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THE world of work is increasingly complex. Fluctuations in many of the world’s economies

persist, creating great challenges for HR professionals who have the task of maintaining,
managing and motivating talent. Every day we work with clients simultaneously dealing with
talent shortages in certain markets, while having to reduce and reshape workforces in others.
The increasingly multinational nature of many businesses also means that HR has to adapt to
reflect regional and cultural differences. Then, rapid advances in technology are taking people
out of the office and allowing them to work almost anywhere, anytime. The nature of
employment is evolving fast, changing how jobs are structured and executed.
How to manage people across national boundaries is one topic we address in this issue of
the Hays Journal. Our cover feature analyses global leadership and asks whether the skills
required to manage teams across countries can be taught. Does having a homogeneous
business culture create a competitive advantage or should companies exploit the local
differences that exist within a commercial operation? We have insights from some of the
world’s biggest corporates into what it takes to be an effective leader at an international level.
Few businesses are more global than Standard Chartered, which operates in 71 markets
worldwide, employing staff of 130 nationalities. We speak to Tracy Clarke, the bank’s Group
Head of Human Resources and Communications, to hear how she keeps track of the people
employed by this truly international business from its London base.
The issue of executive pay has provoked many headlines in recent times, so we have talked
to remuneration experts to see how pay is linked to performance and ask who should really
have a say in how much the senior people in organisations earn.
In business today, there is a constant emphasis on understanding the value that key
functions bring to an organisation. HR is no exception and this edition looks at the new ways in
which HR teams are measuring the function to prove its worth.
Thank you for the feedback on the first two issues of the Hays Journal. We hope it is a
useful and thought-provoking read and that this edition is as successful at addressing the real
issues affecting HR professionals and hiring managers. If there are topics that you would like to
see discussed in future, let us know by emailing our editorial team at haysjournal@hays.com.
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INDIA’S RECRUITMENT BOOM
OVER THE LAST four years, India’s HR industry,
including recruitment, temporary staffing and
executive search, has grown by a fifth to reach an
estimated value of more than 228 billion rupees
($4.6 billion), according to research by Ernst & Young
(E&Y) and the Executive Recruiters Association,
a non-profit body representing recruiters in the region.
India’s domestic recruitment market was booming
ahead of the economic downturn, growing alongside
industries such as IT, telecoms, retail, pharmaceuticals
and hospitality. The market experienced a year-on-year
growth of 34 per cent in 2009, but the study suggests
this decreased to 13 per cent last year.
While India’s economic miracle has slowed since
the onset of the global financial crisis, the country’s
recruitment industry is still experiencing impressive
growth overall. About 360,000 candidates were
placed in permanent positions across various levels
through employment agencies in 2011. More than
a third of those taking permanent posts last year found
their jobs through employee referral, the research says.
The Indian recruitment industry has grown
quickly from a small and fragmented base and
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this growth looks set to continue over the next ten
years. It comprises a mix of small and medium-sized
recruitment firms, large Indian companies and a
growing number of international HR players chasing
opportunities in the sub-continent. Larger Indian firms
continue to diversify into new sectors and increasingly
want external help recruiting candidates from a bigger
and more geographically dispersed talent pool. Global
recruiters are winning much of this business.
Temporary recruitment looks set to be one of the
biggest growth areas in India, fuelled both by current
economic uncertainty and by the rapid development
of industries including IT and engineering. The report
calculates that India’s permanent recruitment market
will be worth 62 billion rupees ($1.2 billion) in 2016.
If annual growth proves higher, this figure could reach
72 billion rupees ($1.5 billion) in five years’ time.
Gaurav Seth, Country Head of Hays in India, says:
“We’re in a rapidly growing economy with a lot of
competition, which makes for an exciting, challenging
market. There’s a huge opportunity for firms to
differentiate themselves through service quality, client
and candidate relationships and delivery excellence.”

BRIEFINGS

MULTI-PLATFORM RECRUITMENT
LARGE COMPANIES ARE WINNING THE BEST YOUNG RECRUITS BY USING THE LATEST TECHNOLOGY
EMPLOYERS WHO WANT to capture the brightest and
best young talent should be making their presence felt
across all forms of social media, including Facebook,
Twitter and LinkedIn. But technologically savvy young
applicants still value the personal touch – most still
want face-to-face contact with a recruiter, according
to new independent research.
Talking to potential recruits in a way that they
understand and consider relevant is a constant
challenge for large organisations. About 58 per cent
of young people expect employers to be present
on Facebook, while more than half want to see their
presence on LinkedIn, according to a study by
international employer branding consultancy
Potentialpark, which gathered the opinions of more
than 30,000 students and graduates worldwide. More
than a third also thought that employers should even
be present on Twitter.
Big companies are learning fast – 43 per cent
of firms’ career websites already link to the employer’s
Facebook career page, the research found. However,
the most successful organisations will be those that
take the next step and develop mobile career pages or
downloadable apps – more than eight out of ten
respondents say they are already using or imagine they
might use their smartphones for career-related
purposes. But, at present, just a fifth of employers have
a mobile career website or career-related app.
Julian Ziesing, Potentialpark’s Head of Research,
feels companies must listen to what young recruits
want. He says: “Job seekers have gone multi-channel.
The question is, can employers keep up?”
As part of its research, Potentialpark analysed the
online career presence of more than 2,400 companies
based in Europe, Asia and the US
and found that some brands are
significantly better at promoting
themselves to young people than
others. The Swiss pharmaceutical
THE NUMBER OF TOP
giant Roche was revealed as
EMPLOYERS THAT HAVE
having the most effective online
A MOBILE CAREER WEBSITE
OR CAREER-RELATED APP
offering in terms of attracting new

GETTY

21%

talent in Europe and Asia. Accenture, the professional
services firm, was deemed to have the best tools for
online talent communication in the US.
What set Roche apart was having a particularly
good online application process, as well as one of the
most popular Facebook career websites from
a candidate’s point of view. Respondents felt that
Accenture had employed LinkedIn to good effect, with
the use of staff testimonials, career path information
and video content.
Despite the popularity of social media, corporate
career websites remain the most important conduit for
online activity, with 77 per cent of young people going
to a company’s main online site for information. And,
even though they expect employers to be present
in every possible form online, young candidates still
want to have personal contact with recruiters, the
research suggests. They are also hesitant about sharing
private information with employers online, with 49 per
cent expressing some concern about privacy.
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THE PUSH FOR WOMEN ON
BOARDS IN EUROPE

JAPANESE FIRMS SUFFER
MID-CAREER CHURN

AN EU REPORT ASKS WHICH METHODS SUCCEED
IN CREATING MORE FEMALE BOARD DIRECTORS

JAPAN’S WORKERS WANT TO CHANGE JOBS AND
RIVAL COMPANIES ARE KEEN TO POACH THEM

EUROPEAN COMPANIES HAVE made
impressive strides in their attempts to get
greater female representation on their
boards, but more work must be done to
achieve gender equality, according to new
European Commission research.
The study, entitled Women in economic
decision-making in the EU: Progress report,
suggests that while women account for
about 45 per cent of the EU’s total
workforce, just 13.7 per cent of the board
seats of large publicly listed companies are
held by female directors. Women make up
about a quarter of all board positions in
Finland, Latvia and Sweden and just over a
fifth in France. But in Ireland, Greece,
Estonia, Italy, Portugal, Luxembourg and
Hungary fewer than one in ten board
members are women. The picture is worse
in Cyprus where they number fewer than
one in 20 and just one in 30 in Malta.
A growing body of research shows the
positive correlation between women
in leadership and a business’ bottom line.
Companies with a higher share of women
at top levels deliver strong organisational
and financial performance. Work by US
research body Catalyst found that Fortune
500 companies with more women on their
boards outperform rivals, with a 42 per
cent higher return in sales, 66 per cent
higher return on invested capital and 53 per
cent higher return on equity.
The EU report indicates that some
countries are making positive changes, but
it suggests that if progress continues
at current rates it will take more than 40
years to arrive at gender-balanced boards.
To tackle this, the European
Commission is launching a public
consultation to help assess the impact
of possible formal measures, including
legislation and the introduction of official
quotas, to redress the balance. The results
will enable the Commission to decide
appropriate measures later this year.
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THE MAJORITY OF companies in Japan are
losing experienced staff to rivals because
employees are seeking greater career
opportunities, more money, a new challenge
or a better work-life balance. This is a reversal
of the usual trend for Japanese employees to
remain loyal to an employer for most of their
professional careers.
New research from Hays in Japan shows
that 85 per cent of firms are seeing valued
people leave mid-career to join different
employers. This restlessness is not typical and
has resulted in 95 per cent of businesses
looking to recruit new staff during 2012. About
47 per cent of vacancies are expected to be
filled by other mid-career changers.
The research surveyed 200 employers who
have employed a mid-career changer in the last
12 months and 200 individuals who had
changed their job over the same period.
Christine Wright, Managing Director of
Hays in Japan, warns: “Any company that fails
to recognise this shift and create a retention
plan is in danger of losing its top talent to
competitors who are actively seeking to attract
experienced staff.”
More than nine out of ten companies
believe experienced workers are more likely
to bring benefit to a firm quickly. About 26 per
cent say that they bring ‘new blood’ to a team,
while a quarter insist that experienced recruits
can handle tasks that graduate recruits cannot.
People looking for jobs were asked what
attracted them to a new employer and almost
half singled out new responsibilities and duties.
A further fifth pointed to their ‘fit’ with a firm’s
culture, vision and values.

“COMPETITORS

ARE ACTIVELY
SEEKING TO
ATTRACT STAFF”
— CHRISTINE WRIGHT, HAYS

GETTY
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SKILLS EXODUS OF NEW
ZEALAND’S SECOND CITY

OIL AND GAS JOBS ARE
ON THE UP GLOBALLY

NATURAL DISASTERS HAVE LEFT CHRISTCHURCH
STRUGGLING TO ATTRACT AND RETAIN STAFF

THE US AND NORTHERN EUROPE ARE
LEADING THE DRIVE FOR TALENT

THE MAJOR EARTHQUAKE that devastated Christchurch
in February 2011 left the New Zealand city with the immediate
challenge of rebuilding ravaged homes and offices to rehouse
people and get businesses back in action. But the city faces a major
hurdle to the rebuild – an exodus of native talent, scared away from
the region by the first disaster and subsequent aftershocks.
The original earthquake registered 6.3 on the Richter scale,
killed 185 people and caused tens of thousands of buildings
to be destroyed. Over the next 20 years, more than 70 projects will
be undertaken to rebuild Christchurch’s centre, with experts
predicting a long-term demand for candidates who have specialist
trade and professional skills. Those with accounting support
experience, as well as management accountants and sales
secretaries, are already in huge demand, as building budgets are
beginning to be put in place.
The rebuilding process is proving slow. Further to this, a fear
among residents of further natural disasters, a shortage
of serviceable housing and a delay in insurance payouts have seen
skilled professionals opting to leave to pursue opportunities
elsewhere. The stream of people leaving Christchurch currently
exceeds the number arriving in the city.
Employers are increasingly desperate to retain the staff that
they have, quickly replace those who have left and attract
ambitious overseas recruits by selling the career opportunities that
the rebuild presents. This latter element is considered by many
to be one of the keys to solving the recruitment problem.
Word of the job opportunities available in Christchurch
is spreading, thanks in part to last year’s Rugby World Cup, which
saw many people visit the country. In particular, construction
professionals from outside
New Zealand are realising
the challenge inherent in
the reconstruction of
Christchurch, both in terms
of the huge scale of the
projects being undertaken
and the chance for quick
promotion given the
comparative lack
of competition in the city.
The first rebuilding
projects have yet to begin,
but once they are under
way, demand for those with
experience in construction
is expected to soar.

THE NUMBER OF jobs in the oil and gas
sector around the world has grown by 39
per cent over the 18 months to January this
year. And the increase has been strongly
driven by renewed activity in North
American and Northern European markets,
according to Hays research.
Companies operating in the sector in
Europe emerged slowly from the global
recession, but from the beginning of 2011
started hiring determinedly, the Hays Oil &
Gas: Global Job Index Q1 2012 says. The
report analysed current hiring figures,
comparing them against equivalent data
from October 2010.
The US and Canada also experienced a
slow start to their recovery, but the outlook
improved considerably in 2011. Recent
activity in the Gulf of Mexico and elsewhere
in the US has been instrumental in giving
hiring for oil and gas roles a boost.
Markets in Australasia, the Middle East
and Africa also remained busy, despite
social and political unrest in some parts of
North Africa and Middle Eastern countries
during 2011. As the year progressed,
demand for talent increased in the latter,
particularly in Iraq, where capital
investment in ailing infrastructure has
started to create opportunities. New job
growth in Africa has largely been focused
on West Africa, where deep water projects
have seen workers in greater demand.
The Confederation of Independent
States had a mixed year in 2011, with hiring
in natural resources slowing in Russia, while
Kazakhstan and Azerbaijan remained
buoyant. Significant investment in China,
Malaysia and Indonesia is already creating
demand for skills there and Asia, in general,
looks set for a boom in oil and gas activity
this year. Elsewhere, South America has
continued its busy recruitment drive, led
by Brazil’s burgeoning oil and gas
infrastructure, with growth expected to
continue throughout 2012.
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EMPLOYMENT AGENCIES
HELP TACKLE YOUTH
UNEMPLOYMENT

UK FIRMS MUST USE
OLDER WORKERS
TO SURVIVE AND THRIVE

RECRUITERS HAVE A POSITIVE ROLE TO PLAY
IN GETTING YOUNG PEOPLE INTO WORK

THE OLDER POPULATION WANTS TO WORK
LONGER – AND BUSINESSES NEED THEM

RECRUITMENT AGENCIES
CAN help reduce youth
unemployment by aiding
young people taking their
first step into the world
of work, offering them
career guidance and
launching initiatives to raise
candidates’ awareness of the
opportunities available.
The European
Confederation of Private Employment Agencies
(EUROCIETT), the representative body for the
recruitment industry in Europe, has produced research
that demonstrates how recruiters already help young
job seekers into work. Youth unemployment is a serious
problem in many European countries. One in four
French youngsters are out of work; a third of those in
Italy and a staggering 50 per cent of under-24-yearolds in Spain are unemployed. The European
Commission has called on member states to devise
national job plans centred on a ‘youth guarantee’ to
ensure that all young people are in a job, in training or
in education within four months of leaving school.
Adapting to Change, EUROCIETT’s report compiled
with management consultancy the Boston Consulting
Group, suggests that private employment services
provide opportunities for more than nine million
workers in Europe every year. Its findings indicate that
young people, defined as those under 25, account for
50 per cent of the agency workers in Poland, 47 per
cent in the Netherlands and 37 per cent in Belgium.
Recruitment agencies help people into the labour
market in the first place. In France, just 11 per cent of
workers were in jobs before accessing agency work –
66 per cent were employed after using an agency.
Denis Pennel, Managing Director of EUROCIETT,
explains: “With youth unemployment in Europe
standing at over 20 per cent, EU policymakers and
national governments need to focus on improving
opportunities for young people. Private employment
services are an entry port to the labour market,
providing the chance to acquire the skills and
experience necessary to develop careers. This
underlines the pressing need to lift barriers to agency
work that still exist in many EU countries.”
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COMPANIES IN BRITAIN need to tap in to the underexploited talent of older generations if they are to meet
the people needs of their business and fill skills gaps.
This is the conclusion of a new study into the
ageing workforce conducted by the Chartered
Institute of Personnel and Development (CIPD) and
the Scottish Centre for Healthy Working Lives. The
guide for employers called Managing a Healthy
Workforce: A National Business Imperative says that UK
employers will need to fill about 13.5 million jobs over
the next decade, while only seven million young people
will enter the job market over this period. Also, by 2020
more than a third of the working population will be
over 50, with more of these older workers being keen
to work past traditional retirement age. British
legislation recently removed the default retirement age
of 65 meaning people are now entitled to work longer.
Money is one motivator. Existing private pensions
have dropped dramatically in value due to falling stock
values and record low interest rates in the UK. A British
person retiring today is likely to have a pension worth
a third less than it was three years ago, according
to research by PwC.
The CIPD study argues that older recruits could
plug skills gaps with their experience, make
up recruitment shortfalls and remain professionally
active as older people’s health generally improves.
Advocates of the move are advised to make
a strong business case to persuade reluctant board
members of the need for older hires. This should
include the estimated costs and savings, as well as the
risks of failing to act.
Common misconceptions about older workers are
that they are less willing or able to learn new skills, are
more expensive than younger employees and are less
productive due to frequent ill health. But employers
who recruit older workers often cite their experience,
flexibility, knowledge and loyalty as being of great
advantage to a firm. HR professionals must relay these
benefits to key
stakeholders, as well
as offering line
managers training
M
to help them consider
THE NUMBER OF JOBS
working options for
UK EMPLOYERS MUST FILL
OVER THE NEXT DECADE
older staff.

13.5

THROUGH THE LENS

42%

JULIET WHITE /GETTY

Sales of luxury goods in Paris are booming, with
both French residents and foreign visitors indulging
in ‘pleasure purchases’ despite stagnation in the
retail sector more broadly. Hays research suggests
that the luxury sector represented 42 per cent of the
turnover of the French capital’s entire retail market
between 2011 and 2012. Foreign brands are opening
new stores in the city and creating jobs at the top
end of the sector. Figures from consulting firm Bain
& Company predict luxury sales in Europe are
set to grow by a further ten per cent.
To find out more about Hays’ expertise
in this area, visit www.hays.fr
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WORLD-CLASS
LEADERSHIP
GLOBAL BUSINESSES NEED GLOBAL LEADERS. WHAT ARE THE CHALLENGES OF LEADING ACROSS NATIONAL
BOUNDARIES? AND CAN THE NECESSARY SKILLS AND CULTURAL AWARENESS BE TAUGHT?
10 HAYS JOURNAL ISSUE 3

THE BIG IDEA – GLOBAL LEADERSHIP

“WHEN YOU’RE

MANAGING
ACROSS LARGE
DISTANCES,
HOW YOU
COMMUNICATE
IS VITAL”

JASPER JAMES /GETTY

— SIGAL BARSADE,
WHARTON BUSINESS SCHOOL

JOHN LE CARRÉ once remarked: “A desk
is a dangerous place from which to view the world.”
For business leaders in an increasingly global,
24/7 environment, running a team is no longer about
engaging, inspiring and motivating people in the
same building, town or even country. Today, a team
is likely to be multi-lingual and multi-cultural, located
across different time zones and markets. While many
organisations have been operating in this way for
years, more and more are now using technology
to help them work across borders.
Even the most globe-trotting manager cannot
be everywhere at once. How can leaders develop the
skills and qualities necessary to manage effectively
across national boundaries? Can managers cultivate
a mindset where they are attuned to the different

cultural and societal expectations of globalised teams?
And how can an organisation’s leaders ensure that the
business hits the mark globally without losing sight
of the local differentiators that help a team outsmart its
competitors in São Paulo, San Francisco or Shanghai?
According to Theresa McHenry, Microsoft’s
HR Director for the UK, fostering an ability to look
at yourself and how you manage is a start. Being aware
of the issue of ‘reverse impact’ – how what you are
saying is perceived by others, especially if English is not
their first language – is also relevant.
With 90,000 employees in 170 countries, Microsoft
is well-versed in managing diverse teams. McHenry
emphasises that each of the business’ offices are cultural
melting pots, as well as having teams that work together
although they are located geographically far apart.
HAYS JOURNAL ISSUE 3 11

GLOBAL GUIDELINES,
BUT WE ENSURE
WE RESPECT LOCAL
CULTURES”
— LOIS NAHIRNEY, TEEKAY CORPORATION

“Managers have to build, engage and foster
team spirit and collaboration across different time
zones and geographies. It could be a virtual team;
a predominantly white, male, American team;
or a team full of people who speak different
languages. What matters is equipping people to
manage all of these scenarios and to have the right
level of emotional intelligence,” she suggests.
Microsoft runs mandatory online diversity and
inclusion training programmes for managers, with
extra programmes offered for those likely to work
with staff across geographies. “We have training
about hidden bias and on how to manage different
ways of working,” says McHenry. “You have to value
difference, so we look at issues such as differing
12 HAYS JOURNAL ISSUE 3

leadership and cultural styles. There are also online
sessions that include people who have experience
in managing global, remote and diverse teams.”
GOING GLOBAL
Traditionally, when organisations expand their
operations overseas, either as a multinational
or because they are beginning to test foreign markets,
they face two choices, suggests Dr Jonathan Trevor,
Co-Director of the Centre for International Human
Resource Management at Cambridge University’s
Judge Business School.
“You can align to a single, one-size-fits-all global
structure, with economies of scale, efficiencies and
transparency. Otherwise, you can align to local
or regional markets where you have to accept that
organisations require distinct management in different
areas. This gives you more flexibility to align products,
services and behaviours to a host country, with great
potential for reward,” Trevor says.
Management styles will also depend on what the
business is doing in a given market. If the company
is selling a relatively standardised product or service,
a centralised, execution-focused approach to staff may
be adequate. But, if the business is more engaged
in knowledge-based activities or has to be quick-witted
and responsive to the vagaries of local markets, a more
flexible form of leadership may suit.
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“WE SET OUT CORE

THE BIG IDEA – GLOBAL LEADERSHIP

“MANAGERS HAVE TO

BUILD, ENGAGE AND
FOSTER TEAM SPIRIT
AND COLLABORATION
ACROSS DIFFERENT
TIME ZONES AND
GEOGRAPHIES”
— THERESA MCHENRY, MICROSOFT

“The role of good leaders is not to do things for
people, but to encourage them to do it for themselves,”
adds Trevor. “In a global organisation you have to trust
that you have the right people in the right subsidiaries.
It’s about your talent pipeline.”
Ongoing leadership and talent development is key,
insists Dr Richard Waters, Group Head of Learning and
Development at Hays, itself an international business.
Hays runs an 18-month global leadership development
programme for its top managers below board level
in conjunction with Ashridge Business School in the
UK and with IMD and its associates in Switzerland. This
combines classroom study with executive coaching
and virtual action learning.
“Leadership development is not something that you
do on a course, but something that requires multiple
interventions over a period of time,” Waters explains.
“It’s about bringing people together – networks are
hugely important to learning.”
Establishing a set of standardised principles,
behaviours or performance expectations to sit across an
organisation at global level – a vision for the business –
frees up a company to focus on attuning regional
operations to local markets, argues Laura Harrison, the
Chartered Institute of Personnel and Development’s
Head of Strategic Development, HR Capability.
“If you have a global employment brand, how you
express that in different markets may be quite varied
because staff value different things. In one country,
it might be training and development. In another, worklife balance may be a greater priority,” Harrison says.
Technology plays an increasingly important role
for companies operating at a global level, but its
limitations must be considered, argues Microsoft’s
McHenry. “Organisations can embrace technology and
use it to enhance relationships, but it shouldn’t be
a substitute for personal conversation,” she adds.
“There are issues around cost, so consider how you can

CASE STUDY: TEEKAY CORPORATION

MANAGING FROM ALL
POINTS OF THE COMPASS
KEEPING STAFF IN TOUCH ACROSS TERRITORIES

LOIS NAHIRNEY’S
VANCOUVER
office at shipping
company Teekay
Corporation
is a constant
reminder of the
firm’s international
reach. “We have a
huge screen that
uses GPS
to show where
every one of our
ships is located. It gives a sense of the global nature
of our business,” explains Nahirney, who has been
Teekay’s Executive Vice President, Corporate
Resources, since 2008.
Teekay operates in 16 countries and on every
ocean in the world. This poses a real HR challenge.
“We’re constantly thinking about how
to make our people feel connected to the global
organisation while retaining what’s special locally.
We have a matrix structure and try to set out core
global guidelines, but we ensure that we respect
local cultures and have a balance,” she adds.
Teekay has a global engagement and employee
feedback process and a regular global leadership
conference. There is a worldwide ‘Spirit’ contest,
highlighting the achievements of the 900 staff
based on shore and its 5,400 seafarers. A global
orientation and employee induction programme
is also in place. Head office shares company news
via Yammer, a social intranet site.
Teekay’s senior leaders and HR staff are located
worldwide and, while most global functions report
centrally, the company uses regional reporting lines.
“A year ago, we undertook a review of our global
compensation and benefits,” says Nahirney.
“In Norway, employees want to have a cabin.
In Glasgow, the big thing is having access to a gym.
In Canada, people want flexible benefits around
health, so we give staff a $1,000 allowance from
which they can pick and choose.”
Nahirney adds: “We try to retain a casual, flat
structure. During any given week, almost all
of Teekay’s staff will have contact with other global
offices and nationalities.”
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use technology most effectively. Frequency of contact
is what matters.”
Microsoft uses video links and streaming, Skype,
teleconferencing, instant messaging and social media
to ensure that employees stay engaged. Remote
communication such as email is convenient for
managing across different time zones, but
it is a poor medium in terms of communicating
emotional intelligence and nuance. These elements are
especially important when dealing with people from
different backgrounds and cultures, suggests Professor
Sigal Barsade of the University of Pennsylvania’s
Wharton Business School.
Coaching and training in effective communication
techniques, such as the danger of ambiguity, the need
for clarity and the benefits of picking up the phone
or even getting on a plane, are essential.
Barsade says: “When you’re managing across large
distances, how you communicate is vital, particularly
relaying emotional information, say, about change.
Being at a distance can be a disadvantage.”

CASE STUDY: SIEMENS

LEARNING TO TAKE A WORLD VIEW
“TOO GERMAN, TOO white,
too male” was how Peter
Löscher described Siemens
when he became Chief
Executive of the technology
and engineering giant in 2007.
At the time the company was
at a low ebb after a series
of corruption scandals caused
hard questions to be asked
about its management
approach and direction.
Five years later, Siemens
has become a very different
organisation. A new leadership team has committed
the company to expanding the diversity and global
focus of its executives and managers, as well as the
make-up of its new recruits.
Lucy Grainger, Siemens’ Head of Talent Services,
Global Shared Services, explains: “The way Siemens
operated before was country by country and division
by division, with all of them rolled into Germany. It’s
now focused around regional clusters and sectors.
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Now, there is a much cleaner structure and a far less
siloed environment.”
The company operates in 190 countries and
employs about 360,000 people. Elements of its
structure do remain globally standardised, including
many of its HR tools, its day-to-day operating language
and some of its bespoke learning programmes.
But the company ensures that training and talent
management retain important localised elements. The
organisation is moving towards a ‘70/20/10’ approach
to learning and talent development – 70 per cent is on
the job, 20 per cent comprises social learning and ten
per cent takes place in the classroom. An added extra
element may be localised for regional engagement.
The company also offers programmes through its
global leadership centre in Feldafing, Germany.
Fraser Shearer, Siemens’ Senior Consultant for
Talent Management (pictured), says: “A lot of our
senior leaders move around globally and are promoted
from within the business. Our succession planning is
very strong. But we also have the sensitivity to know
the traditional approach to managing talent may not
necessarily always be the most appropriate option.”
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NEW MANAGEMENT HAS PROMOTED DIVERSITY AND GIVEN THE BUSINESS A GREATER GLOBAL FOCUS

THE BIG IDEA – GLOBAL LEADERSHIP

“THE ROLE OF GOOD

LEADERS IS NOT TO DO
THINGS FOR PEOPLE,
BUT TO ENCOURAGE
THEM TO DO IT FOR
THEMSELVES”
— JONATHAN TREVOR, JUDGE BUSINESS SCHOOL

Business schools and multinationals have been
pondering whether a global mindset can be taught for
some years. Insead devotes an entire programme
to managing global virtual teams. According
to Professor Erin Meyer, Insead’s Professor
of Organisational Behaviour, globally dispersed and
virtual teams may require strong, clear leadership
from the centre to avoid ambiguity. But, recognition
that decision making, management styles and staff
expectations are likely to vary from country to country
is also necessary. In Japan, informal one-on-one
discussions take place before a formal group meeting;
a lengthy consensus process is the norm in Sweden.
The tradition of sending an ‘ex-pat’ to a foreign
subsidiary is still common for up-and-coming talent
in many global firms. But, there is a greater awareness
that it may not always be appropriate to parachute
in outside managers to head up local and regional
teams, only to move them on a few months later.
Simon Foster, Client Solutions Director
of management consultancy Kenexa, says: “It should
be about leaving a legacy, creating an outpost that
becomes self-sufficient. If you just impose things
on a local team, you can lose staff.”
Peter Reilly, Director at the UK’s Institute for
Employment Studies and author of Global HR:
Challenges Facing the Function, notes that the recent
tough economic climate has seen some firms moving
away from the nuanced, inclusive leadership approach.
“The largest companies, in particular, are
increasingly going for standardised models, with
people management driven from the corporate
centre,” Reilly observes. “A distributed approach to
learning and development is being replaced by a
centrally designed and run approach. Cost is an issue,
but there is a growing tendency to want employees
who believe in and understand an organisation’s culture
and who behave in a similar and predictable way.”
Reilly adds: “It’s laudable to get organisational
alignment, but if it is taken too far it can become
a hindrance. Ask: if everyone in an organisation
is a clone, how does it grow and innovate?”

CASE STUDY: SHELL

LOCAL VERSUS GLOBAL NEEDS
THE OIL COMPANY TEACHES MANAGERS ALWAYS TO
CONSIDER WHAT LOCAL CUSTOMERS AND STAFF WANT

OIL FIRM SHELL has been
a global business for more
than 100 years and now
operates in more than
90 countries, employing
93,000 staff.
“Being global has been
a significant driver
of synergies for us,
particularly in the past
20 years,” says Sander
Nieuwenhuizen, Shell’s
Vice-President Recruitment.
“Our company benefits
from the experience of people from all corners
of the world.
“We also deliver products into lots of local
markets. We must respect customers’ local
requirements, employees’ local needs and local
practices in finance, accounting and regulation,”
Nieuwenhuizen adds.
Getting the balance right takes three things –
processes, structure and people.
On the HR side, Shell operates global processes
and has a number of worldwide systems, such
as a single recruitment portal. It also operates
a global HR application for all employees called
Shell People to give consistency to elements such
as compensation, training and development.
In terms of structure, many of Shell’s functions
and businesses operate with global reporting lines.
Technology plays a vital part in communication.
Nieuwenhuizen adds: “If you have global
structures you can put too much emphasis on rules.
You need to maintain speed of decision making
to remain responsive to the customer or market.
That comes down to your people.”
Shell takes a global approach to developing
talent, both for graduate and experienced hires.
“There’s one assessment methodology whether
you are being hired in Perth, Beijing, New Orleans,
Calgary, Lagos or Aberdeen,” says Nieuwenhuizen.
“We want people who can operate globally,
applying intelligence and the right mindset.”
He adds: “Within your global processes and
structure you need to be agile and nimble, to move
quickly and be customer oriented.”
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THE WORLD OF WORK IN NUMBERS

STATISTICAL SNAPSHOT
US COLLEGE GRADUATES ARE EARNING
LESS AND FACE A FIGHT FOR JOBS
YOUNG, EDUCATED AMERICAN workers are
earning less today than they did ten years ago,
as Generation Y faces the double burden of pay
stagnation and a lack of jobs.
New research of government data by the
Economic Policy Institute (EPI), a Washingtonbased think tank, indicates that male college
graduates in the US aged between 23 and 29 were
paid an average hourly wage of $21.68 in 2011 when
starting work. This was down 11 per cent from ten
years before. Their female college-educated peers
have not seen such a drastic decline in their pay, with
their average rate slipping 7.6 per cent, but this still
puts their earnings at only $18.80 an hour.
Downward pressure on wages has been caused
by high unemployment in the US since the economic
downturn. Jobless figures have fallen in recent
months from a peak of ten per cent in October 2009,
as the economy improves, fewer jobs are lost and
employers gain confidence. Estimates suggest,
however, that there are still about four unemployed
people for every job opening. Young job candidates
have suffered particularly severely.

“New college graduates have been losing
ground for ten years,” says Lawrence Mishel, the
EPI’s President. “Young people who finished their
education in the past five years or so are earning
significantly less than their older brothers and sisters
who graduated in the late 1990s.”
While long-established workers may also
complain that their wages have not increased
recently, it is the new entrants to the workforce who
have borne the brunt of the financial pressure felt by
American businesses.
For young men aged between 19 and 25 with
high-school diplomas, the slump in pay for entrylevel jobs was ten per cent over the decade, with the
average rate now sitting at $11.68 an hour. Young
women in the same group saw their average hourly
wage drop by 9.2 per cent to $9.92.
Experts have warned that high levels of personal
debt, youth unemployment and low wages could
mean that members of Generation Y in the US face
dramatic setbacks in their career progression and
could result in their becoming the first generation
for a century to be worse off than their parents.

Entry-level wages of male and female college graduates, 1973–2011 (inflation-adjusted)
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Men, aged 23-29
Women, aged 23-29
Source: Mishel, Bivens, Gould and
Shierholz, State of Working America
2012–2013; Economic Policy Institute
(forthcoming)
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GENERATION Y WORLDWIDE
WANTS TO WORK FLEXIBLY AND
PREFERS A GREEN EMPLOYER
GEOGRAPHY MAKES A difference to the attitudes

of Generation Y. A global survey of the professional
wants and desires of 18–25-year-olds found that
younger people in Western countries put greater
importance on relationships with colleagues and
having meaningful work, while their counterparts
in China and India were most concerned about
opportunities for learning through work.
Compensation was one of the top three
considerations for young workers in India, according
to findings from US technology and industrial firm
Johnson Controls. The research, which surveyed
more than 5,000 young employed and unemployed
people worldwide, found that quality of life ranked
highly for Generation Y in India and the UK. Chinese
millennials were the only group that considered
advancement and promotion to be top priorities.
The chance to learn was less important for recruits
in the UK when choosing an employer than for those
in the Far East; UK recruits ranked this factor second,
below work relationships. American recruits rate
meaningful work most highly, followed by quality of life.

But there are some common characteristics.
Having flexibility at work is important to most
of Generation Y: 79 per cent of those surveyed
worldwide want a flexible working pattern. But while
81 per cent of UK respondents and 67 per cent
of those from the US want to work flexibly, only 22 per
cent and 25 per cent respectively expect it to happen.
Meanwhile, roughly half of Generation Y in China and
India want a flexible work pattern and expect to get it.
Companies should also be aware of Generation
Y’s green sensibilities. Almost all – 96 per cent –
of young workers globally want an employer that
goes beyond standard environmental compliance.
Fundamentally, employers ignore younger
workers’ preferences at their peril. In India, Generation
Y makes up more than half the population, while
in China it comprises about 200 million people.
Sue Honoré, an academic from Ashridge
Business School who has studied Generation Y, says:
“Gen Y members are willing to leave their first jobs
in fewer than two years if their ambitions aren’t met.
They want varied work that uses their skills.”
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SIZING UP
PAY AND
REWARD
EXECUTIVE PAY IS one of the most controversial
industry challenges to have come to the public’s
attention in recent times. Questions about how
to structure remuneration packages and who should
be responsible for deciding high-level rewards have
provoked increasingly fevered debate.
The argument has been rumbling on since the onset
of the economic downturn. As financial institutions
around the world collapsed and banks were bailed out
by national governments, shareholders, taxpayers and
the media began to ask what the highest-paid people
in large companies had done to justify their rewards.
In the UK, the disgruntled murmur became a roar
when it was announced that Stephen Hester, the boss
of the Royal Bank of Scotland, was in line for
a bonus worth almost £1 million – a huge amount
by British standards, if not by Asian or European ones.
Although Hester subsequently gave up his bonus
(a move that some felt was unnecessary given that
he had arguably improved performance sufficiently),
the controversy lingered. The public outcry prompted
the British government to launch a consultation
on tackling excessive pay, a process that is ongoing.
Proposals include giving investors a binding annual
vote on executive pay and exit payments –
a controversial idea that critics have said would lead
to investors ‘micro-managing companies’. But,
in reality, would any of these proposed moves make
a difference to executive pay levels?
Charles Cotton, Rewards Adviser for the Chartered
Institute of Personnel and Development (CIPD),
admits that the argument has been coloured by
recent events in the banking sector.
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DECIDING HOW PAY SHOULD REFLECT PERFORMANCE HAS
BECOME A PUBLIC MINEFIELD FOR BUSINESSES. WHAT SHOULD
BE TAKEN INTO ACCOUNT? WHO SHOULD BE RESPONSIBLE
FOR STRUCTURING SENIOR PAY AND REWARD?

ANALYSIS – PAY FOR PERFORMANCE

£4.2 $8.9 110
M

AVERAGE ANNUAL
PAY FOR THE CHIEF
EXECUTIVE
OF A FTSE 100
COMPANY

M

MEDIAN PAY FOR
US EXECUTIVES
IN THE S&P 500
DURING 2010

M YEN

MEDIAN PAY FOR
THE BOSSES
OF JAPAN’S
72 BIGGEST FIRMS
($1.3M)
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Virgin Media is almost as famous for being
a great place to work as it is for its
commercial offerings. The cable and
telecoms provider aligns its non-financial
rewards and cultural benefits with the Virgin
ethos – treat employees well and customers
and shareholders will benefit, too.
Head of Group Benefits Paul Farrell
says: “The My Rates and Mates Rates
schemes, which offer discounts on Virgin
Media products and services to employees
and their family and friends, always rank
highly in satisfaction surveys. We put our
customers’ voice at the heart of everything
we do and one of the best ways of doing
this is for our staff to live with our services
and products so that they understand the
customer experience. Plus, we get great
feedback and fresh ideas.”
Another popular perk is the option to buy
and sell holiday entitlement.
Farrell adds: “We offer generous amounts
of holiday as standard, but people like the
flexibility of adding or selling days. They can
revisit their choices each year and make sure
the balance we’re striking works for them.”
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He says: “Politicians believe if it weren’t for their
actions – using taxpayers’ money to prop up banks –
the economy would be worse off. In return, they want
executives to show restraint in the current climate.”
Critics claim that excessive bonuses have been
awarded for failure and that for targets to mean
anything, failure to meet them should be reflected
in the executive rewards. For example, Barclays Chief
Executive Bob Diamond received £6.3 million for his
performance in 2011, including a bonus of £2.7 million,
yet the return on shareholders’ equity of 6.6 per cent
for 2011, down from 6.8 per cent the year before, is a
long way from Diamond’s target of 13 per cent by 2013.
Such comments provoke great frustration among
members of executive remuneration committees
responsible for setting targets, reviewing performance
and determining executive rewards. There is
an awareness of general concern about rewards, but
many remcom members suggest that there is
a general lack of understanding among the public
about how and why executive pay decisions are made.
Lesley Knox, former Chairman of listed investment
firm the Alliance Trust, has sat on several remuneration
committees. She says: “In the case of Stephen Hester,
it looked like he was being given a huge sum of money
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CAN NON-FINANCIAL BENEFITS
MAKE A DIFFERENCE?

ANALYSIS – PAY FOR PERFORMANCE

“COMPENSATION

CONSULTANTS TEND
TO RECOMMEND
A PLAN BASED ON
INDUSTRY AVERAGES
RATHER THAN THAT
WHICH BEST SUITS THE
ORGANISATION ”
— PROFESSOR STEVEN YOUNG,
LANCASTER MANAGEMENT SCHOOL

STEPHEN HESTER’S PAY DEAL
FUELLED THE CONTROVERSY
ABOUT EXECUTIVE REWARDS
IN THE UK

even though the bank didn’t appear to be doing very
well. You have to consider that, without him, the bank
may have been in a much worse position.”
Knox continues: “To persuade people to do
a difficult job, you have to get the performance and
reward absolutely right. When you set targets for
executives, you aren’t simply looking at the current
situation. You look at the previous year and the wider
economy and try to establish what they should be able
to achieve if all goes well. Then, ask yourself where the
risks are. You base bonuses and incentives on the long
term. The only people who can do this are close to the
business and see everything. It has to be the board that
makes those decisions.”
ILL INFORMED?
However, Steven Young, Professor of Accounting
at Lancaster University Management School in the
UK, questions the expertise of remuneration
committee members and believes they need to take
a more independent and informed approach.
He says: “Designing compensation systems
is a complex task that many non-executives don’t have
the skills for, in the same way that many non-execs
don’t have the accounting expertise to add value on the

audit committee. Taxation, contingent claim valuation,
risk-reward trade-offs – these are complicated issues
that many non-execs simply don’t understand.”
Without the necessary expertise in this area, Young
argues, remuneration committees tend to look to bestpractice guidelines from influential groups, such
as the Association of British Insurers and its peers,
when making decisions about pay.
He adds: “There’s also too much reliance
on compensation consultants who tend to recommend
a plan based on industry averages rather than the plan
that might best suit the organisation’s current needs
and strategy.”
Fiona Camenzuli, Director for Reward at PwC,
disagrees. She says: “Remuneration committees
appoint their own advisers so the committee has
independent advice. It’s certainly not about following
the pack, but providing the expert perspective that,
along with other data, will enable the committee
to make informed decisions that fully support the
strategic and operational needs of the business.”
Where remuneration committees are facing greater
challenges is in the benchmarking and management
of rewards across international borders, driven by
increased global mobility of senior executives and
expectations of reward parity with overseas territories.
Camenzuli comments: “Global organisations with
operations in overseas locations understand these
markets. They have identified skills shortages in key
territories and are more likely to be recruiting and
moving people across borders. In these situations,
the remuneration committee has to consider what the
reward structure should be around the world. Some
companies have developed a global philosophy
in terms of pay, bonuses and long-term incentives that
will facilitate global movement.”
However, for organisations that have not adopted
a global approach, there is a danger that cross-border
pay and reward parity could create a race to the top.
Businesses based in countries that have lower average
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“POLITICIANS WANT EXECUTIVES TO SHOW
RESTRAINT IN THE CURRENT CLIMATE”
—	CHARLES COTTON, CIPD

designed to discourage risk. Figures from US business
consultancy Towers Watson showed that, at the end
of the fiscal year 2010, annual compensation paid
to the bosses of Japan’s 72 largest firms by market
capitalisation stood at a median 110 million yen
($1.3 million). This is just a fraction of the earnings
of the CEOs of the top US firms – median pay for
executives in the S&P 500 in 2010 was $8.9 million,
according to research firm GMI Ratings.
Increasingly, measures are being taken to reduce
risk. Germany is revising its Corporate Governance
Code to suggest that performance-related reward
be linked to a firm’s longer-term performance.
The Netherlands has similar guidelines calling for
transparency in executive pay and levying higher
corporate taxes on ‘golden parachutes’ for departing
company leaders. France has a voluntary code for
directors’ remuneration, restricting severance pay for
executives and curbing the award of stock options.
MANAGING COMPLEXITY
It is true that rewards packages have become more
complicated and the increasing complexity of pay
deals has led to some companies having multiple
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executive pay might argue that reward levels must rise
in order to retain talent.
Young says: “This argument is frequently made by
British firms to justify moving towards US pay levels.
It has some merit. What’s less clear is how mobile
executive talent is. Is it credible that a UK CEO can
land a job at a comparable American corporation?
In the absence of accurate data about how many UK
executives succeed in the US executive labour market,
I would guess the numbers are relatively low. There’s
a danger that arguments about international mobility
lead to inappropriate pay ratcheting.”
In Australia, the median fixed pay of chief
executives in the top 100 firms increased by 131 per
cent in the decade to 2010 and bonuses grew
by a median 190 per cent. But, these increases
outstripped growth in share value, with only a 31 per
cent increase in the S&P/ASX 100 over the same period,
according to the Australian Council of Super Investors.
High rewards for executives in the US, the UK,
Australia and elsewhere may reflect their potential to
perform and deliver results on a short-term basis, but
in Japan executive pay reveals a very different picture,
with CEOs encouraged to pursue a longer-term vision
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incentive plans. Most reward experts agree that there
is a need for simplification, but many would suggest
that this should be at the discretion of the remuneration
committee rather than via regulation.
Some critics blame non-executive director
cronyism, described by the British Prime Minister, David
Cameron, as “remuneration committee members
sitting on each other’s boards, patting each other’s
backs and handing out each other’s pay rises.” In fact,
there is little evidence to support this assertion.
In Britain, only 29 FTSE 100 remuneration
committee members out of about 300 are directors of
other listed companies, according to the shareholder
advisory group Manifest. Its research into the
composition of remcoms indicates that just 26 nonexecutive directors serve on the board of more than
one FTSE 100 remuneration committee.
Knox comments: “If you look at the numbers,
there aren’t actually that many executives sitting
on remuneration committees and, from my own
experience, the people on these committees tend to be
quite tough.”
Widespread proposals for shareholders
to be given binding votes on future pay policy
in order to exert pressure on the board will force closer
engagement between companies and shareholders.
No one will want the sums being put up for vote
to come as a surprise. However, some question
whether binding votes are effective. In the US, the
Dodd-Frank Act has given shareholders a non-binding
vote on top executive pay since January 2011.
In August, compensation experts said companies
whose policies resulted in a vote below about 80 per
cent were taking it as a sign of shareholder discontent.
Young observes: “Non-binding votes act as
a powerful guide for CEOs and remuneration
committees. If shareholders are monitoring
management, then a veto situation shouldn’t arise.
Switching from a non-binding vote to a binding veto
may prevent the odd rogue plan from getting through,
but I doubt whether it would have much more impact
than current arrangements. Shareholder apathy is the
key issue and this won’t be solved by introducing
a binding veto. There needs to be more focus on how
institutions vote their shares.”
However, having a binding vote on future
remuneration policy also assumes appropriate
shareholder activism within a company. There is clearly
a need for better dialogue between a company and its

29

OUT OF 300 FTSE 100
REMUNERATION
COMMITTEE
MEMBERS ARE
DIRECTORS
OF OTHER LISTED
COMPANIES

26

NON-EXECUTIVE
DIRECTORS SERVE
ON THE BOARD
OF MORE THAN
ONE FTSE 100
REMUNERATION
COMMITTEE

“INSTEAD OF LOOKING AT
PAY, THINK HOW PROFIT
IS SHARED AND HOW
EVERYONE BENEFITS”
—	FIONA CAMENZULI, PwC

PRIVATE VERSUS PUBLIC

The public sector has not been immune
to criticism over pay. In the UK last year,
the publication of a report called Fair Pay,
a government-requested review of public
sector pay, put the rewards of senior public
servants under the spotlight.
The study’s key proposals included
earn-back pay – whereby an element of
an executive’s basic salary is at risk,
to be earned each year through meeting
pre-agreed objectives. Better transparency
was also recommended, with the annual
disclosure of public service executives’ full
pay and an explanation of how it relates to
performance. The report advised against
imposition of fixed limits on pay multiples.
There are stark differences compared
with movements in private sector
executive pay. According to Britain’s High
Pay Commission, the share of top
percentile earnings taken home in the
public sector is declining and now accounts
for less than one per cent of those on top
wages. The FTSE 100 has seen a 67 per
cent increase in executive pay over the past
decade, with the average top executive
in one of these companies now earning
in excess of £4 million.
Professor Stephen Bevan, Director
of The Work Foundation, says: “If we want
the banks and other companies to perform,
the whole organisation has to be engaged
with sustainability, profitability and doing
the right thing. When you create a huge
gap between the top and the bottom rates
of pay, you have a major challenge to get
everyone aligned and you face the risk that
talent will be lost.”
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“YOU BASE BONUSES AND INCENTIVES

ON THE LONG TERM. THE ONLY PEOPLE
WHO CAN DO THIS ARE CLOSE TO THE
BUSINESS AND SEE EVERYTHING”
—	LESLEY KNOX, FORMERLY OF THE ALLIANCE TRUST

bottom see flat pay growth and those at the top appear
to be insulated.”
One weakness of pay and reward structures
in recent times has been their focus on short-term
performance. Suggestions of how to tackle this include
proposals for ‘clawback’ policies, plus greater use
of deferred bonuses and other longer-term incentives.
But should such changes be voluntary or enforced?
There is little evidence that legislation has much
direct impact on pay levels, but demonstrations
of restraint do have the merit of building public
confidence that executive pay decisions are
transparent and subject to proper scrutiny.
Knox acknowledges that some change seems
probable. She says: “There isn’t a perfect answer,
but by focusing on longer-term deals, payouts would
reflect performance over a number of years.”
Camenzuli adds to this view. She concludes: “It’s
possible to take a different approach. Instead of just
looking at the pay, think how company profit is shared
and how everyone – the business, shareholders and
employees – will benefit.”

MARK HENLEY/PANOS PICTURES

shareholders, but do the latter have the time and the
inclination to do this?
Alex Tamlyn, DLA Piper’s Partner and Head of the
International Securities Group, says: “It’s the company
board’s responsibility to engage with shareholders and
increase their involvement using a clear and effective
communications strategy. The 2003 Higgs Report
suggested that the level of voting among shareholders
in listed companies was alarmingly small and, while this
has improved, it remains less than ideal. The possibility
of binding shareholder votes on future remuneration
policy will give boards an even greater incentive to
enter into productive dialogue with investors.”
Cotton’s view is that a binding vote either on
directors having a notice period that is longer than
a year or on exit payments greater than one year’s
salary does little to address so-called rewards for
failure. He says: “People will still be scrutinising reward
and seeing senior executives who have performed
poorly being paid extremely well. In terms of pay,
equality and the economic climate, the idea that ‘we’re
all in it together’ sounds hollow when those at the
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THROUGH THE LENS

6%
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The life sciences industry in Japan is
experiencing strong growth, as foreign
firms open departments in the country
and look to set up localised clinical
trials. The Japanese life sciences
market – already the second largest in
the world after the US – is expected to
see growth of between five and six per
cent this year. A deep skills shortage is
being felt in the industry. Hays in Japan
has seen particular demand for clinical
development candidates and sales
representatives, as well as clinical
research associates and project
managers (IMS Health Market
Prognosis, March 2011)
To read this report in full, email:
haysjournal@hays.com
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“WE HAVE AN

INTERNATIONAL
WAY OF
WORKING
THAT IS VERY
INCLUSIVE”
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LEADERSHIP — TRACY CLARKE

SETTING THE
STANDARD

NICK BALLON

TRACY CLARKE, GROUP HEAD OF HUMAN RESOURCES AND COMMUNICATIONS
AT STANDARD CHARTERED, OUTLINES THE CHALLENGES AND REWARDS OF MEETING
EMPLOYEES’ NEEDS AT A BANK WITH A BRITISH BASE AND A GLOBAL OUTLOOK
STANDARD CHARTERED IS an institution for which
the description ‘international’ is scarcely adequate. Its
history can be traced back to the Victorian era, when
the British were colonising vast tracts of the world.
The very names of the companies from which it was
created – the Standard Bank of British South Africa
and the Chartered Bank of India, Australia and China –
indicate its geographic spread, covering 71 markets.
This presents a particular set of challenges for
Tracy Clarke, Group Head of Human Resources and
Communications, who oversees 87,000 staff
of 130 nationalities. Standard Chartered has its
corporate home in London, where the bank’s shares
are listed. It is subject to UK banking regulations. Yet
only 2,000 of the group’s staff are in Britain. More than
90 per cent of income comes from Asia, Africa and the
Middle East.
Are there clashes of culture among the various
outposts of the Standard Chartered empire? “I’m
not sure they are cultural differences,” says Clarke.
“There will be different challenges according to where
we’re operating. From the HR perspective, we have a
people agenda that applies globally and there are core
processes that provide the ‘glue’ for the organisation.”

Running HR for a bank presents Clarke with specific
issues that would not apply at a multinational in any
other industry. Certainly, the impact of the banking
crisis was felt far less acutely in the markets in which
Standard Chartered is strongest than it was in the
US and the UK. Moreover, says Clarke, the public
perception of banking in, say, Shanghai or Singapore
is far more positive than in the West. However, as a UKregulated institution, British rules around remuneration
apply to Standard Chartered globally. This can
be frustrating for employees outside the UK: for
example, a commodities trader based in Shanghai
may not understand why his compensation must
be structured according to rules set by the Financial
Services Authority in London.
“We have to help our people to understand why
there are these consequences,” says Clarke. “They
will either vote with their feet or realise that Standard
Chartered has much more to offer them – whether
that’s around culture and values, career advancement
or the fact of working for a highly successful bank.”
Clarke understands loyalty: remarkably, she has
only ever worked for Standard Chartered. After
starting as a teller in the bank’s Nottingham branch
HAYS JOURNAL ISSUE 3 27

“DIVERSITY MATTERS.

WE’RE NOT WHOLLY
COMFORTABLE WITH
WHERE WE ARE YET,
BUT IT’S A JOURNEY”

after leaving school at the age of 18, she worked
as a Corporate Account Relationship Manager
in London, spent two years in Hong Kong training
corporate banking staff and then returned to Britain,
where she built the bank’s talent management
framework. Clarke had a spell running the office
of former Chief Executive Mervyn Davies and was
afterwards put in charge of corporate affairs, before
moving to the HR job in 2006. Eighteen months ago,
the corporate affairs role was added to her HR brief.
Clarke admits she was fortunate in that, when she
took over as Head of HR, Standard Chartered had
already established a single platform to handle the
data for its employees around the world. “It was a lot
of good judgement and a bit of luck that we made the
decision to do that before a high-growth phase kicked
off,” she says. The bank’s headcount a decade ago was
just 25,000 – less than a third of today’s figure.
“Once you have reached a certain size and scale,
having decentralised processes can mean you really
struggle,” says Clarke. “But, for us, having that
single platform has meant that we can benefit from
standardisation and invest more of our money and
effort in value-adding activity.”
Of course, there are different issues to be
addressed in the various territories in which the bank
operates. “Each of our markets will be at a different
stage of evolution,” says Clarke. “Some will be highergrowth than others; some will have talent gaps that are
particular to that market. We have to make sure we’re
tackling the right issues.”
In China, for example, the bank is currently
in a rapid-growth phase, expanding into cities where
it has not previously had a presence. “We’re not only
having to hire lots of people, we’re also having to build
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87,000

STAFF OF 130 NATIONALITIES,
COVERING 71 MARKETS

90%

OF INCOME FROM ASIA, AFRICA
AND THE MIDDLE EAST

skills quickly in a place where it’s difficult to find strong
managers or people who have experience of working
in an international bank. So, the HR agenda is focused
on growing our own talent,” she explains.
Clarke points out the contrast between Standard
Chartered’s experience in China and an acquisition
made by the bank in South Korea in 2005. “The
challenge there was about integrating an acquired
bank that had a strong national culture. How do you
get the balance right between expecting people
to become part of the Standard Chartered family and
respecting the existing Korean culture?”
Such complexities mean that Standard Chartered’s
annual staff survey is of vital importance. This
measures how employees in all areas feel about their
job, the organisation and how they fit into it. In Clarke’s
words, it helps assess “the level of engagement”. She
adds: “It gives us an indicator of not just how loyal our
people are, but also how much discretionary effort
they are likely to put into their job when they come into
the workplace every day.”
All 87,000 of the company’s employees participate
in the survey and every manager with more than four
employees fills in a scorecard to provide what Clarke
calls a “temperature check” on their team’s motivation.
Gathering these details enables the bank to measure
engagement in all markets and at all levels of the
organisation, as well as identifying possible pressure
points in the business.
While participants are not asked explicitly to rate
their managers in the survey, Clarke says that most
responses inevitably give an indication of leaders’
effectiveness. “Although it’s a bit of a cliché, there
is some truth in the idea that people join an
organisation but they leave a manager,” she adds.

CV

TRACY CLARKE
AT A GLANCE
Age: 45. Married with two
daughters. Lives south of
London in Oxshott, Surrey.
Joined Standard Chartered
after A Levels. Started work
as a teller in a local branch.
Worked in London as
a Corporate Account
Relationship Manager.
Spent two years in Hong
Kong as Regional Training
Manager for corporate
banking. While there,
Clarke studied for an
MBA, sponsored by
Standard Chartered.
Returned to London as Talent
Manager in HR.
Ran Chief Executive’s office,
then became Head of
Corporate Affairs.
Head of HR since 2006.
Biggest influences: “My
father and Mervyn Davies –
they encouraged me and
gave me self-confidence.”
Recreation: netball. “It gives
me something to enjoy with
my daughters.”
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“The information we get is very useful in terms
of identifying where we’re doing well or not so well.”
Years before taking over as Head of HR, Clarke
was put in charge of a project to create a talent
management framework for the Standard Chartered
group. She counts that – and its legacy – among her
most valuable achievements.
“It applied to the whole group,” she says. “A lot
of companies identify high-potential individuals and
put them on the fast track. They do lots of good things
to grow that talent pool, but leave everyone else
behind. We started from the premise that everyone
is talented, but that by segmenting your talent
pool, you can target your interventions much more
appropriately to people’s needs.”
Clarke insists that Standard Chartered has a culture
that sets it apart from other large banks, defined by its
strong sense of social responsibility, community and
risk awareness. “It’s a highly collaborative culture,”
she states. “I think it’s because, historically, we grew
up having lots of small organisations in lots of small
countries, rather than a big, dominant home base.”
Employees are rated on not only what they have
achieved, but also how they have achieved it. Clarke
explains: “It’s quite difficult to maintain the strength
of the culture when you are growing and hiring
thousands of people a year and there are always new
30 HAYS JOURNAL ISSUE 3

managers and employees to engage. We have
an international way of working that’s very inclusive.
There’s recognition that difference is an advantage, but
that certain core values apply across the group.”
When it comes to diversity, however, Standard
Chartered explicitly rejects the policy of positive
discrimination. The bank is chaired by a man and all the
main board executives are men. Certainly, as Clarke
points out, there are plenty of women in senior
positions: for example, the Chief Executive of the
bank’s African operation is female. The bank has
programmes to mentor women and encourage women
in leadership. “We believe that diversity matters,”
explains Clarke. “We’re not wholly comfortable with
where we are yet, but it is a journey. For us, there are
so many strands of diversity that matter – it’s not just
gender. It’s about ethnicity, it’s about nationality, it’s
about skills.”
She adds: “To set a quota for gender by a certain
date, you are arguably compromising the other aspects
of diversity. Solely focusing on gender doesn’t feel
appropriate, I think.”
Of course, Clarke herself is a woman who exerts
enormous influence over Standard Chartered.
It is she who decides primarily how the bank’s
workforce is shaped, managed and developed. For
her, at least, gender has not been a handicap.
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TOUGH ECONOMIC CONDITIONS
LEAD PUBLIC SECTOR STAFF
TO QUESTION CAREER PATHS
A NEW REPORT, THE HAYS CAREER
OUTLOOK SURVEY, SHOWS THAT
MANY OF BRITAIN’S PUBLIC SECTOR
WORKERS ARE SO DEMORALISED
THEY WOULD CONSIDER
SACRIFICING THEIR GENEROUS
PENSION PROVISION FOR A CAREER
IN THE PRIVATE SECTOR
New research from Hays in the UK has
found that more than half of public
sector workers surveyed would sacrifice
their pension arrangements to work in
the private sector. About 45 per cent of
public sector respondents also described
staff morale in their organisation as
pressured, though even more private
sector workers – 46 per cent – had the
same complaint.
The research suggests that the
financial crisis has had an impact on
the mood of workers in all parts of
the British economy. Four out of ten
private sector workers say it is worse
working in the private sector since the
global recession. Public sector workers
believe their work prospects are so

poor that only 15 per cent would encourage
graduates to seek a career in the not-forprofit sector.
More than half of private sector
workers would seek a similar role if they
were beginning their career. Just 34 per
cent of those in the public sector would
choose the same career path again.
Andy Robling, Public Services Director
at Hays, says that public sector employers
must act now to attract and keep the staff
needed for essential frontline services. He
adds: “These results indicate the potential
dangers ahead for the public sector if
something is not done to attract and retain
talent, as well as to address poor morale
and the perceptions some workers have
about what the two sectors offer in terms
of career progression and job security.
While conditions in the private sector are
challenging, too, it’s clearly one step ahead
of the public sector in terms of attracting
and motivating talent.”

FOR MORE INFORMATION
To get more details about this report,
email: haysjournal@hays.com

34%

THE NUMBER OF
PUBLIC SECTOR
STAFF WHO WOULD
CHOOSE THE SAME
CAREER PATH IF
THEY HAD THEIR
TIME AGAIN

46%

OF PRIVATE SECTOR
WORKERS DESCRIBE
STAFF MORALE
IN THEIR
ORGANISATION
AS PRESSURED

15%

OF PUBLIC SECTOR
STAFF WOULD
ENCOURAGE
GRADUATES
TO FOLLOW THEIR
CAREER PATH

Number of public sector workers who would sacrifice a defined benefit pension to work in the private sector

52%

“PUBLIC SECTOR

EMPLOYERS
MUST ACT NOW
TO KEEP AND
ATTRACT THE
STAFF NEEDED
FOR FRONTLINE
SERVICES”
— ANDY ROBLING, HAYS
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GERMAN FIRMS WORRY ABOUT
KEEPING AND LEADING STAFF
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development programmes will prove more successful
at retaining staff than offering a very competitive
remuneration package, particularly for newer recruits.
This is part of an active personnel policy of promoting
lifelong employability in many firms in Germany.
When asked about what other benefits employees
wanted, work-life balance was considered to be
of importance to fewer than half of German businesses,
though almost all offered some flexibility to staff, most
commonly in the form of flexi-time.

FOR MORE INFORMATION
To receive a full copy of the Hays HR Report in German
or an English summary, email: haysjournal@hays.com
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Improving leadership was top of the list of worries for
German businesses last year, with staff retention and
the promotion of employability also being important,
according to Hays research in the region. These
ranked ahead of expected hot topics such as pay.
The report, which surveyed key decision makers
in German businesses, yielded some positive
findings. Most survey respondents felt that modern
businesses have successfully established
a leadership culture that gives employees the
freedom to discuss their needs openly and seek
support. However, there were concerns among
managers, HR managers and employees about the
ability of leaders to respond to global mega-trends
affecting the world of work.
The report revealed a number of surprises
in terms of responses to these trends. While gender
diversity is a concern in many geographies, it was
not a big issue among respondents from Germany.
Instead, the increasing complexity of work,
globalisation and the consolidation of employment
were considered to be of primary importance
in terms of their impact on the world of work.
When recruiting, German firms tend to look first
to regional or national job markets. Companies that
do take a more international approach have changed
their recruitment focus in the last three years.
In 2008, the majority of German businesses
recruiting internationally looked to Eastern Europe
to hire new staff. The UK and Benelux were also
popular sources of new recruits. Today, Germanspeaking countries outside Germany, such as Austria
and Switzerland, have become the focus.
Employers are hopeful that attractive career
opportunities combined with training and

Respondents’ decision-making positions in their companies

ON

COMPANIES IN GERMANY ARE MOST CONCERNED
ABOUT LEADERSHIP AND RETAINING EMPLOYEES,
ACCORDING TO A RECENT HR REPORT BY HAYS.
AND THEY ARE LOOKING TO GERMAN-SPEAKING
NEIGHBOURS FOR TALENT
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SOARING DEMAND FOR ‘ORANGE COLLAR’
STAFF IN AUSTRALIA’S MINING BOOM
THE AUSTRALIAN MINING BOOM
HAS SEEN A GROWING NEED FOR
SPECIALIST SKILLS, WITH A NEW
PHRASE BEING COINED TO DESCRIBE
THE EXPERTS WHO ARE CURRENTLY
IN SUCH DEMAND
The massive growth in iron ore mining
in Western Australia over the past
decade, along with the newly emerging
coal seam gas industry elsewhere, has
seen demand for human capital
in Australia at an all-time high.
More than 92,500 people were
directly employed by the mining industry
in Western Australia in 2011, according
to official figures. This was a massive
17 per cent increase on the year before,
with the figure set to rise further.
Specialist skills are desperately
needed in sparsely populated Western
Australia, as well as in Queensland and
the Northern Territory where natural
gas is being extracted. Four Australian
universities have joined forces to launch
a national education programme, Mining
Education Australia, which aims to
address the unique needs of this sector.
The requirements of the mining
industry are so particular that a new

phrase has been coined to describe the
talent needed. The term ‘orange collar’
evolved from the fluorescent orange,
high-visibility uniform commonly worn by
employees in the sector. These workers do
not fit standard definitions of white
or blue collar. Orange collar workers could
be geologists, bogger operators or even the
chief executive.
Orange collar staff are identified by their
highly technical and specialist skills. They
are likely to work in remote locations, with
the associated family issues, high property
prices and lack of basic services. These
workers are typified by their level of relevant
training, adherence to compliance and longterm commitment to a project.
The sheer number of Australian mining
projects means that big companies are
vying aggressively for candidates.
Hays’ recent report, Bridging the Skills
Gap, suggests that employers can overcome
skills shortages by focusing on six key
steps: be flexible, have a plan, create an
employment brand, source far and wide,
train and develop and focus on retention.

92,500

PEOPLE DIRECTLY EMPLOYED
BY THE MINING INDUSTRY
IN WESTERN AUSTRALIA

FOR MORE INFORMATION
To receive a copy of this report,
email: haysjournal@hays.com

Source: Western
Australian Mineral
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“INTERIMS ARE

ADRENALINE JUNKIES
WHO LOVE THE
CHALLENGE OF
EACH CONTRACT”
— HILARY HUSBANDS, IIM
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FOCUS – INTERIM MANAGERS

THE INTELLIGENT
USE OF INTERIMS
WHEN UNEXPECTED NEEDS ARISE, HIRING AN INTERIM CAN KEEP AN ORGANISATION RUNNING.
BUT WHILE INTERIM MANAGERS’ EXPERTISE AND PROBLEM-SOLVING EXPERIENCE CAN BE A GREAT
BOOST TO A COMPANY, THEY MUST BE USED WISELY

INTERIM MANAGERS CAN be a great solution
for employers looking for flexible staffing options.
But there is more to taking on an interim than simply
finding a person with the right skills.
The decision to fill gaps in the workforce with
interim expertise must take into account the immediate
effect of the hire and the wider one on the organisation.
“Companies must be clear about what they want
an interim for,” emphasises Clare Kelliher, Professor
of Work and Organisation at Cranfield School
of Management. Kelliher has conducted extensive
research into employees on fixed-term contracts.
It may be that someone is needed to fill a role
while a permanent hire is made or that a person with

DIGITAL VISION/GETTY

WHAT IS AN INTERIM MANAGER?
Interims are not high-level temps, though typically they are
taken on over a short timeframe – anything from a few months
to a couple of years. Neither are they merely contractors hired
to carry out specialist tasks, such as installing new IT systems.
Interims are experienced senior managers. They are problem
solvers with particular specialisms, such as starting up new
departments or implementing short-term projects that require
a high level of management expertise. In most cases, interim
managers are self-employed.

specialist skills is required to undertake a project,
such as a restructure or the introduction of new
regulations. Many firms in this situation start
by looking among the ranks of career interims.
“These are long-term professional interims, the
quantum leapers and adrenaline junkies who love the
constantly renewed challenge of each contract,” says
Hilary Husbands, Co-Chairman of the Institute
of Interim Management (IIM).
Many experienced interims are aged above 50, but
a younger breed is appearing. “There is a new cadre
of global workers, comprising business-school
graduates who like the interim way of life,” says Anna
Marie Detert, KPMG’s Talent Proposition Lead Director.
There is a growing trend for companies to take
on interims as a way to try out potential employees,
an arrangement that could suit ‘reluctant interims’ –
senior executives working as interims after
redundancy. But, whatever the reason for bringing
an interim on board, the parameters of their job must
be set before the recruitment process starts. This
makes management of the individual easier.
Recruiting interims remains a potentially tricky area,
since many are hired directly by the departmental
leaders who need positions filled quickly, rather than
via traditional HR channels.
“When expertise is required in a hurry, department
heads can’t wait the two months it may take to source
HAYS JOURNAL ISSUE 3 35

INTERIM GOES INTERNATIONAL
Interim management started in the US, but
is now just as common in Europe. The UK,
Germany and the Netherlands have longestablished interim communities and a new
association of interims was recently set up
in Poland.
China and India are beginning to see
the benefits of using interim workers. A
report by the Times of India in 2010 said
that the number of interim placements in
Indian firms was growing, especially among
multinational businesses. Meanwhile, in
China, the Beijing Chamber of Commerce
recently met representatives of the UK
Institute of Interim Managers (IIM) with the
objective of discussing the establishment
of a Chinese interim association.
The number of British interims working
overseas is also increasing, with 11 per cent
of UK interims reporting that they have
worked internationally, according to the IIM.
“In developing countries, British interims
are now being paired with native managers
to combine the interim’s specialist
knowledge and the national’s cultural and
linguistic skills,’ says KPMG’s Detert.

a new hire,” says Husbands. “Typically, the operations
director will ask senior employees if they know of any
interims to fill the gap.”
About half of interim hires are the result of personal
recommendation, according to the IIM. This brings
some risks with it. “Increasing regulation means that
companies have to be careful about hiring and firing
this way,” warns Kelliher.
In truth, companies that are concerned about the
implications of new regulations on interim hiring,
such as the recently introduced Agency Workers
Regulations in Europe, usually have little to worry
about, since interims are self-employed.
Even if an interim is needed urgently, there must
be a close fit between the skills required and those
offered by the proposed hire. This is why employers
must always check an interim’s background and seek
out their previous employers. It can also be worth
checking to see if an interim has a website giving more
of an insight into their personality and previous work.
“Hirers often check an interim’s online profile, for
example on LinkedIn, and look for shared contacts.
It can be an idea to call these people and ask how the
individual performed,” says Husbands.
Using an interim provider when hiring is preferable
for many firms, especially if the interim is required
in finance or for a merger or acquisition situation,
where due diligence must be proven. Professional
providers should know the interims on their register,
so that they can name the best person for the job.
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Husbands recommends that an interim is given
a very clear brief even as early as the interview stage.
Pay rates should also be set at the outset, along with
any incentive payments.
“Link incentives to the completion of a project,
rather than offering short-term rewards. Full results are
often only visible in 18 or 24 months,” says Detert.
Introducing interims to the existing workforce can
be precarious and should be handled with some
sensitivity. Existing staff and clients may resent
spending time briefing someone who they know will
only be there temporarily. It may also be harder to get
permanent employees to cooperate, particularly if the
interim has been hired to manage downsizing.
“Interims are sometimes taken on to do the jobs
no one else wants to do,” says Detert. “It’s vital that
senior management makes it clear to everyone why the

“IT’S VITAL THAT SENIOR
MANAGEMENT MAKES
IT CLEAR WHY THE
INTERIM IS THERE”
—	ANNA MARIE DETERT, KPMG

FOCUS – INTERIM MANAGERS

“THE GREAT BENEFIT OF USING
INTERIMS IS THAT THEY ARE
HIGHLY MOTIVATED. FOR THEM,
EVERY DAY IS DELIVERY DAY”
—	ROBIN DICKIE, SWISSPORT

interim is there and gives the individual their full
sponsorship and support.”
The introduction of a talented outsider may leave
some staff feeling fearful about their own job security,
but experienced interims will handle this diplomatically.
Equally, staff may resent how much interims are
earning – or how much they imagine they earn. In this
situation, permanent employees should be reminded
that interims are self-employed; have no paid holidays,
sick pay or pensions; and get no company benefits.

One bonus is that interims can adopt an unofficial
mentoring role, since existing staff learn from their
outside experience. “It’s not uncommon for interims
to find stars among existing staff,” says Husbands.
When it comes to checking how effective
an interim is, having a detailed project brief is essential.
Experienced interims usually monitor their own
effectiveness and provide regular progress reports
directly to their line manager.
Occasionally, there can be a drop in enthusiasm
among interims towards the end of a contract as they
set their sights on their next challenge. However, career
interims are aware that their reputation is all and these
professionals usually prepare for their own departure
by briefing staff and management about what should
happen next. Ultimately, the true seal of approval
comes when and if they are asked to help with
recruiting their successors or recommending existing
staff for promotion.

FOR MORE INFORMATION
Contact: haysjournal@hays.com

CASE STUDY: SWISSPORT

THE VIEW FROM BOTH SIDES
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THE COMPANY’S BOSS IS AN INTERIM WHO HIRES INTERIMS HIMSELF

ROBIN DICKIE, INTERIM
Chief Executive Officer
in the UK of aviation ground
handling company Swissport,
often recruits interim
managers, as well as being a
career interim himself.
Dickie observes: “The
great benefit of using
interims is that they are highly
motivated. For them, every
day is delivery day.”
Hired 18 months ago
to maintain continuity
after a predecessor’s sudden departure, Dickie has
since recruited an interim operations director and
commercial director.
When Dickie hires board-level interims, he does
so alongside the HR department, while at non-board
level, departmental managers handle recruitment.
If Dickie is overseeing the process, he often turns
to his own networks to source the right person, but
sometimes he will use agencies.
“It’s vital that the company has a clear idea
of what they want the interim for and a brief for them
to fulfil,” he adds. “A good match between the

challenge and the interim’s skills is essential.
A professional, experienced interim will ask the right
questions in order to understand the situation.”
Interims can also be frank with management.
“Career interims are not seeking jobs in the
organisation, so they’re free to be truthful about
a situation, which can be invaluable,” says Dickie.
“Employers should be willing to accept that honesty.
I find it helps to get this clear between interim and
employer at the start. Most companies say they want
you to be honest, but it can require diplomacy on the
part of the incomer.”
Dickie believes that measuring the success
of an interim should be easy, provided the individual
has been given a clear brief.
“There should be tangible objectives, with
measurable results and clear timescales. The
professional interim should be low maintenance and
will regularly report back on their performance against
the brief,” he adds.
When the contract is coming to an end, Dickie
believes it can help to make the interim part of the
handover process to ensure that the changes they
have made are sustainable.
He advises: “The interim should have as much
responsibility for this as the employer.”
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THROUGH THE LENS

Despite the ongoing trials of the domestic economy,
many accounting and finance (A&F) employees in Italy
have enjoyed salary increases and business
performance-related bonuses over the last year.
Financial controllers, chief financial officers and credit
managers were the A&F roles most in demand in Italian
organisations during 2011, as companies looked to
reduce costs, pay down debt and boost cashflow by
chasing outstanding payments. The highest average
salary for financial controllers working in industry in the
country was €70,000.
To read the Hays Italy Salary Guide 2012 visit
www.hays.it
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€70,000

RISING TO THE CHALLENGE – MANAGING REMOTE TEAMS

REMOTE CONTROL

JETTA PRODUCTIONS/GETTY

GLOBAL BUSINESSES AND MODERN TECHNOLOGY ARE DRIVING THE BOOM IN REMOTE WORKING.
COULD THIS TREND LEAD TO GREATER EMPLOYEE SATISFACTION AND LOWER OPERATING COSTS?

MORE COMPANIES ARE encouraging staff
to work remotely to boost productivity, cut costs and
improve employees’ motivation and loyalty by giving
them a better work-life balance.
Technology is fuelling this, enabling people to liaise
with colleagues and clients from home, at customers’
offices or further afield in business centres or internet
cafés, using the latest mobile tools.
Remote working can be more green and timeefficient than traditional commuting and can reduce
central office costs. Indeed, Search Office Space, a UKbased serviced office broker that provides workspace
worldwide, saw enquiries for virtual offices – which
allow employees to work from any location – increase
by 40 per cent between 2009 and 2011. Director Daniel
Howard has witnessed the expansion of the temporary
office market. In the UK, rail infrastructure owner
Network Rail is offering office space for executives
thwarted by train delays, while Shell is opening
business lounges at petrol forecourts across Europe.

Some countries have been quicker to recognise
the benefits of remote working than others. The
Electronic Commerce and Telework Trends project,
an international study to benchmark new methods
of working, revealed that Germany, Britain and the
Netherlands lead the way in Europe in teleworking,
aided by high-speed broadband and other wireless
access. A report from 2010 by WorldatWork, a notfor-profit body that advises on rewards and benefits,
indicated that 84 per cent of people in the US who
worked remotely did so more than once a week,
up from 72 per cent in 2008.
These statistics point to a broader shift in people’s
attitudes to how they work. According to new research
by Dell, about eight out of ten workers in Mexico,
64 per cent of American employees and 62 per cent
of staff in Canada would rather be measured in work
output than hours.
Companies such as IBM are proactively responding
to this change in attitudes. The technology giant,
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GLOBAL REACH

In their book, Future Work: How
businesses can adapt and thrive in the new
world of work, Henley Business School’s
Peter Thomson and journalist Alison
Maitland say remote working will grow
when employers reward outcomes rather
than time spent in the office.
Thomson predicts work will become more like selfemployment, with people paid for what they deliver.
He says: “Remuneration and reward must
be outcome based and new leadership styles must
emerge as employers learn to trust their staff.”
But Thomson warns: “If you can be connected
24/7, some managers will expect you to be available
24/7. When does being always available to your boss
or clients become an invasion of privacy?”

which has staff in 170 countries, was an early adopter
of remote working: about four out of ten employees
do not have an office. IBM’s Vice President of HR, Gary
Kildare, believes staff are more productive and happier,
plus clients get a better service.
“Our people can work from anywhere,” Kildare
says. “Different technology platforms are coming
together, with smartphones and tablet devices
allowing access to information wherever someone
is. Clients benefit because IBM is ‘always on’, while
talented people want to join us because working
so flexibly is appealing.”
IBM encourages managers to hold physical
and virtual meetings to prevent staff becoming
disconnected or less engaged in work culture.
Another global company to ditch traditional ways
of working is communications firm Vodafone. The
Head of HR for its Global Enterprise division, Marshall
Ayoade, says it makes sense for staff to be wherever
customers are and to sit within their local offices.
“We need to be flexible in how we service
customers. Phone and video conferencing, laptops,
smartphones and tablets have changed the attitudes
of workers and managers towards remote working,”
says Ayoade.
Every fortnight, Nick Jeffery, Vodafone’s Global
Enterprise Chief Executive Officer, hosts a webinar
to discuss important company issues. “These sessions
remind people about Vodafone’s culture and values
and staff feel a sense of community,” adds Ayoade.
Analysts at Ashridge Business School say that
virtual international meetings can create a deeper
connection between participants because they feel
freed from local politics or hierarchical issues. The
study found that, in an audio-only conversation, people
are not hindered by the cultural or visual codes that
might otherwise prevent them from expressing their
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true opinions. As a result, they tend to react more
authentically to the ideas under discussion.
Eddie Obeng, a professor at the School
of Entrepreneurship and Innovation at the UK’s
Henley Business School, runs Pentacle, a virtual
business school. “Some managers believe if they can
see you working, that adds value,” says Obeng. “You
can measure someone’s output wherever they are
based. It soon becomes clear who isn’t performing.”
Remote working requires clear guidelines. Staff
must follow the same rules as those working
in an office, including treating company information
as confidential and keeping equipment and data safe.
Workers need insurance to work from home,
as home insurance policies may not cover equipment
supplied by their company. Meanwhile, companies
must check that their insurance covers client meetings
away from the office. Payment of expenses, including
broadband charges, should be agreed and the IT team
must supply the right equipment.
HR directors must consider how central office
workers will respond to teleworking colleagues. Also,
not everyone will function well working alone.

84%

OF PEOPLE IN THE
US WHO WORK
REMOTELY
DO SO MORE THAN
ONCE A WEEK

RISING TO THE CHALLENGE – MANAGING REMOTE TEAMS

“REMOTE WORKING

IS DRIVING
OPPORTUNITIES FOR
ORGANISATIONS TO
OPERATE GLOBALLY”
— MATT ALDER, HR STRATEGY CONSULTANT

CASE STUDY: O2

OLYMPICS
PLANNING AHEAD TO KEEP THE UK WORKING

GETTY

THE RECEPTION OF
O2’S HEADQUARTERS IN
SLOUGH, BERKSHIRE, UK

Ann Brown, UK HR Director at technology and
consulting firm Capgemini, encourages remote
working, but says technology cannot replace tradition.
“How do you create team spirit and ensure that
people don’t work too much?” Brown says. “Employees
need to know exactly what to do and when – and have
functioning technology that enables them to do it.”
Brown warns against young people working
remotely. “Remote working for more experienced
workers shows a mature management style that
staff appreciate,” she says. “But those entering the
workforce for the first time learn from working
in a physical team. People need to ‘learn to work’.”
If companies can overcome these challenges,
however, remote working can transform the way
globally dispersed employees work together.
HR Strategy Consultant Matt Alder confirms: “Remote
working is driving opportunities for organisations
to operate globally and for scattered groups
of employees to work together. It also means that
companies will need to recruit quicker because there
will be more competition for the best people, who
no longer need to live near or commute to an office.”

A major event can inspire companies to try remote
working for the first time. The London 2012 Olympic
Games will see many employers encouraging their
staff to work away from the city during the event.
Telecoms giant O2 has its headquarters in Slough,
close to the venue for the Olympics rowing events.
It has employed flexible working for some time, but
O2 is implementing major plans to enable most head
office staff to work from home during the Games with
the right technology and support. Earlier this year, a
day-long flexible working pilot saw just 125 key people
come to the main office to work, while the rest of the
2,500 employees worked from home. About 88 per
cent said they were as productive, while 36 per cent
felt they worked better under the flexible regime.
Julia Gorski, HR Partner for O2, says: “We already
operate a fully mobile workforce, but it was important
to test our ability for everyone to work flexibly at the
same time. This pilot gave us plenty of time to learn
and plan for all eventualities, so that we have the right
measures in place to allow our staff to get on with their
jobs with minimal disruption to their working days.”
O2 says that remote working has already saved
it more than £3 million in overheads such as electricity
usage. Its headquarters now has 550 fewer desks.
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AN EDUCATION IN
BUSINESS SKILLS
COMPANIES WORLDWIDE COMPLAIN ABOUT A LACK OF CANDIDATES WITH THE RIGHT SKILLS. INCREASINGLY,
BUSINESSES ARE TACKLING THE PROBLEM THEMSELVES BY WORKING WITH EDUCATION PROVIDERS TO CREATE
THE EMPLOYEES OF TOMORROW
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IN THE WORKPLACE – WORKPLACE SKILLS
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RECENT ECONOMIC TURMOIL has taken its toll
on businesses in many parts of the world, but it is skill
shortages that pose a real threat to future growth.
Whether it is a shortage of skilled recruits at entry
level, the growing need for specialist knowledge
or global skills demand exceeding supply, few
industries are immune to this serious challenge to
long-term growth and sustainability.
Employers complain that young people are
leaving higher and further education with academic
qualifications, but with a lack of basic workplace skills
such as team working, communication, initiative and
punctuality. Rather than waiting for a government-led
solution, companies are tackling the issue themselves.
A global trend has emerged for businesses and
academic institutions to form partnerships to create
industry-specific training. This includes diplomas,
degrees and apprenticeships. The programmes focus
on the required technical skills without compromising
the qualifications’ academic value. This addresses
short-term skill demands and helps meet future
workforce requirements.
In the US, where skill shortages posed a serious
threat to manufacturing, the partnership approach is
well established. Training programmes devised by the
Manufacturing Institute, the non-profit affiliate of the
National Association of Manufacturers, are delivered
by employer and community college partnerships.
Manufacturing employers in 36 states get access to
certified and workplace-ready talent.
Jacey Wilkins, the Institute’s Communications
Director, says: “We wanted to create pathways to
manufacturing careers for students via accredited
college programmes that integrated industrybased certifications. These programmes certify
core academic and workplace skills, but also focus
on technical abilities, like welding, machining and
production. These demonstrate that they have the
crucial skills needed in the workplace from day one.”
Other countries have taken a similar approach
to the problem of a scarcity of skilled candidates.
Australia’s mining industry has boomed over the past
few years; at the same time increased production
in places like India and China has seen skilled mining
workers in great demand. Industry body the Minerals
Council of Australia joined forces with the country’s
four major mining education providers to develop
Mining Education Australia, a unique undergraduate
programme that produces some of the world’s most
highly skilled mining engineering graduates.
In the UK, Business Link – a support service for
small and medium-sized businesses – aims to forge
closer ties between business and higher education
by creating University Innovation Centres. Based in
five UK regions – North West, North East, South West,
West Midlands and Yorkshire – these centres build

“STUDENTS HAVE

THE CRUCIAL SKILLS
NEEDED AT WORK
FROM DAY ONE”

— JACEY WILKINS, MANUFACTURING INSTITUTE
on existing regional strengths in skills, innovation and
enterprise. They underpin knowledge transfer between
industry and universities and boost research and
development. They also enable small businesses to
share knowledge and skills development.
Some of the most successful partnerships between
industry and academia can be found in the emerging
economies of Brazil, India, China and Southeast Asia,
where businesses have invested heavily in education.
In India, organisations such as software specialist
Infosys have worked with academic institutions
to develop future workforce programmes that aim
to teach recruits both academic and technical skills.
More recently, the company signed an agreement with
Singapore Management University (SMU) to develop
training programmes for Infosys employees, as well
as case studies and learning labs for SMU’s Bachelor
of Science (IS Management) and Master of IT in
Business degree programmes.
This enables Infosys and SMU to conduct seminars
and tutorials jointly, with faculty and professional staff
visiting each other’s offices, campuses and locations.
Collaboration on research projects of mutual interest
to both partners is also made possible.
Srikantan Moorthy, Senior Vice President and Group
Head, Education & Research for Infosys, says: “Our
industry academia partnership, Programme Campus
Connect, has helped students become qualified and
industry-ready employees. The educational institutions

A MINE WORKER MINES IRON ORE
IN PILBARA, WESTERN AUSTRALIA,
WHERE SKILLS ARE IN GREAT DEMAND
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IN THE WORKPLACE – WORKPLACE SKILLS
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HIGHLY SKILLED
MANUFACTURING JOBS IN THE
US, LIKE THIS ONE IN MAINE
CREATING METAL COMPONENTS,
OUTNUMBER QUALIFIED
CANDIDATES

are extremely receptive to partnering with us and
creating industry-related electives for students in the
final year of their degree. We‘ve launched initiatives
in Mexico and Malaysia, with more to follow.”
Moorthy continues: “The work we’re doing with
SMU takes this to a higher level, with huge benefits
to both participants, leveraging the best of our
experience and the best of their knowledge. It’s
a ‘win win’ situation for business, for academia and for
talented individuals.”
Unlike most countries in the crisis-hit eurozone,
Germany has maintained economic growth, thanks
largely to its manufacturing base and collaboration
between business and education. Leading companies,
such as Daimler and SAP, have even established their
own ‘universities’. A broader skills development model
can be found in the country’s Berufsakademien, or
colleges of cooperative education. These combine
academic study of subjects such as business and
technology with on-the-job vocational training. The
resulting certificates and degrees are highly regarded
by employers and valuable to employees.
Some initiatives have become victims of their own
success. Just as Australian mining graduates often
defect to overseas employers, Germany’s premier
Berufsakademien produce high-calibre graduates who
attract the interest of multinational organisations.
In some places, the success of partnered skills
development has raised education standards
in general. Secondary schools in Shanghai have scaled
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the rankings over the last decade: more than twice
as many of the city’s school leavers go to university
compared with China’s average of 24 per cent. This
is the result of an overhaul of the national system,
including an upgrade of schools, the adoption of
the best global educational practices and a shift to
preparing young people for a knowledge economy
rather than one that is manufacturing led.
Employers are particularly upset by recruits’ lack
of workplace readiness. In his previous role as Director
General of business group the British Chambers of
Commerce, David Frost saw this at first hand. Now,
as Chair of the Studio Schools Trust, a UK initiative
to create state schools that work with business to shape
the curriculum for 14 to 19-year-olds, he hopes the
skills gap will be eradicated. Frost says: “Many young
people are unprepared for work when they finish their
education. There’s something wrong with the system.
It isn’t teaching basic skills – communication and the
ability to relate to others – and the problem’s endemic.”
Employers have been closely involved in the
development of the Studio Schools, which offer the
same academic qualifications as traditional schools,
but follow the CREATE skills framework to confer
a broader range of skills for use in the workplace.
Frost adds: “These are core employability skills that
are essential in any business sector, but absolutely vital
to a service-based economy like Britain’s. Via strong
and sustainable industry and education partnerships
we‘re finding real solutions to skill shortages.”

SKILLS DEVELOPMENT AND CSR
In some organisations, skills development is as much
a part of the corporate social responsibility (CSR)
agenda as internal business strategy.
Professional services giant Deloitte has worked with
schools, universities and community organisations
on a broad range of skills development initiatives,
including employability courses and staff volunteer
schemes helping children in inner-city schools with
reading and numbers. The company also works
closely with an eclectic mix of charity programmes
and government initiatives that address many
employment-level skill shortages at grass roots level.
A major employer of graduates, Deloitte now also
recruits school leavers through its BrightStart scheme.
Head of CSR Bob Thust says: “We don’t have
a specific skills gap; it’s more a diversity issue and
ensuring that opportunities are there for talented
youngsters. BrightStart will ensure that school leavers
from a wide range of backgrounds who decide they
don’t want to go to university still have a route
in to Deloitte.”

REGIONAL SNAPSHOT
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RUSSIA’S RECOVERY
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OVER TEN YEARS, RUSSIA BOOMED, SLUMPED AND STAGED A RECOVERY. NOW, ITS ECONOMY IS
GROWING AGAIN AND NATIVE CANDIDATES ARE IN STRONG DEMAND

THE RUSSIAN ECONOMY bubbled to boiling
point four years ago, growing eight per cent a year. But
2008’s financial crisis delivered an economic shock,
resulting in lower oil prices and industrial output.
Today, the Russian Federation is back on track,
with growth expected to average more than four per
cent this year. The country still faces considerable
challenges, however. Recent government elections
were shrouded in controversy and the country
is blighted by corruption – Russia is ranked 154th out of
178 on the Corruption Perceptions Index. Its society is
threatened by a increasing population crisis. And
an overreliance on natural resources for growth puts
the country in a further precarious position.
From a recruiter’s perspective, this means that
specialist knowledge of this geographically vast and

culturally complex country is essential. With a rapidly
evolving recruitment industry estimated to be worth
$400 million, Russia has seen high demand for both
native and international job candidates. Recruiters
need to keep pace with a fast-changing economy
if they are to identify and locate talent.
Natural resources firms, many of them
government-owned, have been responsible for much
of the growth in Russia. Hays research into salaries
in the sector indicates that the average annual pay
for native Russian oil and gas workers is $59,100,
while imported talent earns $138,200. However,
while natural resources have created wealth,
Russian leaders have committed to modernising the
economy, improving economic diversity and reducing
dependence on oil revenues.
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RUSSIA’S RECOVERY

Russia already supports many more industries than
oil and gas and growing numbers of multinational firms
are also beginning to see the opportunities that this
underdeveloped area of the world offers.
The country’s reputation as a place to invest
was damaged earlier this year: ratings agency Fitch
downgraded Russia’s debt rating from ‘positive’
to ‘stable’ in January after protests against December’s
parliamentary elections. But many overseas firms are
still attracted to a market that is relatively unsaturated,
as well as its favourable operating conditions – external
companies can set up in Russia without local partners,
since there are no restrictions on foreign shareholdings.
This growth in foreign firms in the Russian
Federation has contributed to demand for native
talent. Alexey Shteingardt, Managing Director of Hays
Russia, says: “The Russian recruitment market has been
overheated in terms of client demand, particularly
in 2008, due to scarce candidate supply. Unlike the
1990s, today there is a desire to employ managers who
can speak Russian. But now even foreigners who speak
fluent Russian will be competing for jobs with native
Russians, which wouldn’t have been the case 20 years
ago. We have a situation of candidate dominance –
each job finalist has at least one other offer to consider
and many of them have up to three. One offer is often
from their current employer.” To minimise churn,
employers need to be selective when hiring, as well
as building the right culture to retain talent.
Technology is of growing importance here. Last
year, the Russian Federation overtook Germany
in having the highest internet usage in Europe,
according to marketing agency comScore. Social media
has become ever more important for recruiters.
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However, when it comes to doing business, a more
old-fashioned approach remains prevalent. Established
relationships are important in Russia. State-owned
companies are prone to patronage, where knowing
someone within a business can make the difference
between a job applicant’s failure or success. This occurs
less in private firms, particularly those that work to the
Western model, but connections remain important.
Shteingardt adds: “Personal relationships don’t
matter as much in Russia as they do in parts of the
Middle East and Asia, but it’s true that things aren’t
as formal as in Europe. There is a difference in attitude
and behaviour between Western or Westernised
companies, Russian ones and state-owned ones.”
On-the-job training is increasingly common,
employed as a way of integrating and retaining highly
educated but professionally inexperienced graduates
into work. Following methods that have been largely
imported into Russia by Western companies, inductions
and graduate programmes are more frequently used.
While the Organisation for Economic Cooperation
and Development (OECD) has been critical of Russia’s
business climate in the past, saying that it has poor
competition levels, low investment and sluggish
innovation, the OECD has also acknowledged that
its labour markets are relatively flexible and that the
country has a well-educated population.
A lurking and serious danger is Russia’s declining
population. Since the fall of the Soviet Union in 1991,
there has been a simultaneous surge in deaths and
a shrinking birth rate. This could see Russia lose
up to three quarters of a million people every year.
Others warn that talented young Russians are
leaving the country to pursue opportunities in Europe

REGIONAL SNAPSHOT

“EACH JOB FINALIST HAS
AT LEAST ONE OTHER JOB
OFFER TO CONSIDER”
—ALEXEY SHTEINGARDT, HAYS RUSSIA
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and America, threatening a brain drain of the country’s
finest minds at the same time as its population
is experiencing a steep decline. A May 2011 study
by Russian research organisation the Levada Centre
suggested that one in five adult Russians wants to leave
Russia for good.
But Shteingardt believes that many young people
want to stay in their native land because they are aware
of the power that they wield. He comments: “Russia
is not an EU country, so it’s not easy for Russian
nationals to emigrate. Plus, bright graduates realise that
it’s much easier to find a job here, as Russian graduates
are in demand. All the major companies and global
brands have a presence here today and they have
brought best practice with them. It’s a very exciting
time to be working in Russia.”

HAYS IN RUSSIA
HAYS’ MOSCOW OFFICE, which opened in 2009,
now has 65 staff and has increased its areas of
expertise. Such has been the success of Hays’
Moscow operation that the company now has
ambitious plans to expand within Russia, with a
strategy to open offices in Saint Petersburg and
other major Russian cities.
The life sciences industry has been one of the
most active in terms of recruitment, while there
has also been significant activity in accountancy
and finance, HR, administration, fast-moving
consumer goods and industry.
Alexey Shteingardt, Managing Director of
Hays in Russia, is aware that expansion will mean
that Hays has to be adaptable. He says: “Moscow
is not Russia – it has lots of wealth and good
infrastructure. Other parts of Russia pose different
challenges, but we have to change the recruitment
landscape and also shape ourselves accordingly so
that we cover whichever local market we are in.”

FOR MORE INFORMATION
Contact: haysjournal@hays.com

HAYS COVERS 11 SPECIALIST
AREAS IN RUSSIA:
• CONSTRUCTION AND PROPERTY
• BANKING
• OIL AND GAS
• LIFE SCIENCES
• ACCOUNTANCY AND FINANCE
• INDUSTRY
• IT AND TELECOMS
• ENGINEERING
• SALES AND MARKETING
• ADMINISTRATION
• HUMAN RESOURCES
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MEASURING
THE METRICS
HR REPORTING CAN HELP BUSINESSES MEASURE
THEIR SUCCESS OR FAILURE. CAN IT ALSO SHINE
A LIGHT ON THE VALUE THAT HR BRINGS?

PROGRESSIVE HR DEPARTMENTS have long

understood the importance of reporting workforce
data. Collecting metrics enhances an organisation’s
operations by demonstrating the employee cost base.
HR reporting can also put a tangible value on the
function itself.
Yet, company bosses are still hungry for more
information. About four out of ten chief executive
officers get comprehensive operational data on labour
costs, according to PwC’s 15th Annual Global CEO
survey. But just 12 per cent say they receive complete
data on the return on investment on human capital.
The challenge senior HR professionals face
is ensuring that the data they collect moves
an organisation forward. Typically, metrics are
gathered on labour turnover, absence levels, retention
and recruitment, performance, pay distribution and
training costs. But collecting information per se does
not provide value. The data has to be meaningful
and relevant: for example, by helping businesses
understand the drivers of employee engagement
or what predicts improved performance.
“What stakeholders need to know is what this data
means in context,” says Angela Baron of the Chartered
Institute of Personnel and Development (CIPD). “For
example, they want to know what the retention rate
means for the organisation’s capability to access new
markets in which they hope to innovate”.

“It’s not the metric that’s important, it’s the
contextual understanding and explanation that makes
it important and meaningful,” Baron adds.
MAKING DATA MEANINGFUL
David Fairhurst, Chief People Officer of McDonald’s
Europe, agrees that for HR reporting to add value
it must demonstrate how people and the HR function
responsible for those people affect a business.
“The most meaningful data is that which either
measures the people factors that drive organisational
performance or yields insights that can inform
HR policy and innovation,” he adds.
Every quarter, McDonald’s reports globally
on about 20 different operational HR metrics, covering
areas including staffing levels, labour turnover, hiring
rates and training outcomes. It also assesses employee
engagement every three months and conducts
a business-wide employee survey. The content varies
depending on the local market, but the core of the
questions are identical across the company. In Britain,
operational HR and employee survey data collected
by the company is combined and analysed with
business performance data from each UK restaurant.
Fairhurst comments: “As a result of this analysis,
we can focus our HR initiatives on enhancing these
metrics in the knowledge that doing so will positively
impact the bottom line.”
A business’ sector is entirely relevant to the nature
of the data it collects and analyses. James Cullens,
Group Human Resources Director of Hays, points
to retail as an example of a sector that is particularly
efficient in the management of its data. “It’s so fast

“HR SHOULD BE AS RIGOROUS

IN MEASURING ITS OWN SERVICE
DELIVERY AS THE ORGANISATION
IS IN MEASURING ITS PERFORMANCE”
— DAVID FAIRHURST, MCDONALD’S EUROPE
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BEST REPORTING
PRACTICE

WILLIAM KING/GETTY

For HR reporting to be of value,
a number of factors need to be
taken into consideration:
Make sure data is accurate
and relevant. Always consider
the reason for collecting data.
Look for data that helps
predict increases in
performance or engagement.
Separate findings relevant
to different stakeholders and
explain what the metrics
mean for them.
Split data into forward and
lagging indicators.
Communicate relevant
information, such as diversity
metrics, to customers and
investors, too.
Be explicit about which
actions are required for the
data collected.
Analyse historical HR
information along with
performance data.
Consider the technology used
to capture data. How does
this operate across branches
of a global business?

moving, you have to be on top of your data in order
to manage the business,” he says.
Dr Max Blumberg, Research Fellow at Goldsmiths,
University of London, observes that organisations
embarking on naturally quantitative work, such
as technology companies, tend to be better at HR
reporting. Young companies and those seeking growth
in competitive markets are also often good at this
type of analysis. “These companies realise that relying
exclusively on the old forms of capital – financial
and fixed – are no longer adequate as competitive
differentiators,” he adds.
Blumberg also suggests that HR reporting, though
ultimately existing to drive profits, could be extended
to embrace the needs of employees, customers and
society by addressing issues such as employee
well-being and corporate social responsibility.
However, workforce metrics are not the only
measure of HR’s worth to an organisation. The function
needs to be able to calculate its own efficiency, for
example by knowing how many roles are filled and how
long it takes to fill them. “HR is a support function and,
as such, it has customers,” says Fairhurst.

“It should be as rigorous in measuring its own internal
service delivery as the organisation’s externally facing
departments are in measuring their performance
against company goals.”
Increasingly, HR departments are finding
themselves under pressure to justify the costs they
incur. This is part of a trend towards focusing on how
much employees cost and how that can be minimised,
rather than on how companies and HR departments can
get the best out of their investment.
In their book, The Workforce Scorecard: Managing
Human Capital to Execute Strategy, authors Mark
Huselid, Brian Becker and Richard Beatty suggest that
the workforce should be viewed in terms of its
potential contribution and not cost. They also
propose that measurement of HR must be based on
understanding of the workforce’s capabilities
to implement an organisation’s strategy.
This simply reinforces the need for workforce
metrics. In measuring its own efficiency and
effectiveness, HR is better placed to measure the
metrics of the wider workforce. Achievement of both
should be the ultimate goal of successful HR.
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LAST WORD

LEADING
BY EXAMPLE
JANNINE JACKSON IS CHIEF EXECUTIVE OFFICER
OF THE SIR DAVID MARTIN FOUNDATION, A NONPROFIT ORGANISATION IN AUSTRALIA THAT HELPS
HOMELESS AND DISADVANTAGED PEOPLE. LAST YEAR,
THE FOUNDATION ASKED HAYS TO HELP SOLVE ONE
OF ITS PROBLEMS – AND AIDED THE DEVELOPMENT
OF HAYS’ LEADERS ALONG THE WAY

Q.

WHAT WAS THE CHALLENGE THAT
THE FOUNDATION FACED?
The challenge we gave the Hays delegation concerned
the expansion of our Triple Care Farm programme,
which provides rehabilitation for young people who
are homeless, have drug and alcohol problems or
mental health issues. In 2010, we had 100 places
available and received 6,000 applications. That’s not
good when you’re dealing with people in crisis. We
needed to expand the programme’s reach and increase
our revenue. Hays quickly gained an insight into our
organisation, even though the delegation was faced
with a set of challenges that were alien and entirely
new. They swiftly burrowed down to strategic issues
beyond simply asking people for more money.

Q.

WHAT SOLUTION DID HAYS COME UP WITH?
Recommendations involved shifting our brand
and addressing fundraising strategies. Hays proposed
a brand workshop, as well as a cultural workshop to
distil some of the magic that happens at the farm and
replicate it elsewhere. The team suggested I needed
more board-level support and made suggestions about
board engagement and involvement. They advised
that providing greater support for my role would make
the organisation more effective.

Q.

WAS THE EXPERIENCE WORTHWHILE?
It left me feeling inspired and motivated.
I was forced to look at what I’m doing and how I’m
doing it. It has given the whole team a sense of
motivation. Hays found that the farm’s staff were
reluctant to change and didn’t want to expand because
they perceived they would have to do more with less.
We weren’t aware there was an issue, but everyone is
now on the same page. There is no way that we could
have reached this point without Hays’ involvement.

FOR MORE INFORMATION
To find out more about Hays’ leadership development
programme, email: haysjournal@hays.com
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JACKSON AND HER
TEAM LEARNED FROM
HAYS’ KNOW-HOW

HAYS’ LEADERSHIP PROGRAMME

The Sir David Martin Foundation was one of the
community partners that Hays’ consultants worked
with when they were participating in the third module
of Hays’ Advanced Management Programme. This
was facilitated by Bridge, a specialist leadership
development consultancy.
According to Dr Richard Waters, Group Head
of Learning and Development at Hays, participants take
lessons from previous modules on strategy, finance and
leading people and apply them to a real-life situation.
“It’s about leadership development in reality, rather
than simulation; engaging the heart as well as deploying
the intellect,” Waters says. “Our leaders brought
benefit to the Sir David Martin Foundation through our
expertise and insights into their strategic challenge.”
While participants adhere to a strict methodology
established by Bridge, they also have a lot of freedom.
Collecting and interpreting data from stakeholders
is a vital activity, as is identifying and validating
insights from the information, then presenting
recommendations for change to the community partner.
“The participants are encouraged to make their own
decisions,” adds Waters. “They aren’t told what to say
or do, but are encouraged to be inquisitive and rigorous.
They need to be truly authentic in their responses.”

“IT’S ABOUT LEARNING

LEADERSHIP IN REALITY,
RATHER THAN SIMULATION”
— RICHARD WATERS, HAYS
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THE world of work is increasingly complex. Fluctuations in many of the world’s economies

persist, creating great challenges for HR professionals who have the task of maintaining,
managing and motivating talent. Every day we work with clients simultaneously dealing with
talent shortages in certain markets, while having to reduce and reshape workforces in others.
The increasingly multinational nature of many businesses also means that HR has to adapt to
reflect regional and cultural differences. Then, rapid advances in technology are taking people
out of the office and allowing them to work almost anywhere, anytime. The nature of
employment is evolving fast, changing how jobs are structured and executed.
How to manage people across national boundaries is one topic we address in this issue of
the Hays Journal. Our cover feature analyses global leadership and asks whether the skills
required to manage teams across countries can be taught. Does having a homogeneous
business culture create a competitive advantage or should companies exploit the local
differences that exist within a commercial operation? We have insights from some of the
world’s biggest corporates into what it takes to be an effective leader at an international level.
Few businesses are more global than Standard Chartered, which operates in 71 markets
worldwide, employing staff of 130 nationalities. We speak to Tracy Clarke, the bank’s Group
Head of Human Resources and Communications, to hear how she keeps track of the people
employed by this truly international business from its London base.
The issue of executive pay has provoked many headlines in recent times, so we have talked
to remuneration experts to see how pay is linked to performance and ask who should really
have a say in how much the senior people in organisations earn.
In business today, there is a constant emphasis on understanding the value that key
functions bring to an organisation. HR is no exception and this edition looks at the new ways in
which HR teams are measuring the function to prove its worth.
Thank you for the feedback on the first two issues of the Hays Journal. We hope it is a
useful and thought-provoking read and that this edition is as successful at addressing the real
issues affecting HR professionals and hiring managers. If there are topics that you would like to
see discussed in future, let us know by emailing our editorial team at haysjournal@hays.com.
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powerfully
simple ///

We believe that contingent Workforce
management Should be Simple for everyone. //
Inefficiency is our enemy, poor usability is our foe.
As a cloud-based software application, 3 Story Software provides
an easy, yet comprehensive solution to customers around the world
who want to effectively manage their contingent workforce supply
chain and streamline their recruitment all in one place.

MANAGING ACROSS BORDERS

The only truly global solution in the VMS space, this service offers
out of the box multi-lingual and multi-currency configurations.

HOW BUSINESSES CAN DEVELOP GLOBAL LEADERS

Simply plug into your existing setup, and we give you the clarity and
control to make smarter decisions.
Ultimately, we help you streamline complex data seamlessly – saving
time and money.
Welcome to 3 Story Software - it’s powerfully simple.
//////////////////////////////////////////////////////////////

learn more //
Request your free demo, visit:
3storysoftware.com/H3SS01
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WORKPLACE SKILLS: COMPANIES AND EDUCATION WORKING IN UNION
PAY FOR PERFORMANCE: STRUCTURING SENIOR REWARDS
REMOTE WORKING: HOW TO MANAGE TEAMS OUTSIDE OF THE OFFICE
HR REPORTING: WORKPLACE METRICS CAN EVALUATE SUCCESS

