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we live, with the prolonged effects of the economic downturn still creating uncertainty in many
parts of the world, contrasted with the lightning-fast developments of new technology that
constantly present us with new ways of communicating and working. There is one certainty in
this rapidly shifting landscape: we must all learn to adapt in order to survive and flourish.
This is certainly true of the HR function. Our cover feature explores how HR is evolving in this
challenging climate, becoming a more commercial and accountable part of an organisation.
How best to manage, locate and develop talent varies according to where a company operates
and HR professionals must be quick to recognise and respond to the true needs of a business.
Social media has become a part of our everyday lives and employers are faced with the
challenge of how best to use this powerful medium. These new forms of communication offer
companies a great opportunity to position themselves as employers of choice, but this fastmoving field demands insight, resources and fresh, relevant content to succeed. Businesses
should also be aware of the risks of engaging with social media, as we discover.
The technological revolution has seen a great change in the way people network.
The internet has opened up a new world of potential contacts, as well as opportunities for
companies to use online networks. We look at how individuals and organisations are using
virtual networks and find that there is still a place for face-to-face contact in a digital age.
In our profile, we talk to Paul Robinson, Head of Reward and Mobility for Arup, a company that
takes a very different approach to the management and development of its people. He explains
the challenges of measuring staff and introducing change in a firm based on a cooperative model.
Youth unemployment is one of the greatest worries of the modern age. The growing
numbers of young people struggling to find work is a cause for concern for companies
globally, as well as governments. We look at the initiatives employers are introducing to
help tackle the youth jobs crisis and prevent the creation of a lost generation of talent.
Elsewhere, we question whether companies are getting to grips with the concept of
onboarding. Plus, we have analysis of employment trends in Canada, a country whose
natural resources boom has revealed a shortage of qualified candidates and that faces
a further skills crisis as its ageing population moves towards retirement.
For those who have the vision and courage, times of change offer great opportunities. I hope
that this issue highlights areas where there are reasons for optimism and inspires debate about
what more should be done to address some of our greatest workforce-related challenges.
ALISTAIR COX, CEO, HAYS

2

HAYS JOURNAL ISSUE 4

Austria
T +43 1 535 34 43 0
F +43 1 535 34 43 299
Europaplatz 3/5
1150 Vienna
info@hays.at
hays.at

Steve Hemsley has written on HR
and employment for The Sunday
Times, The Times and HR magazine.
He edits the Recruitment and
Employment Confederation’s
magazine Recruitment Matters

Belgium
T +32 (0)56 653600
F +32 (0)56 228761
Harelbeeksestraat 81
B-8520 Kuurne
info@hays.be
hays.be

Tim Smedley is a freelance
journalist and has written for
People Management magazine

Brazil
T +55 11 3046 9800
F +55 11 3046 9820
Rua Pequetita
215 – 13° andar
Sao Paulo, SP
04552-060
comunicacao@hays.com.br
hays.com.br

Anna Scott is a former news editor
of People Management. She
specialises in HR journalism
Hays Journal is published on
behalf of Hays by Wardour.
www.wardour.co.uk
Managing Editor Ella Johnston
Consultant Editor Jenny Little
Senior Designer David Donaghy
Account Manager David Poulton

© Copyright Hays plc 2012. HAYS, the Corporate
and Sector H devices, Recruiting experts
worldwide, the HAYS Recruiting experts
worldwide logo and Powering the World of
Work are trade marks of Hays plc. The Corporate
and Sector H devices are original designs
protected by registration in many countries.
All rights are reserved. The reproduction or
transmission of all or part of this work, whether
by photocopying or storing in any medium by
electronic means or otherwise, without the
written permission of the owner, is restricted.
The commission of any unauthorised act in
relation to the work may result in civil and/or
criminal action.

COVER IMAGE: BUSINESSMAN WALKING IN PARIS, GETTY
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MIDDLE EASTERN POPULATION
BOOM DEMANDS MORE JOBS
COUNTRIES IN THE Arab world will need to create
about 75 million jobs in the next ten years to keep pace
with the fast-growing population poised to enter the
workforce. But a paucity of skills and education in the
region means that this goal may never be achieved.
The staggering figure represents a 40 per cent
increase in the number of jobs currently available in
the region, according to research by management
consultancy Booz & Company. States such as
Bahrain, Kuwait, Oman, Qatar, Saudi Arabia and
the United Arab Emirates (UAE) already have a
youth unemployment crisis, with rates that are some of
the highest in the world.
The World Bank estimates that the proportion
of the population in the Middle East and North Africa
aged at least 25 and with a tertiary level degree is less
than ten per cent. In some countries in the region, it is
less than five per cent. The World Economic Forum
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backed the Booz & Company research to identify how
larger employers may help bridge this talent gap.
Potential jobs must be more effectively identified, and
then tailored training should be developed for young
people that provides the skills required.
It is suggested that big corporations potentially
have greater influence on employment levels than
governments themselves. They are encouraged to
develop accurate forecasts of future skills needs,
to offer better benefits to attract and retain staff, to
work with governments on job development and
to commit to training existing workers.
Importantly, the study finds that these Arab
nations are ignoring precious native talent in the
form of female candidates. Workforce participation
among female nationals is just 35 per cent in Qatar,
30 per cent in Bahrain, 28 per cent in the UAE and
17 per cent in Saudi Arabia.

BRIEFINGS

TECHNOLOGY SET TO TRANSFORM THE HR FUNCTION
HUMAN RESOURCES REMAINS VITAL TO THE RUNNING OF ANY BUSINESS, BUT
MANY BOSSES FEEL THAT THE FUNCTION STILL DOES NOT DEMONSTRATE ITS VALUE
ALMOST SIX OUT of ten executives believe that HR
will grow in strategic importance in the coming three
years. However, only 17 per cent think that the HR
professionals in their business prove their worth,
according to new research from KPMG International
and the Economist Intelligence Unit. The survey, called
Rethinking Human Resources in a Changing World,
questioned the most senior management, executives
and HR professionals in diverse businesses across Asia
Pacific, Europe, North America and Latin America.
About a quarter of respondents have a very
positive attitude towards their company’s HR function,
believing that it excels in areas such as sourcing and
retaining the best talent available, helps create a
virtual and flexible workforce and supports the greater
globalisation of the business. Most companies (69 per
cent) also acknowledge that it is more common for
their HR departments to operate through web-based
platforms for the purposes of payroll or benefits than
was the case three years ago, making them faster and
more efficient at their work.
Most companies expect further advances in
technology to transform HR in the coming years.
Data analytics was singled out as a particular area
of planned IT investment in the next three years –
57 per cent of firms say that they already employ
data analytics to identify future talent gaps.
The Chartered Institute of Personnel and
Development (CIPD) has responded to the research
by highlighting the unique position and value of HR.
Commenting on the report, Vanessa Robinson, Head
of HR Practice and Development, CIPD, said: “HR
professionals are in a unique position to be able to
spot the hard and soft factors
in organisations that represent
either risks or opportunities for
driving sustainable performance.
Business-savvy HR practitioners
OF EXECUTIVES BELIEVE
understand where value is
THAT HR WILL GROW IN
created and destroyed within
STRATEGIC IMPORTANCE
OVER THE NEXT THREE YEARS
their organisations and are able to
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59%

identify people-related improvement points that drive
value and enhance organisational performance.
“The most effective HR professionals have the
courage to ask questions and look for explanations
even when the knowledge required seems masked
in technical or professional jargon,” she added. “It is
up to individuals to ensure that this business-savvy
behaviour is constantly practiced and reflected upon
if the HR function is to become embedded at a
strategic level within organisations.”
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HONG KONG FIRMS TEST
CANDIDATES’ ETHICS

GOOGLE IS WORLD’S MOST
POPULAR EMPLOYER

EMPLOYERS SEEK GUIDANCE ON HOW BEST TO
ASSESS CANDIDATES’ ETHICAL VALUES

STUDENTS ARE LOOKING FOR COMPANIES
WITH ATTRACTIVE PRODUCTS AND SERVICES

NEW COUNTER-TERRORISM and anti-money
laundering guidelines for financial services firms
operating in Hong Kong have resulted in recruiters
clamping down on errant applicants in the region.
In 2011, the Hong Kong Monetary Authority
(HKMA) introduced new advice on the vigilance that
authorised financial institutions must employ
to avoid handling illegitimate or terrorism-linked
funds. The guidelines have put a greater focus
on the importance of employing ethically sound
candidates and thoroughly testing and backgroundchecking job applicants to ensure their honesty
and professional integrity.
Marc Burrage, Regional Director of Hays in Hong
Kong, has seen many employers asking for guidance
on how best to assess candidates’ ethical values.
“It’s not only banks that are now considering a
candidate’s ethical behaviour when they recruit; the
trend has been apparent across most industries and
sectors since the global financial crisis,” said Burrage.
Hays experts recommend addressing ethical
expectations in the job specification, as well
as employing behavioural-based interviewing
techniques to determine how an applicant
behaved in a previous role.
“Use your Employee Value Proposition to define
the company’s culture and ambitions,” Burrage
added. “Then, use
this information
to ask the right
questions of
candidates to
identify those
with the right
cultural fit for your
organisation.”
He concluded:
“If you’re still
unsure, ask them to
write a one-page
submission on their
opinion of ethics in
the role. This never
fails to determine
how much they
really value ethics.”

COMPANIES THAT PRODUCE attractive
products and have strong brands are the most
popular employers among young people,
research suggests, and for the fourth year
running Google has been named the most
popular employer of all.
Branding expert Universum’s World’s
Most Attractive Employers 2012 index is based
on the preferences of more than 144,000
job seekers with a business or engineering
background. While Google came top of
the poll for both sets of candidates, KPMG
was ranked second for business students.
Microsoft was also popular with both groups,
as was consumer product giant Procter &
Gamble. IBM and BMW were also favoured by
those with engineering qualifications.
The report shows that the automotive
industry is growing in popularity with
candidates. On the engineering ranking, seven
of the top 50 companies belong to this group.
“Students are looking for companies
with attractive products and services, which
these companies clearly have. Furthermore,
they are global and represent strong brands,”
commented Nelly Riggenbach Hasler,
Universum’s Managing Director for Europe.
The research also revealed some
interesting insight into student attitudes and
behaviour. Young people want an international
career with opportunities for travel.
The report also found that 14 per cent of
students visit online communities every hour,
where they engage with potential employers.
Seven out of ten students believe employers
are more likely to visit their personal profile
after they have interacted with them through
online communities.
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14%

OF STUDENTS VISIT ONLINE
COMMUNITIES EVERY
HOUR, WHERE THEY
ENGAGE WITH POTENTIAL
EMPLOYERS
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PROMISING FUTURE FOR
THE IRISH TECH INDUSTRY

ASIAN FIRMS MUST
ADDRESS SKILLS SHORTAGES

COMPUTER CODING CLASSES MAY BOOST
IRELAND’S TALENT FOR TECHNOLOGY

CHINA AND SOUTH KOREA ARE MOST EFFECTIVE AT
ENGAGING IN TALENT ACTIVITIES IN THE REGION

A TEENAGE IT whizz who gained notoriety for
hacking the iPod Nano two years ago is making
his mark as an educator in the world of computer
science. James Whelton launched CoderDojo,
a not-for-profit organisation, at his school in
Cork, Ireland, in 2011 to teach students how to
write computer code and develop websites,
apps and games.
Since then, interest in CoderDojo has gone
global, with communities across five continents and
corporations such as Microsoft establishing coding
clubs for school children.
The idea came from Whelton’s frustration at
having nowhere for his friends and him to indulge
their passion for coding. They set up an after-school
club to address the problem, but the group’s
satisfaction was short-lived.
Whelton and his friends were graduating
from school that same year, leaving them without
the facilities needed to collaborate and share their
coding skills.
When serial entrepreneur Bill Liao found out
about Whelton’s club, he offered his support in
establishing others to reach a wider audience.
Together, Liao, founder of business social
network Xing, and Whelton created a series of coding
clubs for kids. The clubs are hosted by companies
and run locally by software developers. Liao believes
they offer a fun environment for children to develop
their coding skills and will create a leading technology
industry in Ireland.
“We already have a global reputation as the
European hub for emerging technologies and
social media. In order to invest in and protect that
reputation, we need to build a skills pipeline for the
future. That’s where CoderDojo comes in,” he said.
“We’re giving kids the technical skills that will
give them access to jobs in the future, but will also
attract jobs to Ireland because of the skill base we’re
building. We’re also giving them life skills – breaking
down the ‘tech-head as geek’ image and showing
them that coding is fun and creative.”
The companies and communities involved
in the scheme share the founders’ enthusiasm for
helping children develop their technical and social
skills, Liao added.

ASIAN COMPANIES MUST do more to
anticipate future skills requirements, invest
more in training and encourage innovation
in their workforce if they are to address
severe skills shortages successfully,
according to new research.
The report, Learning, Talent and
Innovation in Asia, compiled by the Hong
Kong Institute of Human Resource
Management and the UK’s Chartered
Institute of Personnel and Development
(CIPD), analyses some of the talent
challenges facing employers in China,
Hong Kong, Taiwan, South Korea, Malaysia
and Singapore. There is an acute lack of
skilled candidates in these countries, yet
organisations in China and South Korea
are proving more effective at engaging in
talent activities than those in Singapore
and Malaysia, the survey of more than
1,000 companies in the region finds. Across
all countries, only 12 per cent of firms are
actively addressing skills shortages.
There is a general recognition that the
lack of skills is an issue. Almost nine out
of ten respondents say that raising skills
levels is important, with a stated need
for business skills and management and
leadership qualities in particular. In terms
of learning and development, coaching
by line managers is deemed to be the
most effective approach by a third of
employers, while 29 per cent favour inhouse development training. Those that are
failing to invest in this area blame a lack of
budget, people resources or an absence of
management support.
China is the one country of the six
that is making a significant investment in
learning and development and nurturing
innovation among employees. Chinesebased organisations are more likely to have
increased budgets for these crucial areas
and it is also more probable that employers
in China state that creativity and innovation
are critical to their operation.

12%

OF COMPANIES ACROSS
ASIA ARE ACTIVELY
ADDRESSING SKILLS
SHORTAGES

9 10
IN

BUSINESSES IN ASIA
AGREE THAT RAISING
SKILL LEVELS IS
IMPORTANT, WITH A
STATED NEED FOR
MANAGEMENT AND
LEADERSHIP QUALITIES
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AUSTRALIAN FIRMS MUST
CUT STAFF TURNOVER

FOREIGN SKILLS SHORTAGE
THREAT IN SINGAPORE

STAFF TURNOVER COSTS AUSTRALIAN
BUSINESSES ABOUT A$1 MILLION A YEAR

SINGAPOREAN GOVERNMENT LIMITS
THE NUMBER OF FOREIGN WORKERS

PEOPLE JOIN A company and leave a boss, the
saying goes. And new research from Australia
suggests that employers could prevent most
staff leaving and save their companies thousands
of dollars in the process.
Companies that experience a high rate of
employee churn are often blind to the cause
of staff malaise, according to research firm Insync
Surveys’ 2012 Retention Review. The study is
based on exit survey responses from more than
11,000 employees and 40 Australian-based
organisations over a four-year period.
The report calculates that staff turnover costs
Australian employers about A$1 million (roughly
£650,000) each year, while reducing employee
turnover by just five per cent could save a firm
about A$280,000 (roughly £180,000) annually
for every 100 people employed.
The factors within the employer’s control –
the job itself, pay and conditions and work
relationships – account for 80 per cent of the
reasons why staff choose to leave their jobs.
Nicholas Barnett, Insync Surveys’ Chief Executive,
said: “Employees leave primarily due to the job
itself, with 51 per cent rating job enrichment as
most important. So, if a job is inherently unfulfilling,
it’s likely employees will look elsewhere for other
opportunities, no matter what incentives are in place.”
Most employers underestimate the importance
of job satisfaction and flexibility to high performers
in particular.
“It’s important that
organisations realise the
importance of flexibility
to all staff, not just
women,” Barnett added.
“Although men highly
value factors such as
career opportunities,
professional development
and job satisfaction,
home-life reasons are
also on their radar
when it comes to
deciding whether to
leave their employer.”

MOVES BY THE
Singaporean
government to reduce
the city-state’s reliance
on foreign workers could
exacerbate existing skills
shortages and employers
must act now to secure
their talent pipelines and
future growth.
Foreigners currently
account for about 30 per
cent of Singapore’s three
million-strong workforce,
but some native workers complain that these overseas
employees take valuable jobs and push down salaries
at the lower end of the pay scale. The government
has responded by imposing levies on businesses
that import foreign talent and has also tightened
up the process of employment visa applications.
But Chris Mead, Regional Director of Hays in
Singapore and Malaysia, warns that these political
manoeuvres could endanger the prosperity of the
island. He said: “Already, a skills shortage exists in the
manufacturing and services industries. With foreigners
only allowed to make up a reduced percentage of
the workforce, employers will need to look at other
strategies to help them overcome the local skills gap.”
Mead suggested that companies should improve
the skills of their existing employees, recruit candidates
on their potential and then train them thoroughly and
consider retaining more mature workers to benefit
from their years of professional experience. But a
shortfall in required talent is still likely.
He added: “There are many sectors, such as
oil and gas, IT, accountancy and finance, as well as
sales and marketing, where foreign workers are
needed to ease the existing local skills shortages
and we would welcome any move to increase the
foreign worker candidate pool
in these areas.”
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FOR MORE INFORMATION
Global skills are explored further
in the Hays Global Skills Index
2012, featured on page 31

30%

OF SINGAPORE’S THREE
MILLION-STRONG
WORKFORCE ARE
FOREIGN NATIONALS

THROUGH THE LENS

31%

GETTY

Like much of the developed world, the demand for temporary
staff has been rising in Australia and New Zealand as employers
focus on flexibility outcomes. However, a survey of temporary
workers and their employers, conducted by Hays, also reveals
that temporary staff are considered a key component of
long-term staffing strategy by 31.2 per cent of organisations.
This ranks above their use as a means to overcome permanent
headcount restrictions (25.8 per cent).
A further 24.2 per cent of employers consider temporary
or contract workers to be essential to the success of their
organisation. Just 11.8 per cent see them as a short-term costreduction measure.
Meanwhile, 96.2 per cent of temporary workers in the region
are willing to take another temporary assignment in future. This
suggests that the growth of temporary assignments has also
been driven by candidates, many of whom are only interested
in this type of work.
Source: The 2012 Hays Temp Survey,
www.hays.com.au/temp-survey
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PROVED THAT TALENT
MANAGEMENT IS MORE
IMPORTANT NOW THAN EVER”
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THE BIG IDEA: TALENT MANAGEMENT

A SHARPER
FOCUS
INVESTMENT IN TALENT MANAGEMENT PROVIDES A VITAL BOOST TO BUSINESSES FACING ECONOMIC
UNCERTAINTY. BUT ORGANISATIONS ARE UNDER PRESSURE TO BE MORE COST-CONSCIOUS AND
COMMERCIALLY DRIVEN. HOW CAN THE HR FUNCTION SATISFY SUCH CONFLICTING DEMANDS?

TARGETED APPROACH:
FIRMS ARE LOOKING
TO EVALUATE
INDIVIDUAL NEEDS
AND MOTIVATIONS IN
ORDER TO RETAIN
TALENTED STAFF

FIRST IT WAS labelled the ‘war on talent’. In 1997, a
consultant from McKinsey & Company identified that
growing numbers of companies were locked in a fierce
battle to win employees with the right education, skills,
experience and attitude. Organisations invested millions
in talent management programmes to boost their talent
pools, both by capturing new recruits and developing
home-grown employees.
Fifteen years on, talent management remains
one of the biggest challenges facing CEOs and HR
directors worldwide. But the economic downturn has
created a dichotomy in many companies. How do you
cut costs while still addressing the dangerous skills
shortages in different areas of the workforce? The HR
community has proved that talent management is
more important now than ever. And the HR function in
many big businesses has shown itself to be increasingly
adaptable, keenly commercial and directly linked to
improvements in the business bottom line.
“The most significant event in human capital in the
past three to five years has been talent management’s
move to the forefront,” says Bill Leisy, Ernst & Young’s
Global Talent Management Market Leader. “Not only
is it of increasing importance to the development and
execution of an organisation’s business strategy, but it
has become a unique competitive advantage.”
Companies may have less money to invest, but they
face the same talent challenges. HR professionals have
had to become more innovative and commercially
driven, with a need to understand and address talent
shortages in the new landscape in different ways. This
means discovering where untapped sources of talent lie
and evolving creative ways of attracting and identifying
new talent. Then, all of these assets must be developed
and allocated effectively through a business, so that the
talent balance sheet constantly improves. This shift has
been necessary to provide the talent needed to help
organisations emerge from the tough economic times
and rise to new challenges.
Stevens Sainte-Rose, Group HR Director for EurasiaAfrica at the Coca-Cola Company, says an imbalance of

the global workforce is emerging as the biggest
issue within talent management and will bring a new
focus on the discipline.
“There’s a clear mismatch between what’s in
demand and what’s available in the global talent
pool,” he says. “It’s hard to find people prepared to
cover the top jobs, so there’s a strong need to develop
programmes that build talent over a longer timeframe.”
Sainte-Rose has identified the markets in which
Coca-Cola needs to build talent pools. He is working
to ensure that, over the next five years, talent is
developed around the globe that will be ready to take
on leadership roles in strategic markets, such as India
and Africa. This has involved determining talented
employees’ needs and wants in terms of mobility
requirements, family situations and motivation.
“Before 2008, talent management was seen as a
luxury,” comments Garcia Williamson, UK Head of Talent
and Learning and Development at KPMG. “In 2008,
there was a feeling of retrenchment in big firms. Now,
there is a more long-term and strategic approach to how
we use our people resources. Although things are tight,
people realise how important talent management is.”
KPMG continues to invest in its Emerging Leaders
programme, which identifies the most talented five
per cent of its employees with the potential to be
partners in the firm. It is also renewing its investment
in development centres.
In the UK, half of companies specify that the current
economic situation has led to an increased focus on
talent management. The annual Resourcing and Talent
Planning survey, conducted by Hays and the UK’s
Chartered Institute of Personnel & Development
(CIPD), found that 60 per cent of organisations plan
to recruit for key talent or niche areas – ten per cent
more than in 2011. More firms are placing an emphasis
on developing talent in-house – 70 per cent in 2012,
compared with just 43 per cent the year before.
However, not all organisations are as committed
to talent management programmes. James Cullens,
Group Human Resources Director of Hays, believes
HAYS JOURNAL ISSUE 4 11

Such an approach enables Coca-Cola to share
information about talent needs from diverse parts of
the business, as well as ensuring that talent is allocated
appropriately in terms of function and geography.
It also allows HR to take into consideration how the
competitive landscape in which it operates affects its
talent management requirements.
“HR needs to reposition itself as a commercial
function,” Cullens says. “It must bring a mix of broad
business as well as process excellence. If you are in HR,
you must understand corporate strategy and align it to
the competitive landscape, your wider economic
environment, technological changes and the
behavioural and content preferences of your
relevant talent communities.”
Developing employees in such an uncertain
economic landscape requires HR to be nimble. There
is a need to understand new business models and
technologies, as well as non-traditional threats that
may be emerging in an industry. “In a world of scarce
talent, just knowing your own business and traditional
competitors is no longer sufficient,” Cullens explains.
“You need to find and develop talent to address these
threats and opportunities and then ensure the people
assets are nurtured and allocated appropriately.”
Claire McCartney, Resource and Talent Planning
Adviser at the CIPD, agrees that talent management
must be shown to be making a difference to the bottom
line. “Talent management in the past had the ear of the

ESSENTIAL FOCUS:
MANY COMPANIES
INCREASINGLY SEE THE
VALUE OF NURTURING
IN-HOUSE TALENT

GETTY

organisations face tough investment choices. There
are companies that can still afford talent management
programmes. Then, there are those that have
competing priorities for cash and resources, but cannot
afford to ignore their talent management efforts.
“Either they’re diverting the focus away from the
talent agenda through a need to survive or they’re
increasing the focus, also through a need to survive,”
Cullens comments.
Sainte-Rose believes that managing talent is
“mandatory” for companies that are focused on growth.
“It’s a matter of prioritising your investment and taking
the long view,” he says. Consequently, HR leaders need
to become business leaders to drive this agenda. This
involves HR professionals understanding trends and
how they are likely to affect the business.
“They need to understand the business in depth,
as well as the external operating environment both
from the macro- and micro-economic perspective,”
Sainte-Rose adds.
The Coca-Cola Company transformed its HR
function two years ago in part to respond to emerging
talent issues. Moving to an Ulrich Model, the company
now has an HR service delivery model that focuses on
standardising people systems and practices. It has also
created centres of excellence around core processes for
the company and has established HR business partners
who work more closely with the company’s leaders to
identify strategic areas of focus to drive growth.
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“WE ARE LOOKING AT

TALENT MANAGEMENT
IN TERMS OF RETURN
ON INVESTMENT”
— GARCIA WILLIAMSON, KPMG

CEO,” she says. “Senior figures liked to be dealing
with it. Now, it has to be cost effective.”
McCartney sees more companies reasoning that
they cannot afford not to focus on talent management.
She explains: “Organisations aren’t recruiting as
much, so they have to develop their internal talent
pipelines.” This requires creating a joined-up approach
to resourcing, learning and development, performance
and leadership strategies. “All of those things must be
aligned in a strategic way to face current and future
challenges,” McCartney adds. However, she warns: “This
is the ideal. In most organisations it doesn’t happen.”
To achieve these goals, HR must apply the financial
rigour so essential in other functions of the business
to how it approaches talent management. KPMG has
seen a slight reduction in external talent acquisition.
One of the knock-on effects of this has been a focus on
managing the success of the company’s internal talent
and how they work with clients. “We are looking at
talent management in terms of return on investment ,”
Williamson says. “We want to see the best people do
the best for clients.”
Ensuring talent management programmes provide
a return on investment for the company is vital for HR. A
financial awareness is also necessary when identifying
talent needed in different functions and regions.
“Lots of organisations might not map out the
experiential skills needed to round out an executive,”
says Cullens, “such as experience in mergers and
acquisitions or having led a business unit in a
downturn or for profit growth or cash generation.”
Sainte-Rose adds: “HR needs to build on its
marketing skills of segmenting its population and
creating different strategies to ensure that it is
addressing needs in a unique fashion – tailored
to individuals, rather than the mass.”
Having a sustainable talent management strategy
is essential, as is ensuring that employee value
propositions do not reflect only the worth of the people
with the highest potential, but are segmented at all
levels. Hays seeks to identify potential future leaders
within its ranks through its succession planning process,
but it also looks to identify the high-performing people
who may be less likely to grow into significantly larger
roles. These individuals still need tailored development
plans to help them continue to perform successfully.

INSIGHT

TALENT SUPPLY AND DEMAND:
WHERE IN THE WORLD?
A GLOBAL PERSPECTIVE ON MANAGING TALENT

TALENT MANAGEMENT IS a universal challenge, but
one that differs from one geography and sector to the next.
China’s economic boom is threatened by its ageing
population – about 360 million Chinese will be over 60 by
2030. The Hays/Oxford Economics Global Report, 2011-2030
states that the imposition of the One Child Policy has resulted
in the number of new entrants to the labour market falling
in each generation. The report states that this will continue
over the next decade, with the old-age dependency ratio –
the number of elderly people as a share of those of working
age – hitting 34.4 per cent in China by 2030. So there will be a
limited number of skilled workers to select from. Author and
academic Martin Jacques sees this as a real challenge for the
country. In his book When China Rules the World, he states:
“The consequences of ageing will be far reaching. China will no
longer be able to rely on a bountiful supply of labour and, as a
consequence, it will become increasingly expensive.”
In Russia, the declining birthrate could see the country lose
up to three-quarters of a million people every year, creating a
future talent timebomb. Meanwhile, India has an abundance
of people, while Europe has a shortage. But in both cases, the
education system is not preparing people for the jobs of the
near or distant future, experts warn.
Towers Watson’s Global Talent 2021 research predicts
shortages in mature markets, such as the US, Germany and
Italy. However, the survey suggests that by 2021, eight of the
top ten countries with the largest talent surpluses will be in the
developing world. Emerging Asia will see the biggest jump
in employment demand (22.2 per cent), followed by Latin
America (13.4 per cent). Employment demand in Western
Europe, by contrast, is projected to grow by 3.5 per cent, so
companies should act now to create talent streams or risk
a skills crisis in the future.
FOR MORE INFORMATION
To access the Hays/Oxford Economics Global Report,
2011-2030, visit www.hays.com/haysoereport
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“BEING PROACTIVE
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IN DEPLOYING OR
SHARING TALENTED
PEOPLE WITHIN AN
ORGANISATION IS
WHAT WILL MAKE
THE DIFFERENCE”
“Poor talent management caused some of the
problems we’ve seen in financial services,” McCartney
points out. “Organisations should reward people for
longer-term objectives and take a more inclusive
approach to talent, rather than just investing in
higher performers whose loss might pose a risk to the
organisation.” Talent identification and segmentation
must be tailored to an individual business. “One size
does not fit all,” McCartney adds. “Copying what
another organisation does is not going to work.”
Increasingly, firms deploy a number of approaches
to talent management to ensure they are cost
effective and capable of reflecting the complicated
and competitive landscapes in which the business
operates. Talent management circles talk of the need
for breadth, as well as depth. KPMG has a Stepping
Stone Talent Development programme, allowing
staff to become involved across the firm. There is
the opportunity to step up levels of seniority, while
also moving across the organisation to gain different
experience. Coca-Cola’s Talent Framework analyses
several areas to guide career development discussions:
examining performance, assessing individuals’ potential
through their ability, critical experiences and functional
competencies, leadership behaviours and fit.
“This helps make the conversation robust and
ensures that we’re taking all factors into account
and making a decision that is valuable both for the
employee and the company,” Sainte-Rose adds.
One increasingly popular concept is the talent
cluster. “This enables talented people across an
organisation to meet spontaneously to be creative,”
McCartney says. “It’s about transferring knowledge.”
In addition, many businesses are developing talent
partnerships. “People are asking how they can build
up alliances between talented individuals in the supply
chain, consultants, interims and alumni,” McCartney
adds. Sainte-Rose agrees that organisations that deploy
more progressive talent management programmes are
externally focused and drive collaboration with various
external stakeholders.
“I always ask myself: how clued in are we to the
world in which we operate?” Sainte-Rose says. “Are
we having robust conversations and relationships with
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THE BIG IDEA: TALENT MANAGEMENT
NURTURING
ENVIRONMENT:
TALENT CLUSTERS AIM
TO BUILD EMPLOYEE
CONFIDENCE BY
ENABLING PEOPLE TO
CONNECT AND EXPLORE
CREATIVE IDEAS

other leading organisations facing similar challenges?
Are we connected with NGOs, government bodies and
other agencies to ensure that we are true partners in
enabling growth and success for everyone?”
Cullens believes that being proactive in deploying
or sharing talented people within an organisation is
what will make the difference for HR departments that
are managing talent. Hays itself has an attraction and
mobility function that exists only to do this. “Getting
this strategic asset development and allocation right
will deliver the right ‘stretch experiences’ for key
individuals and will develop and continually nurture an
appropriately skilled talent pool for the future,” he says.
Evidence suggests that there remains room for HR
to improve in these areas. But many experts argue that
HR typically runs talent management processes quite
well, including the identification of talent, succession
planning and basic segmentation of particular talent
requirements. In the new business landscape, these
fundamental skills of HR departments can be deployed
to great effect. It is the alignment of this knowledge
and understanding, coupled with the wider business
strategy and the future growth of the organisation, that
is essential. Consequently, talent management should
not be owned solely by HR.
Williamson says: “If talent management operates
in isolation and is driven by HR, it’s very difficult to get
it to land. It needs to be owned by the whole firm and
the leaders, rather than just the HR function.” She sees
the HR department’s role as that of facilitator offering
thought leadership, designing frameworks and writing
policies, as well as providing advice and expertise. This
means that the line manager’s function is essential. “Line
management must play an active role in identifying
talent and must be held accountable,” she adds.
HR must hone its ability to manage the challenges
posed by talent shortages and work with others
to avoid turning it into an agenda solely for the
HR department. According to Williamson: “Talent
management is about the organisation – growing
and developing and making sure that there is
someone at board level pushing it up the agenda.”

FOR MORE INFORMATION
Take a global look at talent with our Inside Track on page 31
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THE WORLD OF WORK IN NUMBERS

STATISTICAL SNAPSHOT
EMPLOYERS WILL BE FORCED TO
ADDRESS THE ISSUE OF OLDER WORKERS
THE WORLD’S AGEING population looks set to
shrink the global workforce. As a result, employers
are being urged to employ more older candidates to
address this demographic reality.
The number of people of working age – defined
as from 15 to 64 years old – is expected to drop in the
European Union from 335 million in 2010 to 294 million
by 2050, according to Eurostat research. At the same
time, the number of people aged over 65 in the EU is
calculated to rise from 87 million to 148 million.
The Organisation for Economic Co-operation
and Development (OECD) has warned that if
employers do nothing to employ greater numbers
of older people, there will be twice the number of
retirees per worker in OECD countries by 2050 than
at present. Governments must do more to keep older
workers in the labour market, the OECD argues, and
many countries have already raised their official
retirement ages.
Research by Hays in Australia found that about
38 per cent of employers said that fewer than one
in five of their new hires were mature workers.
The report suggests that attracting and retaining
older workers is essential and requires training and
retraining, with the potential for mature workers to
act as mentors for younger staff.
The number of people of working age in the EU

In the past, some governments promoted early
retirement in the hope that retiring older workers
would create job opportunities for younger people.
Youth unemployment has reached critical levels in
many countries, with 12.6 per cent of the world’s
15- to 24-year-olds out of work, according to the
International Labour Organization. However, a recent
study by the UK’s Institute for Fiscal Studies found no

“MATURE WORKERS
CAN ALSO ACT AS
MENTORS”
evidence to indicate that higher labour participation
of the old was related to lower labour participation of
the young. In other words, hiring more older people
will not keep younger candidates out of work and
employers are advised to consider both age groups
when filling vacancies.

FOR MORE INFORMATION
To read the Hays Tomorrow’s Workforce
research, visit www.hays.com.au

The number of people aged 65 and over in the EU

(15-64 years of age)

Percentage of the world’s 15- to 24-year-olds out of work

12.6%

2010:
335 million
2050:
148 million

2050:
294 million
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2010:
87 million

STATISTICAL SNAPSHOT

International comparisons of productivity (real labour productivity per hour) from the UK Office of National Statistics
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PRODUCTIVITY SLOWED BY A
CHANGE IN WORKING PRACTICES
THE ECONOMIC DOWNTURN has reduced levels of
productivity in many countries, largely due to changes in
the way people work, according to official findings.
The Organisation for Economic Co-operation
and Development (OECD) says the global financial
crisis has damaged the productive potential of
developed economies, perhaps reducing productive
capacity by about four per cent on average. This is
reinforced by data from global research association the
Conference Board’s Total Economy Database, which
scrutinises gross domestic product, employment,
labour productivity and other relevant factors for 123
countries. Its most recent findings suggest that the
world economy saw a slowdown in labour productivity
growth to 2.5 per cent in 2011, a drop of more than
one per cent from 2010.
One cause of lower output is believed to be a
movement from full-time to part-time working and an
increase in self-employment, which has lower recorded

productivity levels. In the UK, the Office for National
Statistics (ONS) has calculated that by the beginning
of 2012, full-time employment had fallen by about three
per cent from 2008. During the same period, part-time
employment increased by about six per cent, as more
companies ‘labour hoard’, reducing workers’ hours
to conserve vital skills. There has also been a sharp
reduction in permanent employment, alongside a
smaller rise in employing staff on temporary contracts.
The ONS compared the UK experience with that
of other countries and found that the behaviour of
productivity in terms of output per hour worked has
been similar in many large European economies. In
the US, productivity rose sharply in 2009, driven by
job cuts, but it has been on a plateau for the past two
years. Therefore, the ONS concludes that the reasons
for poor productivity performance in different
countries would appear to be common ones, rather
than country-specific.
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VIRTUAL REALITY
JOBSEEKERS EXPECT TO USE SOCIAL MEDIA TO COMMUNICATE WITH POTENTIAL EMPLOYERS. BUT WHAT ARE
THE RISKS AND REWARDS FOR COMPANIES OPERATING ON THE FRONT LINE OF THE DIGITAL REVOLUTION?

SOCIAL MEDIA IS here to stay. Channels such as
Facebook, Twitter, Pinterest, YouTube and LinkedIn
have become far more than a way for people to stay in
touch and share information. Large corporations have
been quick to employ the medium as a core element in
their communication plans.
It is not just marketing and communications
departments that need to put social media at the heart
of their strategy. It is clear that for businesses to remain
competitive, the HR function has to embrace it, too.
Two-thirds of college students will ask about a
company’s social media policies at interview, according
to research from technology networking giant Cisco
Systems. The second annual Cisco Connected World
Technology Report, which surveyed more than
2,800 college students and young professionals in
14 countries, revealed that more than half of college
students globally (56 per cent) said that if they
encountered a company that banned access to social
media, they would either not accept a job offer or
would join and find a way to circumvent corporate
policy. It also reported that one in four overall
(24 per cent) said it will be a key factor in their
18 HAYS JOURNAL ISSUE 4

decision to accept an offer. Quite simply, Generation
Y expects to see firms utilising social media. Almost
six out of ten students presume companies will be
on Facebook, research from employer branding
consultancy Potentialpark also shows.
Social media offers a great opportunity for brands
to find recruits. Engaging with the array of social media
sites that potential jobseekers use gives organisations
a means to boost and enhance their reputation as an
employer of choice. And being able to network virtually
with the best talent in a creative manner can change
how a business is perceived.
But, while it is clear that the HR function ignores
social media at its peril, the right strategy is harder
to define. One size definitely does not fit all – and risk is
the first consideration for any organisation looking to
develop a social media strategy.
Social media is ranked among the top five sources
of risk to a business, according to a survey of US
executives by Deloitte and Forbes Insights, putting
it on the same level as financial risk. The Aftershock:
Adjusting to the New World of Risk Management
study analysed how social media is contributing to the
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ANALYSIS: SOCIAL MEDIA

REACHING OUT:
THERE ARE SO MANY
MEDIA CHANNELS
THROUGH WHICH TO
CONNECT WITH
POTENTIAL RECRUITS
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“I SEE SOCIAL MEDIA AS

PRIMARILY A MEANS OF
COMMUNICATING OUR
BRAND AND, AS A RESULT,
ATTRACTING THE RIGHT
CANDIDATE TO APPLY”
— CAMILO ANDRADE, RED BULL, MEXICO

volatile risk environment that companies
must navigate. Potential problems the research
identified are manifold and include the need to
monitor comments that employees and others post on
social network sites, the importance of protecting
the employer brand and the constant investment
needed to keep up with evolving technology.
For these reasons, many companies opt to use
social media as a ‘soft sell’ complement to more
traditional attraction and recruiting techniques.
Camilo Andrade, Marketing Director for Red Bull
Mexico, admits: “We’re a polarising brand, so social
media activity is a risky enterprise for us. We want
our employees to buy into and reflect the Red Bull
personality. At the moment, I see social media as
primarily a means of communicating our brand and,
as a result, attracting the right candidate to apply, by
building a familiarity with our business.”
Andrade also insists that companies must take
this new method of communication seriously and
ensure that it is handled by staff who understand it. He
concludes: “If a company wants a good social media
presence, it must allocate a dedicated resource to it in
20 HAYS JOURNAL ISSUE 4

order to monitor fully and respond to activity
taking place via this medium.”
Hays itself employs social media to attract talent
and has developed a fun, interactive approach to
create greater engagement with potential employees.
The Hays Challenge is part of this strategy: it is a
business game that operates through social media and
is aimed at would-be young recruits around the world.
Three years ago, the company also made a significant
investment in a technology platform to train staff in
digital candidate attraction. Hays’ Chief Information
Officer Steve Weston insists that using social media
effectively adds value to the HR function internally
and generates strong talent pools for Hays’ clients.
“Employers need a clear strategy on how they address
social media and present their brand,” he says. “It has
to be part of an overall brand strategy and not a freefor-all. We use it to demonstrate that we are specialists,
so we only produce relevant content for particular
industry groups.”
Some organisations are embracing social media as
a central part of their recruitment process. One such is
Centrica, named the winner of the ‘Best use of a social
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KNOW YOUR AUDIENCE:
CENTRICA HAS A
TARGETED SOCIAL
MEDIA STRATEGY,
USING FACEBOOK AND
FLICKR TO REACH OUT
TO GRADUATES

INSIGHT

THE RISE OF THE
SMARTPHONE
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GRADUATES USE MOBILES FOR JOB ALERTS

media platform’ at London’s inaugural Social Media
Graduate Recruitment Awards this year. Centrica, which
includes brands such as British Gas and Direct Energy
in North America, recognises that social media is
essential to find the company’s employees of tomorrow.
James Dowling, Group Executive Talent Manager, who
leads the resourcing for Centrica’s senior leadership
group, adds: “To attract the best graduates we must
align with the sites they’re using, drive relevant content
internally and let the Facebook groups produce
content themselves, which is only lightly monitored.”
Companies looking to pursue such a route – and
make use of social media at all – have to bear in mind
that content is king. This means the investment needed
to implement an effective and safe social media strategy
can be substantial. Content must be consistent, high
quality and channel-specific to add value and reflect
well on a firm’s brand. Potential and existing employees
will only return to a blog or follow a feed if it is relevant
and topical. Getting this right can be hard and raises
questions of message and brand control.
Evidence suggests that old-style corporate
‘broadcast’ messaging is unpopular with social media

THE SOCIAL MEDIA market is moving at

a fast pace, not least driven by the uptake in
smartphones. One in five students globally uses
a mobile phone for career information, employer
branding consultancy Potentialpark says,
and 63 per cent would definitely use a mobile
for job alerts from a recruitment agency or
direct from an employer.
Employers who fail to grasp this next big
battleground for talent will soon lose out, as the
market for smartphones continues to boom. By
the end of June 2012, almost 55 per cent of US
mobile subscribers owned a smartphone,
according to Nielsen Mobile Insights. More than
half of smartphone owners use an Android OS
handset, while more than a third have an Apple
iPhone. A further eight per cent use a BlackBerry.
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A POSITIVE REACTION:
SOCIAL MEDIA CAN
REFLECT A PERSON’S
PRIVATE LIFE AND
PERSONAL VIEWS –
SAVVY JOBSEEKERS
ARE AWARE OF THIS

“SOCIAL MEDIA CAN BE A

users. The focus is much more on
personal insights. For example, getting
existing colleagues to share information
about their work is more likely to be
effective in engaging jobseekers.
Equally, using Flickr or YouTube to
upload pictures and footage of the
workplace demonstrates more tangibly
the employability skills recruits need and
provides a visual idea of what it may be like to
work for a particular organisation.
The burden of creating a sufficient amount
of relevant, up-to-date content is increased by
geography. Savvy organisations that operate across
the world are tailoring content for specific territories.
Global brands must ensure that their Facebook and
Twitter feeds are in different languages to ensure that
messages are heard, wherever in the world.
“The biggest task is keeping the content fresh,”
says Centrica’s Dowling, giving the example of a
company investing in a YouTube channel. He points
out that such a business must be aware from the outset
of the time and cost implications of keeping video
content updated, innovative and compelling.

MEANS TO IDENTIFY TALENT,
CONNECT WITH IT AND
STAY IN TOUCH”
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Weston adds that different content must be created
for each social media channel, despite the necessary
investment in resources and research. “If you have
a presence on Twitter, there must be a reason why
people want to follow you,” he comments. “Twitter
can work well as a call-to-action medium and should
supplement your work on Facebook and LinkedIn.”
A dedicated, ongoing person or team is needed
internally or externally, to post and monitor content
and to interact with a company’s followers. Managing
resources in-house presents its own hazards, since
content is often provided by more than one person
and by different departments. Someone needs to
manage this process across all channels to ensure
content and messaging are integrated.
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INSIGHT

SOCIAL OR ANTI-SOCIAL?
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ESTABLISHING BEST PRACTICE

SOCIAL MEDIA IS a means of identifying talent,
connecting with it and staying in touch. Get a social
media strategy right and the rewards are great.
Get it wrong and the damage to the employer’s
brand can be devastating.
The law in many countries is addressing the
risk that social media poses to company reputation.
Employment tribunals take it seriously if employees
agree to a social media policy and their subsequent
comments directly defame a firm’s customers,
colleagues or products. Yet, social media is littered
with potential legal minefields.
The temptation for an employer to search a
candidate’s Facebook page to aid their decision
on the individual’s eligibility for a job is obvious.
This is publicly available information – albeit about
someone’s private life, hobbies and even their political
views – and there are no obvious legal obstacles to
surveying social media sites for information about
applicants. But legal experts warn that employers
should tread carefully, particularly in terms of
discrimination legislation in many countries.
Jessica Lovell, a solicitor at Schillings, a law firm that
specialises in defamation and reputation management,
says: “A minority candidate in an application process
that concealed their racial origins could have a real
complaint if this process was side-stepped by the
fact the recruiter searched online for information.”

Hays has been running a survey on its website
asking candidates if they alter their social media habits
when they are searching for a job. Questions include
whether candidates change their privacy settings,
un-tag pictures and edit content when looking for jobs,
or if they trust employers not to look at their personal
profiles. Savvy jobseekers have learned how to use
social media platforms responsibly and securely,
ensuring private photos and information are only
visible to friends.
Once in work, employees may find employers’
attitudes to social media use vary. Some companies
enforce a ban on Facebook, LinkedIn and Twitter, while
others actively encourage their staff to engage with
these channels on behalf of the corporate brand.
Lovell says the key is to set out the company’s terms
of use in a policy and make it clear that a breach of that
policy may result in disciplinary action that could lead
to termination of employment. “Employers can monitor
employee use of social media if it is being accessed on
company systems, but they should exercise caution
when monitoring staff outside of work,” she says. “I
would advise avoiding an unnecessarily intrusive
approach that breaches the employer’s duty of trust
and confidence.”
In essence, the good practice that organisations
have employed for years on paper should be
copied in the digital world.
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“JOBSEEKERS WANT TO USE THEIR MOBILES MORE IN
THE RECRUITMENT PROCESS, BUT THE TECHNOLOGY
AND MANY EMPLOYERS ARE SIMPLY NOT READY”
— ANDREW MCCLELLAND, POTENTIALPARK

The return on investment of providing continuous
content and engaging with a valuable untapped
talent pool must be measured from both a financial
and an employer brand perspective. Organisations
can use web-analytics tools to determine which
social media network is the most effective
at reaching the target audience. The ultimate goal
is to speak to network users who will share content
with others. These so-called influencers could be
industry journalists or experts who have either
well-read blogs or a large number of Twitter
followers who may re-tweet positive messages
about an organisation.
Tools such as Google Analytics report the paths
visitors from social networks take to reach a website,
as well as giving engagement and conversion metrics
for each network. The analytics reveal who is visiting,
when, and what they are doing with the content they

see. Knowing this information can be invaluable for a
firm that wants to have an ongoing relationship with
potential candidates. It can also boost its employer
brand and improve the rate on investment.
Once key influencers have been identified and an
organisation knows which social media platforms and
content are working, real results should be evident.
Not only is a virtual talent pool created, but members
of it become content curators. They will post photos
on an organisation’s Facebook wall, comment on blogs
and re-tweet Twitter messages. Encouraging followers
to become willing content curators not only engages
them with a brand, it also reduces the resource and
cost burden. And, at that point, social media becomes
an invaluable employer’s tool.

FOR MORE INFORMATION
Take a look at the Hays Challenge at www.hays-careers.com

NEWS

HAYS STRENGTHENS RELATIONSHIP WITH LINKEDIN

HAYS HAS EXTENDED its relationship with

LinkedIn. The new deal will see Hays increase the
number of its specialist consultants with access to
LinkedIn’s Talent Solutions and bring thousands more
jobs to LinkedIn’s 187 million members worldwide.
Hays will also expand its current network of LinkedIn
Groups, which already reaches an audience of 56,000
LinkedIn members across 20 countries. These
communities cover specialist professional areas and
geographies, enabling members to better engage with
professional peer groups and focused content across all
of Hays’ geographies and specialist areas.
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Figures show that LinkedIn counts executives from all
2011 Fortune 500 companies as members and its talent
solutions are used by 85 of the Fortune 100 companies.
This latest development builds on the significant
investment Hays has made in recent years in developing
market-leading integrated digital technologies, global
databases and extensive, sophisticated search capability
supported by Google.
Alistair Cox, CEO of Hays plc, said: “We have
continually positioned ourselves at the forefront of the
digital evolution of recruitment and are now using these
technologies to lead the development of deeper,
longer-lasting relationships with our clients and
candidates. The further strengthening of our relationship
with LinkedIn gives us greater access to one of the best
professional recruiting platforms available today, better
enabling us to power the world of work in the digital age.”
David Cohen, Director, LinkedIn Talent Solutions
Northern Europe, said: “Hays has proven to be one of
the most forward-thinking recruitment consultancies
and its adoption of LinkedIn is a testament to where
we believe the industry is headed.”

GETTY

OFFERING CLIENTS THE MOST UP-TO-DATE INFORMATION ON POTENTIAL CANDIDATES

THROUGH THE LENS

GETTY

41%

More than four out of ten employers take a dim
view of a candidate who has worked in a large
number of companies during their career.
But 15 per cent of Generation Y – people born in
the mid-1980s and early 2000s – expects to have
between ten and 20 different jobs in their working
lives, although some of these jobs may be within
the same company. Generation X – those born
between the early 1960s and the early 1980s –
are even more professionally ambitious, with one in
ten expecting to have more than 20 jobs, according
to a new Hays study into professional ambition.
The study surveyed 540 employees and 188
employers. Of those surveyed, 251 respondents
were baby boomers (people born immediately
after World War Two), 377 were Generation X
and 81 were Generation Y.
Source: Hays Ambition Report 2012, www.hays.co.uk
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THE MODEL
FRATERNITY
PAUL ROBINSON, HEAD OF REWARD AND MOBILITY FOR ARUP,
EXPLAINS THE WORKINGS OF A BUSINESS THAT WAS FOUNDED
ON ONE MAN’S VISION TO PUT ITS PEOPLE AT ITS HEART
ARUP IS DIFFERENT. The phrase is used repeatedly by
those who work for the engineering and design giant.
But what is it that distinguishes Arup, the group that has
built iconic structures across the world, from the Swiss
Re ‘Gherkin’ building in London to the Beijing Olympics’
‘Bird’s Nest’ stadium?
The question is not an easy one for Paul Robinson,
Arup’s Head of Reward and Mobility, to answer: his
responsibilities include the pay, benefits and overseas
assignments of the company’s 10,000-plus staff. He
admits that when he joined the business, which has
more than 90 offices in 33 countries across Europe,
North America, Africa, Australasia and South-East Asia,
he initially struggled to understand what made it tick.
“I remember sitting in a meeting with the board not
long after I joined, discussing how we might mark the
60th anniversary of the founding of the firm,” he says.
“It was decided that we would work with WaterAid,
supporting the charity’s projects and fundraising
activities. I found myself writing a question on my
notepad: Arup – business or charity?”
In fact, Robinson rapidly learned that a sense of
community is a fundamental part of the company’s
ethos. Anglo-Danish engineer Ove Arup founded his
eponymous business in London in 1946 as a structural
26 HAYS JOURNAL ISSUE 4

LEADERSHIP — PAUL ROBINSON

ARUP CULTURE
HAS BEEN TO LET
STAFF GROW AND
DEFINE THEIR
OWN ROLES. IT
MAKES IT HARD
TO MEASURE
PEOPLE”

HAYS JOURNAL ISSUE 4 27

PHOTOGRAPHY: JOHANNA WARD

“PART OF THE

“IT’S ABOUT

EMPOWERING
PEOPLE TO MAKE
DECISIONS –
THAT’S STILL
IMPORTANT
HERE”

engineering consultancy. Though Arup died in 1988,
his presence lives on, largely through the ‘key speech’.
This mission statement, which he made in 1970, remains
required reading for all employees. The speech lays out
the firm’s commitments to the environment and the
local communities in which it works worldwide. It also
speaks of Arup, which now incorporates design and
business consulting as well as engineering, as a “model
fraternity” that is “a small-scale experiment in how to
live and work happily together”.
In practice, this means that Arup operates as a
trust for the benefit of its employees. This cooperative
model sees a percentage of each year’s profits shared
among staff – a pot of £21.5 million last year. With no
shareholders to answer to, the firm also prides itself
on focusing less on making money and more on taking
on interesting work that encourages employees to
challenge received thinking, to collaborate and to
innovate. One place where this happens is the company
intranet, known as Ovanet, where workers can post a
question about their project on technical forums and
ask for advice from colleagues around the world.
While this all sounds quite utopian and visionary,
Robinson admits that the approach presents practical
challenges on a day-to-day basis. “Some things that
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Ove wrote in the key speech about how the business
should treat its people and develop them were ahead
of their time,” he says. “It’s about empowering people
to make decisions – that’s still important here. But it can
be a two-edged sword. People within Arup generally
don’t like rules and regulations or bureaucracy. It makes
mandating anything quite hard. If we’ve got a new
project in a country that requires lots of processing of
visa applications, for example, a degree of bureaucracy
is necessary.”
One of the advantages to Arup’s collaborative
approach to business and employee development is
that it has never struggled to attract staff. Robinson
admits that the group may not be among the highest
payers, but people want to work for Arup because
of its challenging projects, as well as the greater
opportunities for working overseas than those offered
by many of its rivals. And work is not just limited to
the creation of extraordinary structures, such as the
Millennium Bridge in London or the Sydney Opera
House. Arup is also involved in infrastructure contracts
such as the High Speed 2 railway link from London
to Birmingham and artistic projects such as the
ArcelorMittal Orbit, the observation tower designed by
Anish Kapoor for the London 2012 Olympics.

LEADERSHIP — PAUL ROBINSON
“We’re not huge payers, but there’s more about
coming to work here,” Robinson explains. “Currently,
we have 615 people on assignment and about five per
cent of our population is working away from their home
country at any one time. The industry norm is about one
per cent. The ability to work on these fantastic projects
is a major draw. Do we really need to have so many
people deployed? In terms of work, the answer is no. But
in terms of what makes us Arup, it’s very important.”
A WEALTH OF EXPERIENCE
Robinson’s area of expertise is in international
mobility, honed during a varied career that started as
a management trainee at British Petroleum, now BP.
Raised in Bristol in the UK, he joined the petroleum
giant fresh from school, training as an internal auditor,
then as an analyst, before shifting focus altogether to
become a senior personnel officer.
“I’d progressed as far as I could in financial roles
without becoming a qualified accountant,” he says.
“By that stage, I was newly married with our first child
on the way and I didn’t relish the prospect of going to
night school to study accountancy. I thought personnel
looked interesting, but even though I’d been with BP for
seven years, because I hadn’t been to university I was
still made to sit the graduate induction tests. Thankfully,
I got the highest scores they’d ever seen and have never
looked back.”
During his almost 20 years with BP, Robinson
did many jobs, including structuring pay and benefits
for BP staff in the UK and creating a new pay model for
expatriates employed in the company’s vast exploration
business. Latterly, Robinson moved with his wife and
two young daughters to Norway on secondment to
Statoil, helping the Norwegian state oil company
to develop its international HR strategy.
On his return to Britain, Robinson worked for
industrial gas producer BOC Group, then software firm
Oracle. He spent five years as Head of International HR
Consulting for KPMG before Arup Group’s advert for
a Head of International Mobility caught his eye.
“Before I joined, I only had a fleeting impression
of Arup,” Robinson admits. “When I saw this quirky
job advert, I looked into the company and thought it
sounded interesting. Ove talked in the key speech about
Arup acting honestly and fairly in its dealings with its
staff and others, as well as enhancing prosperity for
all Arup staff. It’s a more holistic approach than many
other businesses have.”
The group’s care for its staff has been recognised
in a raft of HR awards. It has been named one of the
top 50 employers for women, it is a favourite graduate
employer and it has won awards for family friendliness.
However, Arup has not remained unaffected by the
economic turmoil of the past four years. In 2011, the
company saw its UK revenues drop by nine per cent,
with operating profits for the group falling to £24.6
million from £91.3 million the year before. But while
business has contracted in Britain, there has been

a surge of activity in the South American and Asian
markets, with China a particular area of growth.
When Robinson joined the group in 2005, Arup
employed about 5,000 people worldwide. During the
boom years that followed, the headcount mushroomed
to 11,500, with numbers growing even after the onset
of the global financial meltdown and the collapse of
investment bank Lehman Brothers.
Robinson says: “Initially, it looked like we were going
to ride out the recession. We had big projects already in
operation, with long time horizons and sunk costs. But
the pipeline did start to dry up and we topped out in
terms of our headcount between 2009 and 2010.”
Redundancies were made, many of them in the UK,
where Arup has the greatest concentration of staff. The
total number of employees dipped below the 10,000
mark. Hiring has improved since and numbers are
building steadily once again.
CHANGING PERCEPTIONS
The Arup Group was quite late in embracing a formal
HR function – the business only hired its first HR
director 15 years ago. Robinson explains: “At that
stage, there was no proper HR function as we would
understand it now. Stella Littlewood was brought in
from Kvaerner as the first HR director. She had to move
heaven and earth to create the function. It wasn’t easy,
as it was felt to go against the original Arup culture.”
When Littlewood took early retirement in 2009,
Robinson acted as Interim HR Director until Cathy
McNulty joined from Hewlett Packard as Group HR

CV
PAUL ROBINSON AT A GLANCE
Married with two daughters.
Joined BP after A Levels. First job as an Internal
Auditor, then held various roles before becoming
a senior personnel officer in 1985.
Worked in a number of HR roles both offshore and
in the UK, including Remuneration and Benefits
Consultant and International Policy Manager.
Secondment from BP to Norway’s Statoil.
Manager of International Assignments for BOC
Group, developing the business’s approach to
reward, tax equalisation and repatriation.
Worked for Oracle Corporation in the UK as an
International Assignments Manager.
Led a team of HR specialists advising KPMG clients
on areas including tax planning for executive and
expatriate compensation.
Joined Arup in 2005 as Head of International
Mobility. Acted as Interim HR Director for 11 months,
then became Head of Reward & Mobility in 2010.
Recreation: cycling. “I was a Games Maker in the
London Olympics and was lucky enough to be
a team leader for the road cycling events.”
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Director in 2010. Robinson now oversees reward,
mobility and HR systems alongside David McDonald,
who looks after development and talent management.
Along with McNulty, the three have been able to effect
some significant changes in the organisation.
Currently, Robinson is spearheading an initiative to
create a more comprehensive global grading system
that will lead to clearer salary structures. At present,
all of the group’s 400 directors are classified within
a single grade, regardless of whether they are on the
board or fulfilling a less senior role. He is working with
local HR teams to determine the substructures within
job grades and to identify benchmark roles.
“Part of the Arup culture has been to let staff be
free to grow and define their own roles,” he says. “It
makes it very hard to measure people. Once we’ve
highlighted the anchor roles, we can go back to the
regions and say: ‘This is the structure; these are the
levels; now slot the other grade roles around this.’ Then,
we can put some structure around pay and plot where
people are.”
Previously, this relaxed structure led to a number
of anomalies being created when employees went on
assignment, with individual deals being negotiated by
staff travelling overseas to work for Arup, so there
was a lack of parity in terms of pay. Part of Robinson’s
role has been to create a more equitable way of
managing mobility, ensuring that Arup staff operate
in a compliant way when they travel and are provided
with an appropriate package of pay and benefits. This
presents its own problems in various geographies.
“In Asia, we’re growing rapidly, particularly in China,
but there are some issues around retention. There’s a
lot of pressure on pay in China because there is more
interest in cash than in benefits packages,” he adds.
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“Arup has excellent benefits as part of its concern
for the staff’s longer-term wellbeing. But in some
emerging economies, that’s a hard sell. We’ve looked
at retirement plans in Eastern European countries, for
example, but staff tell us that they mistrust pension
schemes and governments and would rather have the
money. We have to assess things on a local basis. In
some places we’re creating a ‘local plus’ package, to
attract the right talent, without creating resentment.”
He continues: “We manage mobility on a fairly
lean basis. About 80 per cent of our people are out on
projects on local packages. In some cases this has even
led to people taking a pay cut to go on assignment.
That’s unheard of elsewhere.”
Arup has developed a strategic mobility programme
to encourage more senior people to work overseas,
something that has not happened much in the past.
Robinson says: “We also have an early development
assignment programme that identifies overseas roles
appropriate for someone with two or three years’
experience after graduation. That will account for up
to 40 placements next year. The connectivity that is
created by people working internationally is incredibly
beneficial to them and to the business. It’s about
skills training and creating a global skills network. The
mobility programme supports all of those things.”
Robinson believes that, on the whole, the business
attracts the right kind of recruit. “It has happened in the
past that we’ve hired someone new and they just don’t
get it. Working at Arup is not really about the money.”
And that is just one of the many things that makes
Arup different.

FOR MORE INFORMATION
Contact: haysjournal@hays.com

INSIDE TRACK — HAYS GLOBAL SKILLS INDEX 2012

THE SKILLS GAP: A GLOBAL CONCERN
Many of the countries with scores
below 5.0 were in Europe, which is likely
a reflection of the impact of the ongoing
sovereign debt crisis in the eurozone
and the low levels of talent mismatch
within the continent’s businesses.
Although the global average
score of 5.1 shows a generally balanced
figure in terms of the effects on labour
markets, there is a wide divergence
of scores between each of the seven
components that make up the Hays
Index within each country, suggesting
that addressing the root causes of
labour market stresses will require
nationally specific approaches.
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Hays Global Skills Index overall scores

Belgium

According to the Hays Global Skills
Index 2012, economies around the world
face labour market inflexibility, salary
inflation, global competition for talent
and poor or inadequate training in key
roles and industries.
A number of countries are taking
relevant and innovative action to tackle
the factors causing such shortages in
their economies, while others are failing
to address the pressing concern.
Hays proposes an action plan
covering three areas: governments
should have clarity on the skills their
economies require and develop
strategic plans to attract those who
possess them; they should offer fiscal
incentives to encourage organisations
to train in key skills; and they should
support employers in working alongside
universities and colleges to attract
individuals into relevant and up-to-date
courses to provide the talent needed
in the future.
The Index suggests the
fundamental mismatch between the
skills available in the workforce and
those that employers actually require is
a global concern that demands a major
new approach to how we manage labour
markets around the world.
The study was compiled in
conjunction with research body Oxford

Economics and analysed the stresses
experienced in 27 key labour markets.
Those stresses were collated into an
overall measure of the state of the local
labour market, which could then be
considered in relation to the individual
nation’s economic health and potential
exposure to further economic shocks, with
a rising scale of 0 to 10.0 indicating the
extent of the pressure.
Almost two-thirds (16) of the countries
studied demonstrated a labour market
that was under stress, with the greatest
difficulties found in the United States
and Germany (both with a score of 6.4),
followed by Hungary and Sweden (6.1).

Italy

THE HAYS GLOBAL SKILLS INDEX
2012 UNCOVERS THE STARK
REALITIES BEHIND A GLOBAL
ECONOMIC PARADOX, WHERE HIGH
UNEMPLOYMENT EXISTS ALONGSIDE
CHRONIC SKILLS SHORTAGES

HIGH PRESSURE

LOW PRESSURE

0.0-0.9 1.0-1.9 2.0-2.9 3.0-3.9 4.0-4.9 5.0-5.9 6.0-6.9 7.0-7.9 8.0-8.9 9.0-9.9

10.0

The analysis on which the Hays Global Skills Index was based used data as of Q3 2012.
Developments subsequent to this date are not reflected in the 2012 findings.

“WHAT EMERGES IS A VERY WORRYING PICTURE.

WHILE WE ARE WITNESSING CHRONIC LEVELS OF
UNEMPLOYMENT IN MANY PARTS OF THE WORLD,
EMPLOYERS IN 16 OF THE 27 COUNTRIES STUDIED ARE
SUFFERING FROM SHORTAGES OF KEY SKILLS”
— ALISTAIR COX, CEO, HAYS
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GLOBAL HIGHLIGHTS
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The analysis that created the Hays Global Skills Index was completed in Q3 2012,
which may mean that recent developments in some countries are not reflected
in the findings.
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MEASURING UP: THE SEVEN COMPONENTS EXPLAINED
1 E
 ducation flexibility: The potential for the local education
system to adapt to meet organisations’ future talent needs
2 Labour market participation: The country’s use of its talent
pool and the availability of additional labour
3 Labour market flexibility: The legal and regulatory
environment faced by businesses seeking migrant workers
4 Talent mismatch: How the skills needed by businesses
match those possessed by the labour force
5 Overall wage pressure: How closely wages keep pace with
levels of inflation
6 Wage pressure in high-skill industries: The rate at which
wages in highly skilled industries outpace those in others
7 Wage pressure in high-skill occupations: The premium
commanded by those in highly-skilled occupations

While the overall scores give employers and
policymakers a ready measure of labour market
issues within particular countries, a closer look
at the Index’s components reveals a more nuanced
picture of where stresses are located within each
economy.
By looking at the data under the four broad
sub-groups – the state of the economy; the
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Overall wage
pressure

Education
flexibility

Wage pressure
in high-skill
industries

Labour market
participation

Wage pressure
in high-skill
occupations
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Labour market
flexibility
Talent mismatch
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makeup of the labour market and education; talent
and wage pressures; and shortages by industry and
occupation – the Index has been able to point to
where future friction points may occur as businesses
across the world are forced to respond to local
environments. Each country and industry sector faces
its own specific issues, so the data must be looked at
in detail.

10.0
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GLOBAL CONCERNS WITH LOCAL CAUSES
The report emphasises that, although
the global economic downturn has led
to sharp rises in unemployment around
the world, there is little to show that this
has led to an easing of skills shortages,
with some evidence even pointing to a
worsening of the situation.
Strong economies tend to generate
wage pressure as the strength of
demand further tightens the local
labour market, particularly where talent
is mismatched to required skills (despite
large pools of labour).
Even among weak economies,
several are witnessing shortages in
certain sectors. The report warns that,
as economies repair over time, growing
demand could well exacerbate the
problem, driving further wage inflation
in specific sectors.
Overall, very few countries enjoy
a labour market where all seven
components are in balance. Europe
demonstrated divisions across those
in the eurozone, established noneurozone countries and emerging
Europe. Although there are low stress
levels in skilled labour in the former,
high unemployment persists. Fastgrowing countries outside the eurozone,
such as Switzerland and Sweden, are
experiencing wage pressure, which is
in contrast to the UK, which remains

particularly burdened by talent mismatch
and high unemployment.
In North America, the US has the
highest score of the Index, with one of
the tightest markets for skilled labour.
Paradoxically, it is witnessing stubbornly
high levels of unemployment within a weak
recovery. This can be explained by an
excess supply of semi-skilled and unskilled
workers unsuitable for the jobs available.
Across Latin America, widespread
skills shortages are compounded by
relatively inflexible local labour markets
and language requirements that can
restrict the talent that is able to be
attracted from overseas.
In Asia, although economic growth
is fuelling wage inflation, relaxing labour
market and immigration systems would
go some way to alleviating pressure. While
the quality of education can vary, schools
and universities in countries such as China,
India and Singapore have scope to expand
their performance and output to meet
organisations’ demands for specific skills.
Australia and New Zealand both face
skills shortages in specific sectors, but
for different reasons. Demand for highly
skilled professionals in Australian natural
resources is the key driver of local labour
market tightness, while in New Zealand the
rebuilding of Christchurch has led to
a shortage of civil engineers.

“THERE
IS A DICHOTOMY

IN THE ECONOMY. WHAT
WE ARE WITNESSING
IS THAT THERE IS HIGH
UNEMPLOYMENT AT THE
SAME TIME AS THERE ARE
SKILLS SHORTAGES”
– JOHN FARAGUNA, PRESIDENT,
HAYS NORTH AMERICA

“IN JAPAN, MORE PEOPLE
ARE GOING OVERSEAS
TO STUDY TO SECURE
SKILLS REQUIRED BY
LOCAL EMPLOYERS.
UNFORTUNATELY, IT IS
ALMOST FIVE YEARS
TOO LATE, BECAUSE
EMPLOYERS NEED PEOPLE
COMING THROUGH THE
SYSTEM NOW”
– CHRISTINE WRIGHT, OPERATIONS
DIRECTOR, HAYS ASIA & MANAGING
DIRECTOR, HAYS JAPAN

FOR MORE INFORMATION
Visit www.hays-index.com to download
the report

A THREE-POINT PLAN FOR GOVERNMENTS, EMPLOYERS AND EDUCATORS
The chronic and significant imbalance of
skills around the world is exacerbated by
inflexible labour and immigration
legislation in many jurisdictions. This
requires policy changes to stimulate
greater labour mobility from areas of
surplus to areas of greatest demand.
The report recognises that different
companies, governments and institutions
pursue a combination of initiatives to
some degree, but suggests that the
overall picture shows these measures are
not sufficient and activity needs to be
increased or better coordinated:
Governments must have clarity on the
skills that are required and look to
attract those specific skills to their

1

economies. Current immigration systems
present very real obstacles to employers
and employees alike, and the report
suggests looking towards international
agreement on a priority-skills visa process,
an international standard on the time taken
to process a work visa application and
longer and more easily renewable visas for
skilled individuals.
Employers should be offered fiscal
incentives to increase training provision.
The report notes that while many employers
provide vocational training, for most this
cost has no guarantee that the employee will
remain with the company long enough to
offset the investment. The report suggests
offering employers tax incentives to provide

2

accredited training, particularly in areas
where skills shortages exist and in
fast-developing industries.
Governments and educators should
work with employers to draw up
strategic plans to increase the provision
of education in shortage skills. The
report suggests that the skills gap
represents policy failure on a major scale
and suggests that governments should
provide colleges and universities with
fiscal incentives to increase the provision
of shortage skills. It also suggests that
employers should build greater links with
educational facilities to ensure the
quality and the relevance of the courses
that they offer.

3
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THE PERSONAL
TOUCH
VIRTUAL NETWORKS ARE BOOMING, BUT DOES MEETING IN PERSON STILL GIVE
A PROFESSIONAL EDGE? WHAT ARE THE COMMERCIAL BENEFITS TO CONNECTING
ONLINE? AND SHOULD COMPANIES HELP STAFF LEARN HOW TO NETWORK?
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FOCUS: NETWORKING

NETWORKING USED TO be so simple. All
you had to do was navigate a crowded room,
business card in hand, and introduce yourself. An
event was an opportunity for career advancement
and developing new connections.
The internet has changed everything. The
technology boom has opened up many networks
online and created real, focused, commercial
opportunities. One merit of making connections online
is the opportunity to tap into a vast international
knowledge base. But the internet is not just an
expansive way to communicate with other individuals.
Businesses are exploiting these networks, such as
web-based crowdsourcing sites that allow new ideas
to be shared with user communities, many of them
specialists in a given field. Products can be developed
far more quickly through these networks and are
given a headstart in terms of marketing. This approach
has been used by Unilever, Starbucks and Heineken,
among others.
These networks can also be a source of valuable
funding. Recently, California-based company LIFX
Labs posted information about its revolutionary LED
light smartbulb, which can be controlled through a
smartphone, on crowdfunding site Kickstarter, with the
hope of raising $100,000 of development funding. Two
weeks later, the company had $1.3 million through the
site and the product is now on schedule for production
in March 2013.
Mark Batey, Senior Lecturer in Organisational
Psychology at Manchester Business School, believes
that internet networks can reach incredibly far while
still being quite specific in their focus. He comments:
“There’s a greater tendency now towards more
targeted networks, especially ones where things
are initiated through social media platforms. For
organisations that facilitate these gatherings, the
benefits are in the enhanced experience for the
participants and the opportunity to solve problems.”
Today, large companies often have management
teams spread across the globe and, increasingly,
people use the internet to link with other professionals.
But in a knowledge-based economy, individuals are

“YOU CAN HAVE WEBINARS
AND PHONE MENTORING,
BUT THE RELATIONSHIP
IS SO IMPORTANT”

— MARIJO BOS, EUROPEAN PROFESSIONAL WOMEN’S NETWORK

CASE STUDY:

GLOBAL CONNECTIONS

DAVID GARTSIDE, ACCENTURE, LONDON, UK
Accenture, the professional services
firm, boasts 24,000 employees
across 54 countries, so technology is
vital to day-to-day communication
in the organisation. However, David
Gartside, the Managing Director
responsible for Accenture’s HR
and talent management practice,
says the geographic spread also
makes facilitating face-to-face
meetings essential.
He says: “You should not
underestimate the need to get
people together physically to create
the required trust and common
understanding, especially if it is
a new group or team.”
Accenture has established inhouse networks for each group of
senior executives. Gartside is part

of the chief HR officers’ network.
There, they will discuss “HR
analytics, millennials, ageing, the
future workforce, that sort of thing,”
he explains.
As management and
organisational structures become
flatter, an individual’s networks –
both virtual and physical – must
work in harmony. Gartside predicts
that they are likely to become
ever more important to career
and organisational development.
“You’re going to have a much
more distributed and networked
workforce, rather than just a lot of
people working for you,” he says.
“The view that: ‘the only people who
work for me are those on my payroll’
is breaking down.”
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TEAM WORK:
EVEN IN A VIRTUAL
AGE, FACE-TOFACE MEETINGS
CAN PROVIDE A
GREATER RICHNESS
OF CONTACT

foolish to neglect their physical connections. Some
critics argue that modern technology is causing people
to lose their interpersonal skills and that companies
should help their staff learn to network more
effectively, both in person and online.
In June 2012, Cass Business School in London
appointed Julia Hobsbawm, founder of networking
business Editorial Intelligence, as Visiting Professor in
Networking – the first post of its type. At the time of
the appointment, Professor Cliff Oswick, Head of Cass’s
Faculty of Management, explained: “There is a growing

CASE STUDY:

PEER SUPPORT

THIERRY LUTHI, DFCG, LYON, FRANCE
As Chief Financial Officer of French
software firm Cegid, Thierry
Luthi is fully conversant with new
technology. But he is also President
of the Association Nationale des
Directeurs Financiers et du Contrôle
de Gestion (DFCG), an influential
physical network of French finance
directors, with 3,200 members in
15 French territories.
Every year the network holds
about 400 meetings, plus a popular
summit, designed to encourage the
sharing of best practice.
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“The network is hugely
important because as it allows us
to share our vision about our jobs,
plus we can discuss specific issues,
such as the evolution of the law in
France,” Luthi explains.
“Being part of the network
means we never work alone,
never relying on just our own
skills and outlook,” he adds.
“The value of any network, online
or in person, is sharing views
and speaking to colleagues
about their experiences.”

awareness of the importance of soft skills, such as
networking, to business.”
Hobsbawm argues that since most business
communication has migrated online, a static workforce
has been created, one that is losing confidence,
dynamism and the tangential benefits of real human
contact. While she acknowledges the amazing
opportunities created by new technology, Hobsbawm
believes that staff who are isolated by email can
become a threat to employers’ competitiveness. She
thinks that offering formal training in networking
skills would benefit both companies and the
individuals concerned.
Hobsbawm says: “If people don’t have navigation
through technology, their talents become degraded.
The heart of this problem is productivity – there is
a connection between wellbeing and productivity.
Email is no substitute for human contact and
companies should develop their staffs’ softer skills
and ensure that the office party is not the only time
that they get together.”
By definition, telecoms giant BT is a technology
pioneer. But with 100,000 employees in 170 countries,
the company has to work hard to establish and retain
formal face-to-face networks, even if a lot of day-today contact inevitably takes place online.
Caroline Waters, BT’s Director of People and
Policy, explains: “Although our carbon policy says
we shouldn’t incur unnecessary travel, when a leader
is establishing a new team, he or she does travel
out to meet them. This forms a relationship that
can be maintained with less-frequent visits and
regular contact.”
Similarly, Mark Dixon, Chief Executive of global
serviced office provider Regus, believes that

FOCUS: NETWORKING

“THERE IS A GROWING
AWARENESS OF THE
IMPORTANCE OF
SOFT SKILLS, SUCH
AS NETWORKING,
TO BUSINESS”

INSIGHT

21ST CENTURY NETWORKING
EXPLORING APPROACHES TO MAKING CONTACT

— PROFESSOR CLIFF OSWICK, FACULTY OF
MANAGEMENT, CASS BUSINESS SCHOOL
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online introductions are a useful starting point, but
professional relationships are often cemented in
person. He says: “You can start a relationship online
very successfully, but if you want your business to
succeed, sooner or later you’ll need to meet the people
you would like to turn into clients or staff. Regus has
had a presence at the international property fair
MIPIM since it started and I try to be there in person
every year – even though it requires some effort to
fit it around a busy schedule. I do it because I know
it succeeds. It enables me to look the landlords and
property owners we work with in the eye.”
Curated external networks remain popular with
busy executives who want to meet the right tier of
people away from the pressures of the office. The UK’s
Chartered Institute for Personnel and Development
(CIPD) runs an HR Leaders’ Network, bringing together
about 1,000 high-level HR professionals at about 40
face-to-face networking events a year.
“At more senior levels, people do still value meeting
in person when developing relationships,” comments
Stephanie Bird, the CIPD’s Director of HR Capability. “In
a peer-to-peer group, people can contribute and learn
and will know when an interesting topic is coming up.”
Marijo Bos, President of the European Professional
Women’s Network, which has 3,500 executive
members, agrees. “A lot is done online and people use
virtual networks to keep connected, but we have more
than 500 face-to-face meetings in 20 cities every year
and there is a greater richness of contact,” she says.
“Yes, you can have webinars and phone mentoring, but
a reflective conversation is so important.”

FOR MORE INFORMATION

WHETHER NETWORKS EXIST on the internet or
in reality, it is not sensible to throw people together and
expect them to network effectively. Julia Hobsbawm,
the new Visiting Professor in Networking at Cass
Business School, has identified five key areas where she
thinks a new approach to networking matters:
 eople should be cultivating their ‘weak ties’ – those
P
individuals encountered casually or unexpectedly
who could develop into new and useful relationships.
Potential networks are everywhere and not always in
work-related places.
T
 echnical knowledge of a job role or organisation is
a given in anyone with any professional ambition.
But ‘loose knowledge’ – what and who we know
outside of work – is also relevant and could also be
useful to career development. Such information
should be exploited appropriately.
The ‘global green room’ – the elite networks that
welcome senior people, but remain closed to those
further down the professional chain – stifles creativity.
Opening up established groups to outsiders and
sharing knowledge and best practice on a more
meritocratic basis could revitalise networks.
‘Marzipan managers’ should be a source of concern
for organisations. These employees sit beneath
the leadership icing and often feel frustrated and
swamped in a sea of email and paperwork. Responsible
employers will encourage them to network for their
own benefit and that of the organisation.
O
 rganisations should aspire to becoming ‘curious
corporations’. In order to flourish and succeed,
businesses must not be too insular and should be
aware of what is happening outside their operation.
To achieve this, they must engage with the broader
world through external networks and informationsharing to generate new ideas.

Contact: haysjournal@hays.com
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THROUGH THE LENS

70%
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Brazilian employers should not be complacent, as,
according to the Hays Salary Guide for Brazil, more
than 70 per cent of professionals in the country are
considering a change of job, hoping for better pay
plus personal and professional development.
The survey, conducted in partnership with
Insper Institute of Education and Research, of 3,500
employees and 700 employers, found that nearly
95 per cent say that non-financial incentives keep
employees loyal to an organisation, and almost all
staff in companies surveyed (97 per cent) consider
non-wage benefits to be important in job offers.
Source: The 2012 Hays Salary Guide for Brazil,
www.hays.com.br
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RISING TO THE CHALLENGE – YOUTH UNEMPLOYMENT

MAKING THE MOST
OF YOUNG TALENT

GETTY

YOUTH UNEMPLOYMENT IS A GLOBAL CONCERN AND THERE ARE REAL DANGERS FOR BUSINESSES
IF THEY OVERLOOK THIS TALENT POOL. SO, WHAT ARE GOVERNMENTS AND EMPLOYERS AROUND THE
WORLD DOING TO HELP PEOPLE INTO THE WORKPLACE FOR THE FIRST TIME?

IN THE US, they are known as ‘boomerang kids’.
Britain calls them NEETs (Not in Employment,
Education or Training). Spanish youths have been
dubbed Generation Zero. However they are labelled,
too many young people have something in common:
they are out of work.
According to the International Labour Organization,
about four in ten of the world’s unemployed are
under the age of 24, with many countries facing the
prospect of a lost generation of talent. The Middle
East and North Africa have the highest rates of youth
unemployment, but emerging economies in East Asia
and Latin America are also increasingly affected. The
crisis-hit eurozone faces huge levels of joblessness
among the young, with Spain and Greece reporting
youth unemployment rates of more than 52 per cent.

This problem has serious long-term implications
for businesses and will have an impact on future skills
and sustainability. Governments, youth organisations
and private-sector bodies have implemented some
innovative solutions, but whether they tackle the root
causes or offer younger workers a real future is unclear.
Like many countries, the UK has seen a rise in youth
unemployment. Official figures show that 8.1 per cent
of 16- to 18-year-olds were classified as NEETs in 2011,
up from 7.5 per cent the previous year. The British
government announced the launch of a £1 billion youth
contract, with plans to introduce a number of schemes
to reduce unemployment. The measure was described
as a “good start” by its Work and Pensions Select
Committee, but not enough to get to grips with the
scale of the problem.
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“WE CAN BE MORE EFFECTIVE
IN TACKLING THIS PROBLEM
BY WORKING TOGETHER”
— TED MILLER, E.ON

Youth unemployment is recognised as a serious
issue even in countries where levels are not extreme.
Austria, Denmark and Sweden have relatively low
levels of young people out of work, but they have still
introduced programmes of government-backed jobs
and training for younger recruits. Switzerland has one
of the lowest rates of unemployed youth in Europe –
7.7 per cent in 2011, according to the Organisation for
Economic Co-operation and Development – but some
of its largest employers, including Credit Suisse, have
taken a proactive approach to supporting future talent.
In 2009, Credit Suisse formed a partnership with six
specialist organisations in the not-for-profit sector and
invested 30 million Swiss francs in an initiative called
Together We Can Tackle Youth Unemployment. This
supports education projects designed to strengthen
skills and helps young people find regular employment.
Zahra Darvishi, Credit Suisse’s Head of Corporate
Citizenship, Switzerland, says: “Our target group
consists of young unemployed people with the potential
for a regular employment relationship, as well as young
people who are currently working, but at high risk of
becoming unemployed.”
Credit Suisse also provides 1,400 places on a young
talent education programme aimed at 15-year-olds
through to university graduates. The bank’s ICT
Switzerland project funds and supports the education
of 1,000 IT specialists.
Germany has a youth unemployment rate of 7.9
per cent, but German employers have been proactive
in helping both their own and other countries’ young
people find work. For the past seven years, family-run
shoe retailer the Deichmann Group has awarded the
annual Deichmann Prize to initiatives run by companies
that support young people who have had a difficult
start in life. These include training schemes and fulltime employment opportunities.
Deichmann’s Director of Corporate Communications,
Ulrich Effing, comments: “Even when the economy
improves, there will be a group that is given no
opportunity to find its place in society – youngsters
who are disadvantaged because of poor education,
learning difficulties, physical or mental disability or a
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background of migration. These young people often
cannot find a training opening.”
This summer, the German government also
announced plans to help Spain’s beleaguered
youth, with the introduction of apprenticeships
run by German companies doing business in Spain.
These businesses will be incentivised to provide
workplace training for young Spaniards.
SOME WAY TO GO
Not all countries are as visionary. There are fewer
18- to 25-year-olds in work in the US now than at
any time since the government started keeping
statistics in 1948, according to research centre, Pew,
a non-partisan think tank based in Washington. Juliet
Schor, Professor of Sociology at Boston College in
Massachusetts, believes that American employers
could do more to help the young unemployed by
sharing hours between jobs, as has been tried in
Germany and the Netherlands. Schor recently wrote:
“If the US got serious about youth unemployment,
employers could start hiring graduates on 80 per cent
schedules, rather than at full-time. That would lead to
between ten and 20 per cent additional positions.”
In Britain, some of the UK’s largest employers
have united in their efforts to create real jobs for
young people. These include the supermarket chain,
Morrisons, Phones 4u, Barclays and energy giant
E.ON, all founder members of the new 16-24 Alliance.

RISING TO THE CHALLENGE – YOUTH UNEMPLOYMENT

ORGANISATIONS CAN
BENEFIT FROM YOUNG
PEOPLE’S DIGITAL SKILLS

52%

GETTY

OF SPAIN AND
GREECE’S YOUTHS
ARE UNEMPLOYED

They are working with specialist not-for-profit groups
offering training courses linked to permanent jobs.
E.ON’s Head of Operational Learning, Ted Miller,
says: “We can be more effective in tackling this
problem by working together. The more collaboration
we have, the better the support we can provide.”
He adds: “If you focus on the specific job roles
needed to fuel growth and work backwards, you’ll have
individuals coming through who can be matched to
the right job opportunity. Then, you match the job to
training and skills.”
One skills training model in which many
governments are investing is the apprenticeship.
Training as an apprentice has long been a path
into work in Germany. Apprenticeships are also a
cornerstone of E.ON’s skills development agenda.
Miller comments: “Apprenticeships are what this
organisation has been founded on, initially through
traditional trades, such as engineering. More recently,
it’s through a broader range of roles across the
business. It’s an excellent way to bring people
into the organisation.”
Some experts warn that young people are ill
equipped to exploit employment opportunities. How
individuals differentiate themselves in the jobs market
forms the basis of Career Skills, a new online training
product developed by Hays.
Gaelle Blake, Head of the Career Transitions business
at Hays, explains: “The Career Skills service has been

developed to help people in searching, applying and
being selected for a job. It covers everything from
networking during the job search to preparing a CV
and making your online profile. It looks at your social
media presence through to the selection process, such
as the workings of competency-based interviewing.
The jobs market has shrunk, but for young people who
can differentiate themselves from the competition,
there will be opportunities.”
Many companies are still loath to hire due to
a lack of business confidence. Interestingly, more
than 70 per cent of UK employers believe they have
a role to play in tackling youth unemployment,
according to a survey by the Chartered Institute
of Personnel and Development, but a quarter have
not employed anyone aged between 16 and 24 in the
past 12 months.
Small and medium-sized businesses could help.
The Financial Skills Partnership (FSP), the UK’s
employer-led body for the financial services industry,
has created an alternative route into the finance sector
for graduates through its Graduate Foundation College
and wants smaller employers to join.
FSP’s Chief Executive, Liz Field, comments: “This
initiative will be hugely beneficial to small and mediumsized businesses by tapping into the framework put in
place by larger employers. These graduates can be the
new blood needed to lower firms’ age profile, the talent
to meet new regulatory requirements and the creative
catalysts to help businesses grow.”
There are also business risks to not recruiting younger
people. The valuable digital skills that many young
people possess are vital to employers that want to grow
and be competitive. Research from telecoms giant
Telefonica, which owns the O2 brand, revealed that
while more than three-quarters of firms acknowledge
that young people have important digital skills, fewer
than a quarter plan to offer a first-time job or training
role to a young person in the coming months.
O2 has a number of initiatives supporting young
people, including an increase in paid apprenticeships
and internships. Ann Pickering, HR Director of
Telefonica UK, says: “At O2, almost 25 per cent of our
people are under 25, so we see first-hand the benefits
that young people bring to our workplace.”
Pickering concludes: “Businesses need to open their
eyes to today’s youth, a community of digital natives
with the vital skills that many businesses are crying out
for. They ignore this generation at their peril.”

FOR MORE INFORMATION
For further details on Hays’ Career Skills, visit:
careerskills.hays.com
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THE RIGHT
IMPRESSION
ONBOARDING EASES A NEW RECRUIT INTO AN ORGANISATION, FROM THEIR FIRST INTEREST IN
A JOB UNTIL THE FIRST DAY OF WORK. IT CAN ENSURE A CANDIDATE’S SUCCESS IN THEIR ROLE –
BUT TOO FEW COMPANIES GET IT RIGHT, ESPECIALLY WHEN IT COMES TO SENIOR HIRES
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IN THE WORKPLACE: ONBOARDING

MEET THE TEAM:
ONBOARDING GIVES
COMPANIES AND
NEW HIRES THE
OPPORTUNITY TO SET
OUT THEIR VALUES
AND APPROACH

HOW NEW STAFF are managed into a business can
be the difference between an ultimately successful
hire and one that is destined to fail. Onboarding
is an increasingly common process, designed to
help an employee make the transition into a new
organisation, from the initial point they become
aware of a job through to their first day in the
workplace. However, it remains a relatively new
concept in many companies and, in some cases, the
full procedure has been neglected in the most senior
and important appointments.
“Onboarding was never really thought about in
the olden days, by which I mean ten years ago,” says
Tim Cook, Global Head of Digital & Innovation at Hays.
“It was more sink or swim. Then you started to see
a general professionalism behind the process, and
some organisations now do it really rather well.”
At junior levels best practice onboarding
typically includes sending new recruits company
information before they join, preparing a personalised
workstation for the individual, introducing them to
their colleagues and key stakeholders both formally
and informally ahead of time, as well as providing
them with a peer-buddy. However, this commonsense and straightforward approach can be ignored
higher up the recruitment ranks.
Many executive hires are given vital data before
their first day, such as the names of key stakeholders,
top-line figures and detailed project information.
However, some other essential elements of the
company, including organisational culture, values
and working processes, are sometimes overlooked
in the onboarding process.
In particular, Cook believes that when an
organisation is looking to fill the top job, the
processes usually applied to more junior staff are
often not employed, leaving the chief executive
officer (CEO) to find his or her own way. He says: “It’s
much less likely that you have a formal onboarding
process in place when hiring your CEO because you
only do it once in a blue moon. But the risk increases
the more senior you go. Getting a senior leader
wrong from the outset is a fundamental problem for
any business.”

“WHEN YOU JOIN AS

THE CEO, YOU DON’T
HAVE A MANAGER,
SO THERE’S NOBODY
WHO CAN SHOW
YOU THE ROPES ”
— SHANE BUCKLEY, XIRRUS

In July 2012, Shane Buckley became the new CEO
of the US wireless network leader Xirrus, having
previously led computer networking firm NETGEAR.
Buckley is full of praise for the onboarding process
he experienced on joining Xirrus, but admits that it is
often overlooked for executives. “When people
join companies in a more junior position, typically
their manager will coordinate with HR, introduce the
job role, the expectations and the deliverables. When
you join as the CEO, you don’t have a manager, so
there’s nobody that you report to who can show you
the ropes. Largely, it’s: ‘We’ve brought you in; it’s your
company. Now, you’ve got to figure out what you
need to do’.
“I think some new CEOs fail because, within a
three- to six-month period, they’re not able to sort
the wheat from the chaff and really understand what
is meaningful to the business and what isn’t.”
Buckley’s onboarding at Xirrus began during the
recruitment process, with informal meetings with
key people to ensure that there was chemistry and
a fit between both parties. On his first full day, his
onboarding merged seamlessly into the induction
process, with an all-company meet and greet, as well
as a meeting for the senior leadership. The following
days included department meetings and sessions
with the CEO for small groups of between six and
eight employees from a mix of departments.
There were also informal breakfasts and lunches
to allow the new boss to meet his staff, share
information about his and their backgrounds and have
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“HELPING NEW HIRES TO UNDERSTAND THE

CULTURE OF AN ORGANISATION AND TO
GRASP THAT INFORMAL SIDE OF THE BUSINESS,
WHILE GETTING FEEDBACK, IS CRITICAL”

— PETER BROWN, PWC

conversations about what employees thought was
going well and what could be improved.
Time spent on cultural cohesion and aligning values
before the first day of work is not merely nice, but
essential, insists Buckley, and that is particularly true
for senior hires. Cook agrees: “If a senior leader comes
in to meet the team and to meet his or her reports, it
removes a lot of the fear of the unknown. It becomes a
lower-pressure environment.”
“At senior level, helping new hires to understand
the culture of an organisation and to grasp that
informal side of the business, while getting feedback,
is critical,” observes Peter Brown, HR Consulting
Partner at PwC. “How are they likely to be perceived,
what are their perceptions of the organisation and is
there any misalignment?”
Certainly, the potential damage of creating a bad

hire by failing to manage an individual into a business
is great. Some estimates suggest that the financial
cost to an organisation can be up to 14 times the
employee’s salary, though the Chartered Institute of
Personnel and Development (CIPD) puts this at a
more modest level of between four and six times’
base salary, depending on the seniority of the person
in question. Either way, having an effective
onboarding process can go some way towards
avoiding such costly errors and can vastly improve the
probability of a cultural fit.
Brown concludes: “Making sure that the individual
is given the time and tools to develop relationships and
networks does pay dividends further down the line.”

FOR MORE INFORMATION
Contact: haysjournal@hays.com

INSIGHT

WHAT IS ONBOARDING?
COMMUNICATING COMPANY VALUES FROM THE START

CONTRARY TO popular belief, onboarding

does not start on day one of a new job. Induction or
orientation programmes are designed to help new
arrivals learn the ropes. They effectively take over
where onboarding leaves off. Onboarding begins
before the new employee has started working, from the
moment that he or she is in the running for the job.
“Onboarding starts at the first touch of the
business, which might even be the job advertisement
or approach by a recruiter,” says Tim Cook, Global
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Head of Digital & Innovation at Hays. The onboarding
process starts well before any contracts are signed.
Time should be put aside as part of the early
recruitment process to explain the culture of the
organisation in some depth. An organised company
should also ensure that most of the necessary
paperwork and the employee handbook are
dispatched to a new joiner well ahead of their first day,
not only to reduce the inevitable clutter and confusion
of the early stages of a new job, but also to get them
engaged with the new firm as early as possible.
Shane Buckley, CEO, Xirrus, adds: “It’s a bellshaped curve. There’s a frenetic level of activity at
the beginning – everything is new, from systems and
terminology to the building layout. Then, as the weeks
progress, that exponentially declines. I think induction
is a three- to six-month process for most people. But
there are nuances to a business that take quite a while,
sometimes even years, to understand.”
It is these very nuances that can be communicated
from the start if an effective onboarding plan is in place,
establishing the company ethos at the get-go. As Cook
explains, “As a company, you only get one chance to
make a first impression.”

REGIONAL SNAPSHOT

CANADA CALLING

WITH A PROMISING ECONOMY AND EXPANDING NATURAL RESOURCE-LED INDUSTRIES, CANADA
IS NOW DEALING WITH THE CHALLENGE OF MAINTAINING A SUITABLE, SKILLED WORKFORCE
Rowan O’Grady, President of Hays Canada, believes
the issue requires immediate action. He says: “The
ageing workforce is a concern for almost all of our
clients. One company admitted its management team
would all retire in the next ten years. We need to work
with our clients on succession planning and turn it into
a five-year objective, identifying people in the company
who could move up.”
Almost eight out of ten Canadian companies
believe a lack of suitable, skilled candidates is the
biggest challenge in attracting top talent, a recent Hays
poll found. This is particularly true of the oil, gas and
mining industries. O’Grady adds: “They need highly
skilled people who will be based in remote locations.”
Canada is not the only country with a growing fossil
fuel industry, so competition is international. The oil and
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CANADA’S ECONOMIC SUCCESS has been
fuelled by natural resources. The country continues to
grow at a modest rate, following its mining boom of
recent years. But the world’s tenth largest economy
faces the dual challenges of a shortage of skills and
candidates, plus a rapidly ageing workforce.
According to research from the Toronto Dominion
Bank, Canada will need 360,000 immigrants every
year from 2016 if it’s to maintain adequate growth in
its workforce. One problem is that many Canadians
are reaching the end of their working lives. Last year,
the first wave of baby boomers reached the retirement
milestone and 2016 will see the first major wave of the
post-war population giving up work. More than 42 per
cent of the country’s population is now between 45 and
64, compared with 29 per cent two decades ago.
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CANADA CALLING

CANADA IN STATS

68.5%
SHARE OF THE
WORKING-AGE
POPULATION

42.4%
PERCENTAGE OF TOTAL
WORKING AGEPOPULATION AGED
BETWEEN 45 AND 64

AAA
FITCH RATINGS
INVESTMENT GRADE

gas industry is the most open to taking candidates from
overseas; IT is second; mining and resources is third; and
construction is fourth.
Canada’s Immigration Minister, Jason Kenney,
reinforced this message recently when he said that skilled
foreign migrants were desperately needed for roles in IT,
engineering, welding and video games programming.
O’Grady believes that in order for these industries to
remain globally competitive, the Canadian government
must continue to make immigration procedures easier.
“Canada’s immigration process can be frustrating for
businesses recruiting from overseas,” he explains. “We
had a client that was keen to get a highly skilled surveyor
and found the ideal candidate in Ireland, yet they faced
a process that they felt was too slow and uncertain,
so did not hire the person. Although some significant
improvements have been made by the government, there
is still some way to go to having a system that meets the
requirements of the economy.”

“THERE ARE MANY

OPPORTUNITIES IN
GROUPS OF PEOPLE
NOT CURRENTLY
REPRESENTED THAT WELL
IN THE MINING INDUSTRY”
— DAVID BAZOWSKI, BC MINING HR TASK FORCE
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Critics have spoken out about forthcoming changes
to immigration law that will see the residency applications
of foreigners under the age of 35 prioritised over others.
Currently, the points-based system favours people up
to the age of 49, but the new rules are part of a package
of measures to counterbalance Canada’s native ageing
population. Some fear this new focus on younger
applicants could dissuade talent in their late 30s and
40s with vast amounts of professional experience from
attempting to work in the country.
However, natural resources continues to be one of the
bright spots of the economy and opportunities abound
for professionals in related areas. Official government
statistics shows that the energy, mining and forestry
sectors drive about 20 per cent of Canada’s economy.
About a tenth of all jobs in Canada are accounted for
by these sectors. Commodity prices remain strong for
gold, silver and oil, and growth in the mining industry in
particular continues, but skills shortages are evident. A
recent Hays report highlighted that more than 60 per cent
of employers say that they, too, were prepared to look to
other countries for qualified candidates.
In the next few years, there are plans to build several
liquefied natural gas facilities in northwestern British
Columbia. These plants and the associated infrastructure
will require thousands of additional workers, ranging from
engineers and project managers to tradesmen such as
welders and electricians, to design, build and operate the
facilities. Finding and relocating these workers to remote
parts of Canada will represent a serious challenge to these
projects and to Canada becoming a significant exporter of
natural gas. While average compensation in the Canadian

REGIONAL SNAPSHOT
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oil and gas industry is better than average compared with
other oil-producing nations, compensation and nonfinancial benefits will likely need to rise more quickly to
attract this additional talent.
“We’re in a war for talent in the global mining
industry,” says Tania Craig, Director of Global Recruitment
at the Toronto-based Barrick Gold Corporation, the
world’s largest gold mining company. “We’re all looking
for engineers and every company has a recruitment need
for skilled workers over the next five to ten years.”
The so-called greying of the population is an issue
in this sector, like many others. “A lot of our workforce is
coming up for retirement and we don’t have the same
rate of people entering the industry,” Craig says. “It does
create a gap, both nationally and internationally.”
The BC HR Task Force – Exploration, Mining, Stone,
Sand & Gravel, was formed in 2007 to address this issue
after it was calculated that more than 10,000 new hires
were required for the mining industry by 2021, but not
enough native talent existed to meet that need. The
Task Force also plans, develops and implements pilot
programmes to ensure the mining industry in British
Columbia has the talent it needs across all areas of mining
to support the growth of the sector.
In December 2011, the British Columbian provincial
government gave more than a million Canadian dollars
to support the work of the Task Force. The money will
be used to develop HR strategies designed to meet the
increasing demand for skilled labour in the province’s
mining sector. The three-year project will identify the
industry-specific training, educational and promotional
needs required to keep pace with this growing sector.
“Canada is viewed as a mining leader and we want
to develop our own talent pool through education and
training. Hence the reason we have recently developed
the curriculum in high schools,” says David Bazowski,
the Task Force’s chairman, who has a background in
HR and mining. “Professional careers in geology, metal
engineering and operating all require training. Canadian
companies have recruited offshore, but people are also
leaving the country to pursue opportunities overseas at

POPULATION OF CANADA

7.3% ARE
UNEMPLOYED
TOTAL POPULATION
33.5 MILLION
14% ARE SENIORS
(65YRS AND OVER)

senior management and professional level. Those skills
need to be developed and replaced.”
The project will have a strong focus on youth and
under-represented groups, such as women, aboriginal
people and new immigrants to Canada. “There are
many opportunities in groups of people not currently
represented that well in the industry,” adds Bazowski.
“Our research shows that just 16 per cent of all jobs in
mining are held by women and only five per cent of those
are in non-traditional roles such as trades and equipment
operators. Yet, evidence suggests that women who do
currently work in these areas make exceptional operators
and tradespeople. The mining industry is also the largest
private-sector employer of aboriginal workers, but there is
more scope to increase that participation, as many mines
are in rural locations near First Nation populations.”
The mining industry also has a convincing marketing
job to do and it is hoped that a new reality-television
miniseries about careers in British Columbia’s mining
towns will help promote the professional opportunities in
the sector. The show, Mining Your Future, is to be shown on
Canadian television, showcasing 24 of about 120 potential
mining jobs. The whole project has had the support of the
Task Force.
“The BC Mining HR Task Force supported this pilot
series because British Columbia faces a critical labour
shortage due to the ageing demographic,” explains
Bazowski. “About 40 per cent of our industry is over
the age of 50. Plus, we have the pending shortfall of the
10,000 new recruits needed by 2021.”
Tania Craig also supports this story-led approach.
She concludes: “The most important thing a company
can do is give potential candidates a flavour of what it’s
like to work for it. A big campaign we recently launched
was to create some video content about what the life and
culture is like at Barrick globally. We visited several of our
sites around the globe, interviewing a few of Barrick’s
remarkable people about what they do and what they like
about working for Barrick. I think this will act as a great
tool for individuals to learn more about our culture and the
mining industry as a whole.”

FOR MORE INFORMATION
Visit the Hays Canada website at www.hays.ca

HAYS JOURNAL ISSUE 4 47

SOLUTIONS IN
RESOLUTIONS
WHEN DISPUTES ARISE IN THE WORKPLACE, HR IS LIKELY TO BECOME INVOLVED.
BUT WHAT IS HR’S ROLE BETWEEN THE WARRING PARTIES AND WHICH RESOLUTION
METHODS CAN DEFUSE THE PROBLEM AND AVOID COSTLY LITIGATION?

EMPLOYMENT LEGISLATION DIFFERS vastly
between countries and no one disagreement between
employer and employee is the same. However, the
principles of resolving workplace disputes are common
and can be adopted widely. HR departments need to
ensure that both they and line managers are confident
in the methods available to keep disputes from
escalating. Whether employing conciliation, arbitration
or mediation techniques, it is important not to forget
the basics, however obvious they may seem.
“Some organisations become so engaged in the
process itself that the thing we all yearn for, to be heard,
48 HAYS JOURNAL ISSUE 4

is forgotten,” says Clive Lewis, former UK HR Director
of clothing giant Gap and now a workplace-dispute
resolution specialist.
“Be fair and consistent,” adds Mike Emmott, Public
Policy Adviser at the Chartered Institute of Personnel
and Development. “Follow procedures that you have
written down. Find out what has happened. Give people
a chance to explain things as they see them.”
While managing workplace disputes is part of
HR’s remit, they should not be the default people to
approach. Line managers must also take responsibility,
says Jim Wright, Partner at law firm Cobbetts.

TRICKS OF THE TRADE: DISPUTE RESOLUTION

“WHERE POLICIES REFLECT
THE ABILITY OF PEOPLE
TO EXERCISE THEIR
COMMON SENSE, YOU
CAN AVOID DISPUTES”

GETTY

— JIM WRIGHT, COBBETTS

“Managers should be skilled in and able to deal with
dispute-related issues and have policies written to
reflect that these are their responsibility,” he observes.
Line managers need training in areas ranging from
having difficult conversations to understanding equality
and diversity. In particular, they need to be skilled
in managing performance and dealing with underperformance, as it is often this area that gives rise to
individual disputes and grievances.
Sensible policies about areas such as remuneration
and behaviours to be rewarded – plus clear, transparent
job descriptions, objectives and performance
requirements – are essential. “Where policies reflect the
ability of people to exercise their common sense, you
can avoid disputes,” says Wright. “I see a lot of policies
that guide people towards an immediate escalation to
HR, which is unnecessarily formal.”
This can create the image of a faceless organisation
pitched against an individual. To avoid this, companies
should be prepared to name the person who will
make a decision about the dispute, Wright advises.
Gill Trevelyan, Area Director for Equality and Diversity
Policy and Performance at ACAS, the British conciliation
service, adds: “Consulting with employees and
employee representatives, such as trade unions, on
how dispute policies should look is crucial.”
Even before a formal grievance is lodged, line
managers and HR should address any potential disputes
early, possibly informally, Wright advises. Emmott
agrees, saying that the best approach is “face-to-face,
without getting too procedural”.
If things progress beyond this stage, policies should
be clear about how best to proceed. Conciliation,
mediation and arbitration may help resolve or settle
disputes. The appropriateness of the mechanism
depends on the grievance itself and the objectives
of the parties, says Julio Cesar Betancourt, Head of
Research and Academic Affairs at the Chartered
Institute of Arbitrators. “In cases where the parties
are willing to cooperate with each other in a nonadversarial setting, mediation and conciliation
would be more appropriate, since it would allow the
disputants to control the way in which the dispute will
finally be resolved,” he says.
Mediation is a popular approach globally. Australia
has a long history of using mediation to resolve
workplace disputes, and organisations in New Zealand

have a culture that encourages people to mediate. The
US also favours this approach. Trevylan comments: “We
are also getting quite a lot of interest from organisations
abroad, such as in China and South Africa.”
Organisations with a global reach must also be aware
of the cultural sensitivities in the different geographies
in which they operate. UK government department
the Foreign & Commonwealth Office (FCO) has been
shortlisted for awards for its successful revision of its
grievance procedures. In 2010, the FCO introduced
trained mediators, grievance investigators and volunteer
dispute-resolution coordinators in its offices across
the world. This had the effect of dramatically reducing
the cost of the grievance process and speeding up the
resolution of disputes, all the while respecting local
cultural and language issues.
Employers should be prepared for unforeseen
problems and try to find a sensible and pragmatic
solution. There are currently too many firms who still
fear that admitting to a problem in the workplace is
accepting liability. But Wright believes that this fear is
misplaced. He says: “Most frequently, employees are not
looking for a payout.”

FOR MORE INFORMATION
Contact: haysjournal@hays.com

INSIGHT

WAYS OF RESOLVING
A DISPUTE
FORMAL RESOLUTION METHODS EXPLAINED

CONCILIATION

An independent conciliator is deployed by the organisation
and the employee to try to negotiate a settlement by
seeking concessions. They meet independently – parties
do not have to face each other. Conciliation offers a way
for HR to get involved or take the lead. This process often
ends in a financial settlement.

ARBITRATION

An independent and qualified arbitrator takes on a role
similar to a judge to decide how the dispute can be resolved
by hearing both sides of the dispute and then making a
decision. Both the employee and the employer are bound by
the arbitrator’s decision. These tend not to be employed in
individual disputes, but can be used in collective disputes.

MEDIATION

Parties meet separately, then together, with a neutral third
party to try to resolve the dispute in a confidential, informal
and voluntary way without prejudice. The solution may take
a day to reach and is usually put in writing. Mediators may be
internal or a third party.
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LAST WORD

TACKLING A
NEW POSITION
WHEN PROFESSIONAL RUGBY PLAYER HUGH VYVYAN
REALISED THAT HIS PLAYING DAYS WERE COMING
TO AN END, HE DECIDED TO MOVE FROM SPORT TO
FINANCIAL SERVICES AND A CAREER IN INSURANCE

Q.

Q.

DO YOU THINK MORE COMPANIES ARE
SEEING THE ADVANTAGES OF LOOKING
TO OTHER DISCIPLINES AND SECTORS FOR
POTENTIAL TALENT?
I think so. People from backgrounds like professional
sport or the military, for example, can have a huge
amount to offer. Values such as teamwork, trust and
determination harnessed in the right way can be very
beneficial in a commercial environment. It does take
time to develop someone who comes from a different
discipline, but if they have the right work ethic they’ll
be able to learn the skills needed to do the job well.
In a rugby team, for example, everyone has a clear
understanding of their role. Companies can learn from
sport played at the highest level and the preparation
that enables individuals to perform under pressure.

Q.

ARE RECRUITERS MORE PREPARED TO
CONSIDER PEOPLE FROM UNCONVENTIONAL
PROFESSIONAL BACKGROUNDS?
People coming into a new industry showing the
willingness to pursue accreditation and professional
qualifications to develop expertise should impress
recruiters and employers. It can be an advantage in the
job market. The Personal Development Programme
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HUGH VYVYAN IN HIS
RUGBY-PLAYING DAYS

at Saracens helps players get work experience in a
variety of fields or puts sportspeople through college
or university to gain qualifications. It’s pretty much
compulsory for first-team players to have something
going on outside rugby with a view to the future.

FOR MORE INFORMATION
Contact: haysjournal@hays.com

FRESH PERSPECTIVES
INCREASING NUMBERS OF firms are seeing
the benefit of hiring from outside their industry.
Candidates from non-conventional backgrounds
such as the military, sport, law or science can
bring a fresh perspective, challenge the status
quo and serve to diversify the talent pool.
Recruiting from non-traditional labour pools
has also become essential in industries that are
suffering from acute skills shortages, such as
manufacturing. American banking giant Wells
Fargo announced in 2011 that it would look to
career-changers to swell the shrinking ranks of its
financial advisory business. Even the UK police
force has considered bringing in senior recruits
from outside policing to address the issue of
diversity in the organisation.
But this type of alternative recruiting can
have its drawbacks. There are concerns that
talent from a very regimented background may
be too used to hierarchical structures to flourish
in a non-hierarchical culture or environment. The
most important thing, as always, is to make sure
the individual suits your organisation’s style.

GETTY

HOW DID YOU DECIDE WHAT TO
DO AFTER YOUR SPORTING CAREER?
I started working in the City of London one day each
week, five years ago, initially in wealth management
at Merrill Lynch, which seemed an attractive job at
the time. Following the financial crisis, that was no
longer an option, though. I got in touch with Ellis
Clowes, a Lloyd’s insurance broker, through RUINN,
the networking group – I’m a founder member – and
discovered they wanted someone to develop their
insurance business in sport and rugby. During my last
year playing for Saracens Rugby Club, I went part-time,
working for Ellis Clowes three days a week and training
with Saracens for the other two. It was busy juggling
the two commitments, but I was coming out of one
industry and starting at the bottom of another. You’ve
got to work doubly hard to understand what’s going
on and to learn a different set of skills.
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we live, with the prolonged effects of the economic downturn still creating uncertainty in many
parts of the world, contrasted with the lightning-fast developments of new technology that
constantly present us with new ways of communicating and working. There is one certainty in
this rapidly shifting landscape: we must all learn to adapt in order to survive and flourish.
This is certainly true of the HR function. Our cover feature explores how HR is evolving in this
challenging climate, becoming a more commercial and accountable part of an organisation.
How best to manage, locate and develop talent varies according to where a company operates
and HR professionals must be quick to recognise and respond to the true needs of a business.
Social media has become a part of our everyday lives and employers are faced with the
challenge of how best to use this powerful medium. These new forms of communication offer
companies a great opportunity to position themselves as employers of choice, but this fastmoving field demands insight, resources and fresh, relevant content to succeed. Businesses
should also be aware of the risks of engaging with social media, as we discover.
The technological revolution has seen a great change in the way people network.
The internet has opened up a new world of potential contacts, as well as opportunities for
companies to use online networks. We look at how individuals and organisations are using
virtual networks and find that there is still a place for face-to-face contact in a digital age.
In our profile, we talk to Paul Robinson, Head of Reward and Mobility for Arup, a company that
takes a very different approach to the management and development of its people. He explains
the challenges of measuring staff and introducing change in a firm based on a cooperative model.
Youth unemployment is one of the greatest worries of the modern age. The growing
numbers of young people struggling to find work is a cause for concern for companies
globally, as well as governments. We look at the initiatives employers are introducing to
help tackle the youth jobs crisis and prevent the creation of a lost generation of talent.
Elsewhere, we question whether companies are getting to grips with the concept of
onboarding. Plus, we have analysis of employment trends in Canada, a country whose
natural resources boom has revealed a shortage of qualified candidates and that faces
a further skills crisis as its ageing population moves towards retirement.
For those who have the vision and courage, times of change offer great opportunities. I hope
that this issue highlights areas where there are reasons for optimism and inspires debate about
what more should be done to address some of our greatest workforce-related challenges.
ALISTAIR COX, CEO, HAYS
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IF this edition has one overarching theme, it is one of change. This reflects the times in which
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We don’t build skyscrapers, but we find the architects
to shape city skylines.
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We don’t teach children, but we place teachers
who can inspire our future generations.
We don’t explore for oil and gas, but we
dig deep to find talent for those that do.
We don’t build computers or design software,
but our networks know how to find the experts.
We don’t look after savings or pensions.
We don’t administer justice, nor do we heal the sick.
But we do connect the organisations that do all these
things with the people that can.
We believe there’s nothing more rewarding
than placing the right person in the right job
at the right company at the right time.
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The world of work.
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