both a global and a
local level. Vivien McSweeney, Head of Resourcing at
UK-based Virgin Media, says: “MSP is becoming more
about scalability for us and for other organisations, as
our volumes can change very quickly. It is becoming
harder for organisations to attract great talent – in my
view, RPO/MSP in the coming years needs to cater for
the transactional components of the process and more
strategic talent management.”
Similarly, Computacenter is becoming more reliant
on the whole service process from end to end, says
Moffitt. “I think our dependency on RPO/MSP will
grow,” he states. “From a cost perspective, in the
global economy we are finding ourselves in a much
more competitive market, so we need to work with our

FOCUS – RPO AND MSP MARKETS

partners more. That doesn’t mean squeezing them for
cost; it means thinking about different operating
models and ways of working.”
There is a danger, though, that looking for a global
RPO solution could make the decision for buyers more
complex. If so, the Everest report helpfully offers a
number of recommendations for companies that are
evaluating a global RPO solution. Firstly, overall
responsibility should be owned by a single service
provider to avoid managing multiple service provider
relationships, a key driver for global RPO itself.
Secondly, the Everest report stresses that a potential
service provider should readily be able to demonstrate
success stories. Thirdly, the solution should be well
integrated from both a process and a technology
perspective, to realise the benefits envisaged. The
report is right to highlight the importance of
technology, since managing the complexities of many
RPO and MSP contracts would be almost impossible
without a robust software platform, such as those from
3 Story Software, i-GRasp and Fieldglass, whether it is
owned by the client or the service provider.
The rise and development of such cloud-based
systems are bound to go hand in hand with further
globalisation of the RPO and MSP markets.

THREE THINGS YOU
SHOULD DO WHEN
CONTRACTING
OUT RECRUITMENT
PROCESS

GLOBAL REACH

Hays has recently made
an acquisition in order to
expand and strengthen its
offering in the increasingly
important area of vendor
management and internetbased recruitment services.
3 Story Software LLC is a
leading recruitment vendor
management software
solution. Integrating this
proprietary technology
with its own recruitment
database system will
provide Hays with a bestin-class and cloud-based
recruitment vendor
management solution
across its global network.

Vivien McSweeney, Head of
Resourcing at Virgin Media,
recommends:
Make sure you engage
with the business and
key stakeholders in
advance, and take a
partnership approach
with the provider to
get the best out of
the relationship.
Have the infrastructure
in place to support the
model and invest
in the right technology.
Be able to measure
progress and quantify the
value of the outsourcing
model being used.

FOR MORE INFORMATION
Contact: haysjournal@hays.com

CASE STUDY:

ANDY MOFFITT, PRACTICES DIRECTOR
COMPUTACENTER (UK) LTD
Our internal team used to manage 13
different agencies for permanent and
contracted recruitment, and probably
traded with 50 or so in total. That clearly
had its limitations. After the dot com
bubble burst, we looked at areas where
we could save on cost.
The IT industry is changing all
the time – our customers use the
latest software and hardware to give
themselves a competitive advantage
and place those demands upon us. In
any one day, we have 1,000 contractors
in our business – be they IT, project
managers or consultants – all of whom
we now source through Hays. So, when
our customers are making changes,
we have to deploy quickly. Having
Hays’ tools and systems embedded
in our organisation takes cost out

of the change and greatly enhances our
speed of response.
What started off as a cost-saving
exercise actually enabled us to improve
the service we were giving to our
customers. When a customer comes to
us and says they have got a big project
that they need to start in two weeks’
time, winning the project in a very
competitive environment depends
on our ability to be ready when the
customer wants us to start. So Hays
is co-located with our scheduling
teams and can plan our 2,000 project
managers, consultants and engineers,
by sharing the same tools and systems.
For example, if a customer asks for
20 engineers, we may deliberately only
have ten available. We cannot afford to
keep resource levels at peak because

we would have utilisation challenges
in the quieter times. Within seconds of
Computacenter receiving the request
from our customer, Hays is working on
it. If you go back to traditional models,
you just don’t have that link – there’s a
delay, and you’re already eating into the
time you’ve got available. By moving to
RPO/MSP, we’ve probably cut out two to
three days per engagement.
The other development to consider
is employment law. Legislation is
becoming more challenging, especially
at European level – and we increasingly
rely on Hays to help us navigate that
minefield. Every single day, we have
1,000 contractors from Hays working
at Computacenter, and there’s constant
churn. We’re becoming more reliant on
the end-to-end RPO/MSP process.
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THROUGH THE LENS

70%
Global construction output will grow by up
to 70 per cent by 2020, according to the
construction industry think tank Global
Construction Perspectives and Oxford
Economics. It predicts that construction in
emerging markets will rise by 110 per cent,
led by China and India, with strong
contributions to growth from Indonesia and
Russia. Indeed, Hays has seen proof of this
over the past year, with China experiencing
an increase of some 50% in construction jobs
registered and close neighbour Singapore
seeing an increase of 24% in construction
jobs filled.
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LABOURERS WORK ON A CONSTRUCTION SITE
IN JAKARTA, INDONESIA
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RISING TO THE CHALLENGE – TRANSFORMING ORGANISATIONS

CHANGING DIRECTION

GETTY

WHEN ORGANISATIONS FACE AN ADAPT-ORDIE SCENARIO, HR NEEDS TO PUT ITSELF AT
THE CENTRE OF STRATEGIC CHANGE

SOMEWHERE AT THE heart of all shifts in
strategic direction is the ultimate imperative: to stay
competitive. And with ever greater demands on
companies to be both innovative and agile, the success
of any transformation initiative will rest on the ability
of its leaders to drive change quickly and effectively
throughout the company.
Historically, at board and senior management level,
the focus has been on the business activity required
to bring about the change, while the importance of
engaging the workforce in the transition process has
received less attention than it deserved. This has been
to many organisations’ cost. Numerous studies over
the past two decades have indicated a 70 per cent
failure rate in corporate change programmes, primarily
because of a lack of focus on the people-related issues.
Stephen Dando, Chief Human Resources Officer at
Thomson Reuters (see ‘In The Balance’, page 26) has
more experience than most of organisational change

management, most notably during his time at the
BBC, Diageo and within his current organisation.
When businesses change strategic direction, he
sees it as imperative that HR is involved in the process
from the very beginning. “In any transformational
situation, the starting point for all the leaders in the
organisation, including HR, is always the same,” Dando
says. “You define the business goal and ensure that
there is a deep understanding of what the business is
trying to achieve across the board.”
Like other business processes, change
management is something that has become much
more closely integrated with what HR does as
a wider function. And, as Jon Ingham, Executive
Consultant at Strategic Dynamic Consultancy
Services, points out, business transformation is
fundamentally a people management process.
“Organisations do not change; it is the individuals
within them who do,” he says.
This means that it is incumbent upon HR
professionals to create the necessary attitude changes
and ensure that employees have the capabilities and
skill sets to successfully see the change through.
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“ORGANISATIONS NOW
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KNOW THAT ONGOING
CHANGE IS THE NEW
STABILITY”
Stephen Dando agrees and says: “Change used to
be a discreet capability but, increasingly, business
leaders are expected to be conversant with change.
We have a high level of change capability at Thomson
Reuters, and I expect my HR leaders to be
comfortable with change.”
Stephen Lawrenson is Chairman of the consultancy
Prime Content and a Senior International Interim
Transformation and Turnaround Director. He says
that when transforming organisations, he often finds
that the strategy has been made to fit the existing
competencies of the staff, which is ‘upside down’,
to say the least.
Lawrenson, has worked on programmes
in 80 countries, including large American, Japanese
and European corporations. He is often brought in
when part or all of the company is ‘stressed’ because
problems associated with the change programme
have been allowed to mount up. “The company has
not dealt with change adequately, because it does
not have the skill sets, experience or capability within
its existing leadership team to do so,” he explains.
In these circumstances, it is necessary to make
a rapid assessment of the competencies in the firm.
“Those that might have been good at managing
a ‘steady state’ may not necessarily be good at dealing
with significant changes in strategic direction,” he says.
According to Lawrenson, HR teams have a pivotal
role to perform in pinpointing the key individuals who
should be involved in spearheading strategic change
at a high level. “Where an organisation needs to strike
out in a new direction, the people charged with doing
this should be handpicked,” he says. “If it is a critical
change, they had better be the best that the
organisation can find.”
If HR and line managers already have a firm grasp
of the core competences of the workforce, they will
be in a far stronger position to help them meet the
transformation objectives. To prepare for the market
requirements of the change, such as new ways of
working, it is important to identify the critical skills
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gaps and foster effective behaviours through training
and development programmes. As Ingham stresses,
employees must feel comfortable and confident in
executing the change. “If you ask someone to shift
their behaviours and they don’t have the required
skills and capabilities, they are going to be resistant
and less able to do what you want them to do,”
he explains.
EMPLOYEE ENGAGEMENT
HR must also take the lead in the communication
exercise that should accompany the transformation.
It should be a priority to explain change not only in big
picture terms, but also in terms of what it means for
teams, individuals and their roles. “Every member of
an organisation should be clear about what part they
play in its development,” says Lawrenson. “And the
organisation needs to ensure that all staff members
have clear personal objectives that have been
cascaded down from the overall business plan
which must be kept up to date.”

RISING TO THE CHALLENGE – TRANSFORMING ORGANISATIONS

6 IN10CEOS

BELIEVE THAT INDUSTRY
TRANSFORMATION WAS THE
TOP FACTOR CONTRIBUTING
TO UNCERTAINTY, WITH
UNCERTAINTY CITED AS
CEOS’ BIGGEST CHALLENGE

“STRATEGIC

TRANSFORMATION
SHOULD BE EMERGENT
RATHER THAN FIXED”
Integral to this communication process is a cultural
challenge that often impedes progress on the path to
change. Although the new strategic direction should
be clearly ‘owned’ at senior level, and ideally by one
person, a command-and-control style of leadership is
often counterproductive when implementing change.
Vlatka Hlupic, Professor of Business and Management
at Westminster Business School and Director of the
school’s executive coaching and leadership
development programme, believes a more
collaborative and consultative approach is essential.
“Research shows that strategies are most
successful when the people who are supposed to
implement them also contribute to their design,”
she says. “If they have autonomy and are not micromanaged, then they will be more engaged, feel more
passionate about the work they do and make sure
the strategy is properly implemented.”
She cites the example of Indian-headquartered
IT and software development firm HCL Technologies,
which employs some 60,000 people in 20 countries

around the world. It uses social media to engage in
open dialogue and enable its employees to get their
ideas in front of the CEO and the senior management
team. “People feel their voice is heard, so when it
comes to implementing a new strategy, it is more
successful because the whole company lives and
breathes its values and mission,” she says.
Stephen Dando adds: “The end point of the change
process is the successful execution of the original
desire for change, where success could be measured in
terms of employee engagement levels, which are prone
to a decline during times of change and uncertainty.
At a time when Thomson Reuters was going through
massive change, our engagement rates improved.”
Ideally, any change in strategic direction should be
planned rather than forced upon an organisation but,
with the pace of change accelerating ever more rapidly,
this may increasingly prove to be a luxury. A 2010
global study of 1,500 chief executive officers,
conducted by IBM, found that the biggest challenge
CEOs faced was navigating increasingly uncertain and
complex business environments. More than six in ten
CEOs believed that industry transformation was the
top factor contributing to uncertainty and the study
underlined a need to discover innovative ways of
managing an organisation’s structure, finances, people
and strategy.
Hlupic concludes that this so-called ‘new normal’
makes it extremely hard for organisations to have a
five-year plan for their strategic direction. “So it’s really
about focusing on capabilities, resources and cultures,
which will allow more agility and resilience,” she says.
“And, therefore, strategic transformation should be
emergent, rather than fixed.”
Jon Ingham adds that some organisations have
been thinking about changeability as a core capability
for the past decade. “Because change is ever more
evident and ever quicker, organisations now know that
ongoing change is the new stability. Therefore, change
is an increasingly valuable capability for them to
possess,” he concludes.
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WITH WORLD ECONOMIES AT VARYING STAGES OF CRISIS
AND RECOVERY, EMPLOYERS NEED TO BE ABLE TO APPLY
FLEXIBILITY WHEN IT COMES TO WORKFORCE PLANNING

WHEN JAPAN’S ECONOMY was rocked by an

earthquake and catastrophic tsunami in March this
year, businesses turned to the country’s temporary
workforce, or haken, to help manage disruptions
experienced after the tragedy. Temporary workers
provide employers with a pipeline of talent to tap into
when they need it, without the commitment of taking
on full-time workers. In June, Toyota Motors
announced it would take on 4,000 contract workers,
while Honda announced it would hire 1,000 to make
up for lost production.
The way in which temporary workers are used
varies globally according to cultural and legislative
factors. But by October 2011, employers across the
EU will be subject to the same legislation when they
recruit temporary or contract workers via an agency,
with the introduction of the Agency Workers
Regulations (AWR).
The regulations give agency workers the same
pay and benefits as direct recruits. This will protect
agency workers, who have been subject to low pay and
abuse by hirers in some countries. The regulations also
aim to prevent the unfair competition that varying and
loosely implemented employment rights might create
and bring an end to the practice of social dumping,
where a business could benefit from reduced
operational costs in another country.
While AWR are intended to encourage more
flexible ways of working, there are concerns that they
will have the opposite effect, as the cost of employing
agency workers will increase in many cases. Ensuring
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compliance will also bring extra administration. The UK
famously blocked the Agency Workers Directive when it
was first announced back in 2002. After much debate, it
was agreed that a 12-week qualifying period would
apply in the UK before the worker gains equal rights.
Gillian Econopouly, Head of Public Policy at the
Recruitment and Employment Confederation (REC),
the UK’s representative body for the recruitment and
staffing industry, says the UK’s flexible workforce plays
a huge part in UK businesses’ ability to compete
internationally. She says that the UK’s approach stems
in part from basic differences from the continental
models of working, and because it is easier for UK
employers to recruit on a temporary basis than in
many European countries. It is also down to attitude,
she explains, with many temporary workers in the UK
making a lifestyle choice to be freelance: “In the UK,
people are often very comfortable with the idea,
while some countries inaccurately profile all temporary
working as exploitative.”
The German Trade Union Federation (DGB)
published a study earlier this year that showed that
more than one in eight agency workers earns less than
they would if they were on welfare. Germany has an
estimated one million people known to be on
temporary contracts. The study, Low Pay and Wage
Dumping in the Temporary Contract Sector, also stated
that agency labour is exploited to undermine the
wages of the permanent workforce.
Practices need to change, not just for the benefit
of the agency workers but also for German
businesses, particularly those who rely on
knowledge workers. A study carried out by Hays
Germany, found a shortage of skilled workers in
departments that had a high proportion of
knowledge workers. It stated that there is an

GETTY

A FORCE
FOR
FLEXIBILITY

IN THE WORKPLACE – PLANNING FLEXIBILITY

increasing demand for flexible working
arrangements and also that one of the principal
areas of action was to use more external specialists.
No one knows what the impact of AWR might
be, but if Europe is to benefit from the flexibility of
temporary workforces, one of the keys to successful
implementation of the legislation will be the
relationship and levels of communication that exist
between agencies and employers, Econopouly
believes. “It might be more expensive in some cases,
and there will need to be a stronger dialogue between
employer and agency, but employers will still have the
flexibility to use agency workers,” she says.
Mark Hammerton, a partner at the international law
firm Eversheds which specialises in AWR, is keen that
employers see the new legislation as more than just a
compliance exercise. “Employers need to look at how
and why they use temporary or flexible labour, where
they source it and on what terms, so they can use AWR
as a catalyst to drive best value through their
procurement processes,” he says. “If they see it just in
terms of ticking a compliance box, they are being
myopic in their approach and missing the point.”
CHANGING ATTITUDES
As an example of how a country’s use of temporary
workers can evolve, Japan makes for an interesting
study. Historically and culturally, temporary workers
are not a good fit, since the nation’s broad attitude is
that an individual enters a workplace for life. Several
factors are swaying this view, however, with temporary

CASE STUDY

CONTRACTING:
A LIFESTYLE CHOICE

Penny Wiffen has been contracting in Australia for ten years
and has never gone more than one week without a job. She says:
“It works for me. I’ll work for two to three years and then take
a four-month holiday.”
The majority of her work is as an executive assistant and her
specialist area within this is event management. She says agency
workers in Australia receive no sick pay or holiday, no matter
how long the contract is, although they sometimes qualify for
employment rights such as use of a canteen and access to learning
and development, depending on the organisation. “Consultants
can also sometimes negotiate some rights for you, such as reduced
hours,” she says.
Wiffen has “intricate discussions” with her consultant over
each position and is a model of how employers can benefit from
experienced contractors. “You have to be flexible and adaptable
and be able to hit the ground running for each assignment,” she
says. “I’ve been doing it long enough to know which systems work,
although you also have to make sure they work for the client.” She
also tries to address one of the fears that employers associate with
long-term contractors of knowledge being lost when a temporary
worker leaves: “I produce manuals and try to leave a footprint, so
knowledge is retained within the organisation.”
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WORKERS ASSEMBLING
MICROWAVE OVENS ON
A MIELE PRODUCTION LINE,
GUTERSLOH, NORTH RHINEWESTPHALIA, GERMANY

AWR

GETTING YOUR STRATEGY
IN PLACE

“EMPLOYERS NEED TO LOOK
AT HOW AND WHY THEY USE
TEMPORARY LABOUR”
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AGENCY WORKERS
IN GERMANY EARNS
LESS THAN THEY
WOULD IF THEY
WERE ON WELFARE
BENEFITS
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labour becoming increasingly critical to the economy.
It has become more difficult to hire permanent
employees in recent years and influence from
international firms is also playing a part. Moreover,
as mentioned earlier, temporary labour is helping
employers to cope with the aftermath of the
earthquake and tsunami.
In Japan, temporary workers’ rights are almost on
a par with those of permanent employees, although
this is based on their tenure and they are not eligible
for company benefits and bonuses. Isamu Wagner,
a consultant at Hays, reports that he has seen some
people being put on contracts of three to five years
at the same company. There is also a demand for
more highly skilled contractors than previously.
“Contracting has evolved to encompass very senior
positions within business,” he says. “And it is likely
that the market will further increase its reliance on
these haken staff.”
What is happening in Japan shows that practices
can change, even though it may take longer to change
attitudes to temporary working models. It
demonstrates that temporary workers play an
important part during times of uncertainty. It was a
force of nature that hit Japan but, elsewhere around
the globe, economic and political instability makes it
difficult for businesses and employers to plan for the
future. Having a bank of workers who can flex with
an organisation is one way to mitigate the effects of
the unknown.

INTERNATIONAL LAW firm
Eversheds recently conducted
a study to gauge the potential
impact of AWR on businesses
and found that 34 per cent
of respondents are currently
paying agency workers less
than comparable employees. It
advises that against a backdrop
of an impending increase in costs
and risks associated with hiring
temporary agency workers,
businesses must take steps
to increase awareness of
the Regulations amongst their
line managers.
The Regulations come into
force on 1 October but the 12-week
qualifying period of AWR means
that the earliest a temporary
worker is likely to complain they
are not receiving equal treatment
is in December. Employers,
however, need to be up to speed
with the regulations and have
strategies in place to deal with
them now.
Mark Hammerton, a partner
at Eversheds who specialises in
AWR, says clients should look to
agencies to help them analyse
and limit the effects of AWR. “It
might represent a bit of a threat,
but the strongest will use it as an
opportunity,” he says.

REGIONAL SNAPSHOT

WORKERS LEAVING A
FACTORY IN THE PEARL
RIVER DELTA AREA,
GUANGDONG PROVINCE
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CHINA’S CITY LIMITS

SHIFTING DEMOGRAPHICS ARE SQUEEZING THE SUPPLY OF SKILLED LABOUR IN THE WORLD’S
MOST POPULATED COUNTRY

LAST YEAR, CHINA overtook Japan to become
the second-largest economy in the world. But despite
ongoing concerns about an overheating economy
and plans to check meteoric growth, China possesses
several unique socio-economic fundamentals that will
determine the supply and geographical flow of talent
for some time.
The one child policy imposed in 1978 to stem
China’s burgeoning population is about to affect the
annual number of new entrants to the labour market.
According to Allianz’s Demographic Pulse, China’s
labour market will reach a turning point in 2013,
when the number of 15- to 59-year-olds peaks at
about 920 million people. Meanwhile, China’s national
census found that 12.9 million fewer people came of
working age than a decade ago, while over the same

period of time, 21.6 million more people retired.
But the effects of a shrinking workforce will be
greatly compounded by the movement of talent and
business between the coastal megacities and the
expanding cities of China’s vast interior. The Chinese
government’s plan to promote the development
of its tier-two cities through investment, targeted tax
incentives and the establishment of economic and
technological development zones is having an impact
on where businesses and candidates are moving to.
There are around 120 tier-two cities throughout
China that have populations of more than one million,
representing huge opportunities for both local and
international businesses. Meanwhile, tier-one cities
face a population ceiling, while businesses face
stiff competition.
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CHINA’S CITY LIMITS

BUSINESS PEOPLE GOING
TO WORK IN THE PUDONG
BUSINESS DISTRICT OF
SHANGHAI, CHINA

Emma Charnock, Regional Director of Hays
China, says: “The operating costs in tier-one cities are
running very high. The rent in our own commercial
property in Beijing, for example, has quadrupled in
the last 18 months.”
Meanwhile, second tier cities present plenty of
opportunities for both local and international business.
“Production is much cheaper and real estate has
greater potential for appreciation, while consumers
have a growing disposable income,” explains Charnock.
“These factors all represent potential opportunities for
companies looking to grow their businesses in China.”
Banks have been big recruiters in the second tier
cities, as they steadily increase their presence after
the Chinese government relaxed foreign banking
regulations. Banks are expanding their retail banking
operations, corporate banking, trade finance and
corporate loan products, while several heavy-weight
banking institutions have moved their back offices from
Japan, Hong Kong and Singapore to China.
Meanwhile, IT and high-tech companies have
moved a lot of their support functions into cities such
as Tianjin, Nanjing, Chengdu, Dalian, Wuhan and

CULTURAL CHALLENGES TO RECRUITMENT

THE GENERATION GAP
DESPITE THE OPPORTUNITIES available
to multinationals, foreign businesses face
several cultural challenges when building
teams in China. “You have to remember
that China is a very diversified country;
there are 56 ethnic minorities across
mainland China,” says Barbara Wang,
China Representative for Ashridge Business School and
a specialist in leadership and executive coaching.
Organisations have to be mindful of the differences in
values, cultural beliefs, skills, education and background
that vary between cities and provinces.
However, Wang believes that it is the generational
differences in China that are most striking and likely to
challenge employers for decades. “There is a very notable
difference between what we call generations 60s and 70s
from generations 80s and 90s, who are the product of the
one child policy.”
Whereas the older generation is more concerned about
collectiveness and group consensus, explains Wang, the
one child generation is more individual and self-driven.
“Because they are the only child in their family, they are
a little bit spoiled and they want to achieve as much as
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possible very quickly. They are fast learners and pick
up new technology, but they are less likely to be team
players,” says Wang.
Although the older generation tend to be more loyal
employees and are inclined to choose a long-term career
with a single employer, they are likely to be less mobile as
a result. Younger employees, by contrast, are attracted to
the high salaries used to lure talent to the smaller cities.
“The problem is that they see this as a training ground
and there is rarely long-term commitment from them,”
says Wang. “For many ambitious young people, living
in Shanghai, Beijing and Guangzhou is still their dream.”
While the retention of talent is a concern, Wang
believes that it is essential that organisations put particular
emphasis on making candidates aware of the training and
development and the long-term prospects available to
them in the business.
Although famous brands in China will attract candidates
seeking status, there is an increasing number to choose from.
Wang says that, ultimately, the Chinese tend to be more loyal
to the leader than the company. “When many managers move
jobs, often their team will follow them. So teams in tier-two
cities need good managers to build that loyalty.”

REGIONAL SNAPSHOT

“THE OPERATING COSTS
IN TIER-ONE CITIES ARE
RUNNING VERY HIGH”
—EMMA CHARNOCK, REGIONAL DIRECTOR
HAYS CHINA

CHINA IN STATS

1.34
BILLION
TOTAL POPULATION
OF CHINA

350
MILLION
THE NUMBER OF
PEOPLE EXPECTED
TO BE ADDED TO
CHINA’S URBAN
POPULATION BY 2025

10.3%
CHINA’S ECONOMY
GREW BY 10.3 PER
CENT IN 2010

4.1%

UNEMPLOYMENT RATE
IN CHINA IN 2010
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Hangzhou. Many global companies, such as IBM and
Oracle have already set up their R&D or shared service
centres in these cities, fuelling demand for more
technical jobs in the next two years. According to the
2011 Hays Salary Guide, there has been an increase
in demand in all areas of IT, particularly in junior to
mid-level roles.
The income gap between China’s big coastal cities
and its more rural interior is six to one, according to
The Economist, but incomes are rising fast. With many
people having left tier-two cities in search of higher
wages in Shanghai and Beijing in the previous decade,
sourcing skilled workers in more remote cities has been
historically difficult. While that challenge remains Hays
has noticed that candidates are more open to return to
their home cities as opportunities increase.
Furthermore, there are much faster career paths for
those willing to move. Companies in second tier cities
need to offer relocation packages for good-quality,
out-of-town candidates. “A lot of our clients are
going out to more rural areas in China and doing
big recruitment campaigns,” says Charnock. “They
are compelled to do extra things outside of normal
remuneration by considering what the cultural pulls
are in those areas. For example, in a very remote
area factory employees will be offered transport to
the business on Monday and back on Friday to see
their families, and this can be a bigger pull than other
offerings, such as meal allowances.”
Many senior managers from the US, Britain and
Europe are confronted with a local workforce that
doesn’t speak English and looks to recruiters to
provide a middle layer of expertise. “One of the biggest
challenges international manufacturing businesses face
in China is how to partner with organisations that can
help them grow in scale without diluting their talent,”
says Charnock. “We have a lot of clients who come to us
who need insight into the market and help to scale up
their operations in large cities.”
One thing is clear, Charnock and her team will
be very busy for some time. Over the past year, Hays
China has doubled in size and trebled the number of
candidates it has placed. Over the next five years, Hays
is looking to expand to another three cities in China and
increase the number of consultants from 100 to 300.

HAYS COVERS 18 SPECIALIST
SECTORS IN CHINA:
• ACCOUNTANCY AND FINANCE
• ARCHITECTURE
• BANKING
• CONSTRUCTION
• EDUCATION
• ENGINEERING
• EXECUTIVE
• FINANCE TECHNOLOGY
• HUMAN RESOURCES
• INFORMATION TECHNOLOGY
• INSURANCE
• LEGAL
• MANUFACTURING AND
OPERATIONS
• OFFICE PROFESSIONALS
• OIL AND GAS
• PHARMA
• PROPERTY
• SALES AND MARKETING
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“ASSESSMENTS

INTRODUCE
OBJECTIVITY INTO
THE OTHERWISE
SUBJECTIVE PROCESS
OF SORTING
THROUGH CVS”

PSYCHOMETRIC ASSESSMENT HAS BECOME A KEY COMPONENT OF A RECRUITER’S ARSENAL.
HAYS JOURNAL LOOKS AT THE BEST WAYS TO APPROACH THE USE OF TESTS AND QUESTIONNAIRES
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THE APPLIANCE
OF SCIENCE

TRICKS OF THE TRADE – PSYCHOMETRIC ASSESSMENTS

DESPITE THE FACT that psychometric instruments
are becoming ubiquitous, with 80 per cent of US
Fortune 500 companies and 95 per cent of the UK’s
FTSE 100 reportedly using them, there remains some
scepticism as to their effectiveness.
For David Leigh, CEO of people intelligence and
talent management business SHL, there is good
evidence that those who perform well on psychometric
tests go on to outshine their colleagues. “One of our
clients, a technology retailer, has reported that recruits
who achieved high test scores each generated in excess
of US$5,000 more in sales a month than low-scoring
staff, which equates to US$162 million a year,” Leigh
says, “Similarly, a call centre client found that new
employees who scored highly on a job-fit scale were
18 per cent less likely to leave within six months.”
There is a common misconception that
psychometrics is purely testing. But many instruments
are not tests and explore aspects of workplace
behaviour, preference and motivation, as opposed to
just ability. The principle of assessments is to gain
insight into individuals’ personalities, skills and
competencies. “Tests may look at the factors that
motivate people, personal working styles or even how
likely members of staff are to be injured in the
workplace,” Leigh explains.
This information is useful at the recruitment stage,
but also when making decisions about promotion,
training and development. For instance, a test may
imply that, while an individual boasts all of the
competencies needed to be a successful salesperson,
they lack the attributes that would put them first in the
queue for senior management training.
Critics of psychometrics argue that a wellconducted interview can reveal similar insights into an
individual’s skills and motivations. Leigh says: “What
we do is provide the tools that enable recruiters to build
up a more complete picture. You should never hire
someone based purely on their test scores. Basic
grammar, numeracy and more job-specific tests are
easy to construct and administer and provide useful
information about candidates. Our aim is to develop
measures that have both scientific reliability and
validity. This introduces objectivity into the otherwise
subjective process of sorting through CVs.”
For businesses that use psychometric tools,
monitoring ongoing performance is also essential. By
keeping a record of how well individuals performed on
their initial tests – and comparing this information with
details of their subsequent performance in their actual
roles – businesses can assess how useful psychometric
testing has been for their organisation. They will be able
to determine whether the technique is worth persisting
with and how relevant it might be to subsequent
promotion and development rounds, enabling them to
build strategic leadership teams.

Hays uses psychometrics internally with its own
staff as part of its global development centre
programme. Over time, these tests have been designed
to understand the capabilities, preferences and
behaviours of the top executives around the world. With
more than 200 executives, the output has enabled Hays
to develop tailored curricula for its global leadership and
advanced management programmes, with content and
delivery specific to the needs of participants and the
prevailing organisational culture.
INDICATIONS OF SUCCESS
“We wanted to use these tools to help understand
which behaviours and aptitudes are predictive of
success in our organisation first, and then use this
model to hire against and target skills and capability
gaps that we needed to develop, as opposed to buy in,”
explains James Cullens, Group HR Director at Hays. His
team found that there are different predictors for
performance and potential.
Organisations can use a mixture of tools to explore
numeracy, strategic thinking and the ability to deal with
complex verbal challenges, as well as off-the-shelf and
bespoke questionnaires. This data can then be used to
build a picture of the overall strengths and areas where
development intervention is required, at an individual,
team and organisational level.
Psychometric tools are not a panacea for
recruitment challenges, and Cullens says a person’s
track record remains one of the best predictors of a
their future performance. “However, a suite of well
chosen, valid and reliable psychometric instruments will
complement that picture and give you a deeper insight
into a person’s aptitude under time pressure, their
motivations, aspirations, preferred way of working and
fit with your culture.” While this may come with a price
tag attached, the returns can outweigh the costs.

BEST PRACTICE
Psychometric assessments only have value when conducted
with rigour. Here are some essential issues to consider:
Ensure that only properly trained and qualified staff are
responsible for conducting, analysing and reporting on
psychometric tests and questionnaires. Make sure that the
tests you are using are reliable and valid.
Be certain that there is a clear link between the test and the
competency you want to assess; there are numerous
psychometric instruments that explore very specific skills.
Assess people in their own language. Direct translations aren’t
good enough. In order to give all candidates the same chance,
assessments need to be developed in the appropriate language.
When you are assessing executives in numerous countries,
look for a test with parallel language versions.
Don’t set artificial cut-off scores to hire against, unless you
can justify them statistically and legally.
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LAST WORD

LOOKING FOR
LEADERS
MANDIE FANKHAUSER HAS WORKED IN ASIA PACIFIC
RECRUITMENT FOR MORE THAN 11 YEARS. SHE
INITIALLY WORKED FOR EXTERNAL RECRUITMENT
PROVIDERS BEFORE TAKING AN IN-HOUSE ROLE
WITHIN THE FINANCE SECTOR. SHE IS CURRENTLY
HEAD OF RECRUITMENT, ASIA PACIFIC, BLOOMBERG

Q.

 WHAT QUALITIES DO YOU LOOK FOR IN
SENIOR MANAGEMENT ROLES?
We look for strong leadership skills and the ability to
apply the necessary strategic direction to take the
business forward. We also look for people who are
strong at leading teams and are able to get the team
on board from a strategic business perspective. In
Asia Pacific in general, we like people with experience
across the region, as they may have to work across five
different countries. As well as regional knowledge, they
must also be able to connect with global initiatives and
global headquarters.

MANDIE FANKHAUSER

Q.

	WHAT DO YOU CONSIDER THE MOST SOUGHT –
AFTER SKILLS IN YOUR INDUSTRY AND REGION?
Candidates need an understanding of the financial
market and also financial product experience. They
also need to be able to adapt to different countries and,
from a senior management perspective, understand
the differences in how offices work, in say, India, Japan
and Australia. There can be a shortage of good people
who have the strategic thinking to work in Asia Pacific
and who can combine this with good leadership skills.
We sometimes struggle to find people with a balanced
combination of leadership skills and regional focus.

 OW DO YOU MEASURE RECRUITMENT SUCCESS
H
AND WHAT WOULD YOU SAY HAS BEEN ONE OF
YOUR MOST SUCCESSFUL HIRES?
We measure success by the longevity of the person in
the business and how successful they are at meeting
the requirements of that role and linking back into
the global initiative. One of our most successful
appointments was an internal hire, a senior manager
who we brought across from another office and who
has a dynamic and creative personality. He’s brought
a different global perspective and is really pushing
things forward in the area of customer service and
client management. He has also done a good job of
motivating people and works extremely well from a
recruitment point of view, as he is passionate about
bringing the right people into his team.

Q.

Q.

Q.

	HOW DO YOU ADDRESS THIS SHORTAGE?
We need to have a finger on the pulse of the
market all of the time. My recruitment department is
extremely proactive: we don’t just react to the current
recruiting needs of the business, but ensure we know
where the talent is and track these people so they are
in our pipeline when we want to contact them.

“WE ARE WORKING WITH
THE MOST UNPREDICTABLE
PRODUCT: PEOPLE”
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WHAT IS THE BEST PIECE OF RECRUITMENT
ADVICE YOU’VE EVER HAD?
I remember that one manager told me never to get
disappointed about the recruitment process because
we are always working with the most unpredictable
product in the world: people. I’m passionate about
what I do. I want to bring the right people into the
organisation, but also see individuals develop their
own career. You have to remember that recruitment
is about your business and the employee.

TO CONTRIBUTE
If you would like to discuss your best hire, or contribute
to this section in future issues, please contact
haysjournal@hays.com
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THE BREADTH OF HAYS’ EXPERTISE WORLDWIDE

CONTRIBUTORS
Nic Paton specialises in global HR,
employment and workplace issues.
He is a regular contributor to the
Guardian and efinancialcareers.com
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Alison Coleman writes for a range
of international business titles
including the Financial Times,
Director and Employee Benefits
Elliot Davis is former Editor of
Growthbusiness.com and a regular
contributor to Ernst & Young’s
international Exceptional magazine

a bumpy ride. But as the past few years have demonstrated, managing through times of
uncertainty has become the norm and people’s ability to deal with this has been a key
differentiator between the winners and losers.
Indeed, at times of austerity and volatility, the HR function has played a fundamental role
in ensuring that organisations keep hold of their talent while optimising costs – for some, it has
represented the coming of age of HR. But how has this changed HR’s relationship with the
CEO? We speak to eight global business and HR leaders about how their respective
partnerships help drive their organisations.
We also catch up with Stephen Dando, Chief Human Resources Officer of Thomson Reuters
– a man who has championed the strategic role of HR throughout his career. Having led
structural changes at Diageo, Guinness and the BBC, as well as overseeing the merger between
Thomson and Reuters in 2008, Stephen talks about HR’s need to make its voice heard. He also
discusses how every leader and function within the business needs to understand that the
calibre of an organisation’s people is critical to fulfilling its ambitions to grow.
Diversity in the workforce has an increasingly global relevance and is the subject of our
cover feature. There is much debate about how diversity can best be achieved in business.
With regard to gender representation, many countries are increasingly looking to enforce
quotas for women in senior management, but some organisations fear that a box-ticking
approach to recruitment is not compatible with the aim of acquiring the very best talent.
Actively seeking diversity for the benefits it brings the business is increasingly seen as a
practical measure that is more likely to enhance performance.
Meanwhile, as growth in emerging markets spurs corporations to expand their operations
overseas, we look at how the market for Recruitment Process Outsourcing and Managed
Service Provision is showing signs of globalising, as organisations seek worldwide coverage.
In our regional snapshot, we take a look at how profound demographic changes in China
are creating a huge demand for skilled workers. Hays has been on the ground in China since
2006 and we have expanded quickly, helping multinational businesses scale up their
workforces in a country that offers huge opportunities alongside mounting challenges.
I hope you find this issue of Hays Journal thought-provoking and that it succeeds in
generating wider debate about some of the challenges facing us all in the world of work today.
— ALISTAIR COX, CEO, HAYS
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THE FUTURE OF WORK IN 2030
NO MORE BUSINESS AS USUAL
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GLOBAL INSIGHT FOR EXPERTS IN THE
WORLD OF HR AND RECRUITMENT

We know that the way the world works is set to change. Radically. We teamed up with
Oxford Economics to develop a report that will help you make sense of the changing
nature of work.
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So what’s the forecast? In the next two decades, huge shifts in population will help
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expertise. And as populations age in one part of the world, workers will need to be
recruited from other parts.
With this unique insight and perspective, these great changes present great
opportunities.
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