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congestion of many towns and cities around the world can make it feel as if you spend as
long getting to your desk as you spend at it. Spare a thought for those flying into the office
over choppy seas, though – their commute is a far fiercer affair.
The dangerous workplaces featured in our cover story are a fascinating case study.
The excitement of an unusual or dangerous job attracts thrill-seekers – be it to a remote
oil platform or the midst of a humanitarian crisis. While these passionate and emotional
individuals can be the best people for the job, they aren’t always keen to play by the rules
when it comes to danger. How, then, do you manage them in a way that gets the best out of
them, without exposing your people – or the business – to unacceptable levels of risk?
Two of our other focuses this issue address decidedly different tales of the workplace.
The first looks at much gentler environments than those on our cover: today’s luxurious
places of work. We ask if the cool, convention-defying offices of the technology sector are an
example of form over function, and whether such environments can make a positive impact
on performance when applied in other sectors. Do bean bags and chill zones engage your
organisation’s ‘big kids’ into better, more productive work, or are they simply a gimmick?
The second addresses the implications of an office growing up – albeit in terms of size
rather than age. When an organisation’s founders are unable to lead and manage their
workforce, it’s time for middle managers to be brought in. However, if you are creating this
layer from scratch, what should that management tier look like? Who should it report to?
And how should it be run?
Our other major feature this issue is a very personal focus on a universal theme. We
speak to seven female senior executives about their careers in what remains a maledominated world of work. There has been a huge amount written on why senior leadership
is not divided equally in the world’s executive suites. We decided to simply let women who
have succeeded tell their stories so far. What emerges is a fascinating study in self-belief,
commitment, bloody-mindedness and steadfast integrity. All of which, I’m sure you’ll
agree, will serve any executive well in their future career, wherever and whoever they are.
ALISTAIR COX, CEO, HAYS
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TOPICAL SNAPSHOTS

BRIEFINGS
MAJORITY OF BOSSES DISAPPOINT THEIR EMPLOYEES

the components of engagement in general, that are
measured by consultancy Towers Watson.
Publication of the study coincides with a period
in which employees increasingly expect their
employers to know their needs and meet them, just
as they have been told for decades that it is their
responsibility to familiarise themselves with their
customers’ needs and meet them.
Towers Watson found that 70 per cent of
employees agree that their organisation should
understand them to the same degree that they are
expected to understand customers. However, less
than half (43 per cent) report having an employer
that understands them in this way.
Perhaps partly as a
result, the study found
low levels of highly
engaged workers, and
THREE IN FOUR EMPLOYEES ARE
that close to a quarter
ENGAGED WHEN THEY FEEL THEIR
of employees are
BOSSES ARE EFFECTIVE
actively disengaged.
In such a context, it
is essential for companies to understand the
factors that drive sustainable engagement, says
Towers Watson.
Sustainable engagement requires strong
leaders and managers and, in companies where
both leaders and managers are perceived
by employees to be effective, 72 per cent of
employees are highly engaged.
That said, fundamental issues – base pay, job
security and career advancement opportunities
– still matter most to employees globally when
deciding to join or leave an organisation and so it
is essential for organisations to be competitive in
these areas.
The Towers Watson study – based on responses
from over 32,000 employees across a range of
industries in 26 markets – is designed to provide
a detailed view of the attitudes and concerns of
workers around the globe.

72%

LESS THAN HALF of employees worldwide

think their top management is leading “effectively”,
according to the Towers Watson 2014 Global
Workforce Study.
This finding that just 48 per cent of workers rate
their bosses this highly is particularly significant
because the study also reveals that leadership is
the top driver of sustainable engagement, and all

4
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THE FUTURE OF CHANGE MANAGEMENT

GETTY

A REPORT FROM the Institute for Employment

Studies (IES) has identified a need for HR professionals
to manage increasingly changeable environments.
The body claims that developments in the world of work
are “even more complex than we might traditionally
acknowledge”, making it imperative for managers to
improve and adapt their change management skills.
The annual Perspectives on HR report comprises
eight articles, in which experts suggest skills around
coaching and innovation could be used alongside
the traditional HR skillset of project and people
management as workplaces continue to evolve.
Commenting on the report as a whole, Penny
Tamkin, IES Associate Director notes: “These articles
acknowledge the difficulty of trying to second
guess what change is needed.” With developments
happening faster, and with greater scope, she says,
“we need new skills to help us cope with it.”
Sharon Varney, IES Principal Associate, writes
in ‘Organisational change: finding your way as you

“

journey into the unknown’: “In
WHAT
CHANGE
a stable context, those [project

and people management
LEADERS URGENTLY
skills] might be enough, but
NEED ARE GREAT
on changing terrain, we need
PROCESSING SKILLS
something more.
“What change leaders
urgently need are great processing skills – skills of
sense-making and learning,” she says, in order to make
informed responses on issues as they evolve.
Varney says one technique change managers
could adopt is ‘double-loop learning’ – revisiting a
problem with a new approach (and recognising that the
traditional approach could itself be a problem).
Another theme the report highlights is the tendency
among the UK’s HR community to view skills as discrete.
Tamkin warns that competency-based recruitment can
lead to “dispiriting appraisals, narrow recruitments, rote
learning and the downplaying of theoretical knowledge
to the broader detriment of agility.”

”
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GLOBAL MOBILITY STRATEGIES BEHIND THE TIMES
BUSINESSES ARE WASTING money on poorly targeted and
badly managed overseas assignments, according to a PwC survey
of nearly 200 global executives.
PwC’s new Modern Mobility report predicts that the number of
people going on global assignments will increase by 50 per cent
by 2020, with nine in ten organisations looking to increase the
number of globally mobile employees over the
next two years.
ORGANISATIONS’

Despite this anticipated rise, just 8 per cent of
FAILURE TO MEASURE
global organisations are able to accurately put a
cost on their mobility programmes. Three in four
COST AND VALUE WILL
respondents expect to be measuring return on
COST THEM DEARLY
investment from mobility in two years’ time, but
even by 2017, only 49 per cent expect to be able
to do this accurately.
PwC warns that too many HR teams lack sufficient information,
investment and infrastructure to take advantage of global
mobility. Clare Hughes, director in PwC’s global mobility team,
said: “Organisations’ failure to measure the cost and value of their
programmes will cost them dearly in the long run. Many businesses
risk wasting considerable money sending the wrong people to the
wrong places, overpaying for expats when local talent is available
in-country or offering large financial packages when people are
more motivated by the development opportunity.”

“

”

US CFOS EXPECT MORE RAPID WAGE GROWTH
US CHIEF FINANCIAL officers say

CFOs expect more rapid wage growth as the
war for talent warms up this year, according
to the latest Duke University/CFO Magazine
Global Business Outlook Survey.
About 70 per cent of US companies
indicate that wages are starting to
outpace inflation, with the greatest
rises in tech, services and consulting,
manufacturing and healthcare. Around
a third of company CFOs say employee
pay will not outpace inflation, though. The
survey outlined pay rises of less than 2 per
cent in retail or wholesale, transportation
or energy, and communications or
media sectors, where company financial
performance, intense product market
competition and minimal labour market
pressure are keeping salaries pinned.
Although US economic growth has
brought new employment, few of those
new jobs have been for high wages. While
pay increases are far from universal,
they are a positive sign. “The US is finally

6
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entering a new phase in the economic
recovery,” said John Graham, a finance
professor at Duke’s Fuqua School of
Business and director of the survey.
“The first few years of recovery were
‘jobless’ and, even as job growth picked
up over the past year, wages remained
stagnant. Finally, we are starting to see

wage growth for employees that outstrips
inflation. Given that CFOs expect continued
strong employment growth, it is surprising
that wage pressures are not even greater.”
The survey has been conducted for 76
consecutive quarters and is the world’s
longest-running research on senior
finance executives.

BRIEFINGS

AGEING WORKFORCE RAISES
‘BRAIN DRAIN’ FEARS
THE NEWS THAT Australian Public Service (APS) bodies have
increasingly ageing workforces has raised concerns about a ‘brain drain’
from the sector.
While under-25s account for 15 per cent of the national workforce, they
make up just 2.5 per cent of federal public servants thanks to a recruitment
freeze and a growth in outsourcing. Meanwhile, the over-55s is the only age
group that actually saw an increase in numbers.
“APS departments and agencies will need to review the current profile
of their workforce to enable them to plan for both knowledge retention
and succession planning,” said Karen Evans, Managing Director of talent
management agency NGA.net.
“This is no longer something that can stay on the back burner. The expertise
held by the over-45s is an asset to the country, and must be adequately
transferred to the younger generations to avoid a ‘brain drain’ occurring
when people retire.”

MALAYSIANS
‘DESPERATE’ FOR
ON-THE-JOB
TRAINING
MALAYSIA IS LOSING ground on

GETTY

EXPERTISE HELD BY
“THE

THE OVER-45S...
MUST BE ADEQUATELY
TRANSFERRED
TO THE YOUNGER
GENERATION

”

other countries in the Asia-Pacific region
when it comes to occupational training,
according to a survey by Cegos, an
international leader in professional and
continuing education.
It found that there was a significant yearon-year drop in the number of employees
being trained in the country – from
93 per cent in 2014 to 85 per cent in 2015.
“The employee remains the main
instigator of training – more out of
desperation than anything else – and
traditional forms of training, such as
compliance and company training, lead the
way in Malaysia,” the report stated.
There was a small rise in the number
of employees being trained in the region
as a whole – 85.2 per cent of employees
compared with 81.2 per cent last year.
“This survey indicates that the focus is
well and truly back on people development
– in a big way,” said Jeremy Blain, APAC
Regional Managing Director of Cegos.
HAYS JOURNAL ISSUE 9
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ONE IN TEN WORRIED THEY CAN’T RETIRE
A MAJORITY OF UK workers think they should

double pension contributions and one in ten worry
they will never be able to afford to retire.
A new report from the Chartered Institute of
Personnel and Development (CIPD) has revealed
that the average employee pension contribution to
a workplace defined-contribution pension scheme is
currently 5 per cent, but most employees think they
should be saving almost
double that (9 per cent).
Four in ten (43 per cent)
think they should be
AROUND A THIRD OF
contributing more than
10 per cent of their salary UK WORKERS PLAN
to their retirement savings TO WORK FULL-TIME
UP TO RETIREMENT
and almost a quarter
(22 per cent) admitted
they didn’t know how much they should be contributing.
The shortfall between what employees are paying
in and what they think they should be paying in is
highlighted by the fact that more than half of UK
workers have considered how they might work past
state pension age and one in ten people (13 per cent)
are worried that they will never be able to afford to
leave paid employment.
When asked how they plan to retire from paid
employment, 40 per cent of employees said they

32%

want to reduce their hours gradually
from full-time to part-time and
32 per cent plan to work full-time
right up to retirement.
Around 15 per cent haven’t thought
about how they will retire. Private
sector workers are twice as likely to
think this compared with those in the
public sector.
Charles Cotton, Reward Adviser for
the CIPD, said: “The looming pensions
crisis cannot be ignored any longer.
Auto-enrolment has been successful
in getting six in every ten eligible
workers saving through a workplace
scheme, but their ability to contribute
adequately is being severely
hampered by poor wage growth.
“Until the Government and businesses can
tackle the root causes of the UK’s productivity
challenges, we won’t see the wage growth needed
to improve individual pension contributions and
people may need to stay in work a lot longer to
have a sufficient income.”
The CIPD report, Employee Attitudes to Pay
and Pensions, is based on a survey of 2,255
working adults.

‘PAID TIME OFF’ is an increasingly
common topic among employee
benefits professionals in the US, but
most organisations are sticking with
vacations, according to a survey of
US HR professionals by insurance
broker Lockton.
The study found that 38 per cent
of large organisations (with more than
1,500 employees) offer paid time off
(PTO) programmes – a pool of hours
to cover all sick days, vacation days and
personal days, while 75 per cent provide
vacation benefits as a standalone
package. Additionally, 97 per cent
of those that do not offer vacation
programmes opt for PTOs (and
74 per cent of those that do not offer
sick leave do likewise).
The right benefits package can be key
to a successful hire in the US, with nonsalaried benefits making 6.9 per cent
8
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of an employee’s total compensation.
However, effectively packaging time off
is proving a challenge – as is enabling
staff to take it.
It can be easier for management to

collate leave under PTO rather than
through timetables for illness, vacation
and other absences, but doing so risks
diminishing its function as a reward.
According to a report last year from
the US Travel Association and Oxford
Economics, the US workforce forfeits
US$52.4 billion in time-off benefits, with
Americans now taking less vacation
time than at any point in nearly 40
years. Moreover, employees with the
most PTO unused are more stressed and
less successful, with those forfeiting
11–15 days a year 6.5 per cent less likely
to receive a raise or bonus than those
taking their full allowance.
If the US economy is to continue its
recovery, policies that encourage greater
productivity need to be embraced, with
clarity and encouragement towards
taking advantage of leave a priority
for employers.

GETTY

US WORKERS OFFERED VACATION

THROUGH THE LENS

91%

GETTY

Ninety-one per cent of employees in the oil
and gas sector would consider an international
move, according to the latest Hays Oil & Gas
Global Salary Guide.
The findings highlight the global nature
of the oil and gas labour market. Relocation
packages are ranked the fifth most valuable
benefit on offer to oil and gas professionals
(at a value of 16 per cent of the total
compensation package).
Given that hiring managers continually
struggle to find local candidates with specific
niche skills for their projects, companies need
to better understand what drives jobseekers
when they are looking to hire people from
overseas. Tapping into the globally mobile
talent pool will mean offering more competitive
deals with an attractive relocation component.
Source: Hays Oil & Gas Global Salary Guide 2015
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FOCUS — MIDDLE MANAGEMENT

THE
MIDDLE WAY
ESTABLISHING AN EFFECTIVE MIDDLE MANAGEMENT TIER CAN MAKE
OR BREAK A GROWING BUSINESS

is to grow. The ownership and nature of the
organisation will often change along the way, but
what about its managers?
It is common knowledge that growth often brings
with it a crisis of management. Greiner’s growth
model, for instance, describes how organisations
experience different growth phases, segmented
by regular crises demanding major organisational
change. Often, this takes the form of a new source
of funding, a shortage of skills, or the existing
management structure becoming overwhelmed by
its responsibilities.
The latter of these is a common burden for those
making the step from small organisation to medium.
And it is often the most challenging, as it requires
the management team – and usually its founders –
to delegate to a new level of management and stand
back from the daily work they began.
It’s not uncommon for investors to take their
stake in a business on the provision that the
existing management team is changed or removed,
as business founders are rarely the right people
to continue long-term growth. The question for
the individual responsible for a rapidly growing
organisation’s HR structure is: how can you prove

10 HAYS JOURNAL ISSUE 9

you are a facilitator, and not a blocker, of the
coming change?
The key to that is understanding the
process of organisational development
both academically and practically.
GROWING PAINS
When a business’ management team recognise that
they are unable to retain control over day-to-day
operations, it’s time for new managers with specific
responsibilities and reporting lines.
There are several structures open to organisations
looking to put in place a more formal managerial
set-up, suggests Andrew Campbell, Programme
Director for the Advanced Organisation Design
course at Ashridge Business School. He argues
that there are three basic structures: a functional
set-up where the main functions report to the CEO; a
‘unitised’ approach where ‘units’ focused on products,
countries or brands report to the CEO; or a matrix
of units, products and countries (or countries and
market segments), reporting to the CEO.
“The ideal solution, if you have a choice, is a unitised
approach, because it’s easier to manage and each unit
is then largely self-managing, and there are far fewer
conversations which have to happen,” he says.

GETTY

FOR MOST SMALL businesses, the ambition

“THERE ARE A

VARIETY OF
STRUCTURAL
DESIGNS OPEN TO
ORGANISATIONS”
— ANDREW CAMPBELL, ASHRIDGE
BUSINESS SCHOOL

BUILDING THE BUSINESS:
MIDDLE MANAGERS CONNECT THE
STRATEGIC HEART OF THE BUSINESS
WITH ITS FRONTLINE STAFF
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INSIGHT

CREATING MIDDLE
MANAGEMENT POSTS
Don’t think that you have all the answers. Involve as many
people as you can in the redesign. They will all want a say,
and if you deny it, you erode trust
Don’t stop. A redesign isn’t a one-time intervention. It is
the start of change and an ongoing phase of adaptation
Assess your approach. Be honest about whether you are
wedded to a particular structure or methodology because
it is comfortable rather than what the system needs
Be open with your organisation about the assumptions
you are basing your redesign on
Recognise that a redesign is likely to create additional
work. Take the time needed into account and speak to all
those who will be affected
Beware the rhetoric of change. Ban phrases such as
‘landing the change’, ‘change fatigue’ and ‘we are all in
this together’
Keep talking. A redesign is a change programme, and
often one of the first things to go is open and honest
dialogue, just when you need it most
Keep control of contracts. Contract at the outset, and
re-contract whenever the need arises
Source: Roffey Park
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“THE CHALLENGE IS TO
ADD STRUCTURE AT
THE RIGHT PACE FOR
THE BUSINESS”
— NEIL TUNE, FITNESS FIRST

KEEP YOUR BALANCE
Applying the right structure after rapid expansion
in the mid-2000s was a test for international health
club group Fitness First.
“As a company grows bigger it moves to having
more specialists and starts having structures where
the decision-making can be fed through,” says
Neil Tune, UK HR Director. “The challenge is to do
that at the right pace as the organisation grows,
otherwise it can end up being lop-sided – you might
have a very focused sales part of the organisation
but aspects around customer service or people
development haven’t kept pace.”
Another issue is how far specific responsibilities
should be divided between senior and middle
management. In practice, this will depend on
the type of organisation and the nature of its
customers, says Professor Nick Holley, CoDirector of the Centre for HR Excellence at Henley
Business School. In reality though, he says, senior
management should focus on four aspects.
The first is creating the right strategic vision for
the organisation’s continued growth. Second is
building the capability of the organisation to deliver
this, and third is keeping an eye on day-to-day
operations. Motivating their direct reports in middle
management to deliver it is the fourth and final task.
Middle management, by contrast, tends to focus
more on translating the vision into activities. That
means achieving short-term goals and acting
as a conduit between senior management and
employees, says Holley.
HR’S ROLE
HR has an important role to play in developing job
responsibilities and matching these with the skills
of individuals. This includes creating career plans
to help existing employees move into more senior
positions in time.
“Often, smaller companies build roles around
the people and the skills that they’ve got,” says
Tune. “You end up accommodating individuals
with particular strengths or bringing in particular
resources to help with areas where they’re not
so good.”

GETTY

Just when an organisation is ready to consider
implementing more formal structures for middle
management posts is hard to gauge. In 2002,
Campbell – along with his colleague Michael Goold
– developed nine organisational tests to guide the
choice around the design of any structure. These
include ‘strategy’ tests – identifying where the
business wants to focus and where people will need
to be devoted to those activities – as well as an
‘accountability’ test, where the ultimate aim is to get
two functions to work effectively together.
“If the salesforce reports to the head of sales
and the factory reports to the head of factory, it’s
hard to hold either of them to account because
the salespeople will say the factory doesn’t make
the right products and the factory will say the
salespeople don’t sell enough,” Campbell points
out. “You benefit, then, from having someone
looking after both of them, who you can hold them
to account for their combined performance.”
A ‘difficult links’ test has a similar aim; creating
a management post for functions such as HR and
accounting to report into, where that individual,
rather than the CEO, will be able to commit sufficient
time to help functional heads understand each other.

FOCUS — MIDDLE MANAGEMENT

FIT FOR PURPOSE:
ORGANISATIONAL DESIGN
CAN HELP BALANCE
STRATEGIC NEEDS WITH
DAILY OPERATIONS
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As a business evolves, he says, it can begin to define
what is needed in a role, how it is measured, and how
that might benefit its growth.
Fitness First has invested heavily in developing its
team leaders at each club, so they can later take on
general manager posts heading up clubs of their own.
“The gap between being a team leader and a general
manager is quite big, so we have lengthened and
enhanced the development programmes – it gives
them a bit more practical experience along the way,”
he says.
“If we start losing people at team leader level, they
are our potential general managers (who can then
become regional managers), so we would really be
damaging our talent pipeline.”

SPIRITS BUSINESS BACARDI is in the process of
transforming how it is structured around the world, says
Alberto Morales, HR Director for Northern Latin America.
The redesign will help the organisation operate more
effectively in a highly competitive market and better
match the needs of its customers, says Morales. The
changes will follow common themes around implementing
more formal structures or management tiers, he adds, but,
crucially, some individual regional elements need to be
taken into account.
“The first thing you need to understand is the business
plan and where you’re looking to go with it,” he says. “Then
there is the local aspect, and here you need to consider
issues such as talent availability, technology and the
sophistication of talent in different locations. That affects
the design you look to implement.”
Once a structural plan has been designed which
supports the company’s broader aspirations in each
specific location, HR needs to provide clarity about roles
and responsibilities, including outlining the competencies
and skills that are needed for jobs at different levels,
adds Morales.
Career plans for individuals are essential. “Nowadays,
talent is more sophisticated and has access to more
information,” he says. “They know what is on offer out
there. You need to be very proactive in the way you
develop talent, and what you can facilitate as a company.
You need a clear vision on how to get from point A to
point B.”
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GROWTH CONVERSATIONS
It is these kinds of conversations that will have
the most impact on employees, rather than any
theoretical job structure or career path, suggests
Steve Hearsum, a development consultant at the
leadership institute Roffey Park.

REX, GETTY

CASE STUDY

BACARDI

BANKING ON THE FUTURE
The UK’s newest high street bank, Metro Bank, has
made developing career plans for its employees a
central part of its efforts to put in place a middle
management structure.
Each role, says Danielle Harmer, Chief People
Officer, is matched against five key criteria to ensure
it has not been created unnecessarily: its customers,
what the employee needs to know, who they will lead,
how far ahead they look, and what kind of problems
they are there to solve.
Metro Bank has been careful to avoid unnecessary
hierarchy, she adds, preferring instead a flatter
structure where jobs are divided into customer-facing
roles, leaders and specialists.
“Within each of those we have defined career
steps, and we’ve mapped all of our jobs to a career
step in each family,” she says. But she admits this has
required some explanation to employees concerned
about where they sit in the structure, which the
business has partly overcome through personal
reviews held twice a year, where individuals are given
a ‘talent family’.
“If they’re a ‘hero’, it means that their job is
reasonably steady-state, and we think they need
to stay in it and develop,” says Harmer. “If they are
an ‘explorer’, it means that we think they should be
looking at a different job, perhaps in a different job
family. If they are a ‘pioneer’, it means they’re in one
of these jobs that is rapidly growing and the challenge
is to try and keep up with it. If they are ‘revolutionary’,
they are someone we think should do a different,
bigger job.”

FOCUS — MIDDLE MANAGEMENT

“MANAGERS VALUE

HONEST, OPEN
CONVERSATIONS
ABOUT REDESIGNS”
— STEVE HEARSUM, ROFFEY PARK

“Ruggedness is less useful than honesty,” he says.
“If I were a manager, I would value an honest, open
and transparent conversation about the possible
outcomes of any redesign and my new position
within that. I would expect reassurance that my
employer was agile, adaptable, flexible and able to
respond to changes in the environment and their
plans, for the organisation and me. Also, that I would
be in that conversation from the start, and on an
appropriate ongoing basis.”
Roffey Park’s own Management Agenda 2015
research found that 69 per cent of managers
believe they can trust their immediate manager,

adds Hearsum, but it also highlighted poor promotion
prospects as the main reason they leave their jobs.
“Being able to articulate what’s in it for them and their
career is key to retaining your managers.”
A further challenge is the need to ensure that staff
buy into – and retain – the wider company philosophy
and values as it grows. “You need to make sure new
appointments buy in before you give them the job,” says
Campbell, to ensure that managers entering the middle
tier are aligned with the way the organisation has been
set up. A well-documented organisation model helps, he
adds, along with an articulated strategy, but the key is to
explain the model to them and to make sure incentives
are aligned with the model, “so they are at least paid on
the right outcomes”.
But managers and leaders need to work hard to
ensure the culture of the business is not lost in any
organisational redesign, warns Holley. “The key
consideration is: what made you successful, that
allowed you to grow? And, how do you retain this while
balancing it with more control?” he says. “I am not
saying you don’t need structure, but it isn’t enough.
It can never replace trust and commitment.”
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THE WORLD OF WORK IN NUMBERS

STATISTICAL SNAPSHOT
CEOs EARN MORE
THAN YOU THINK
ACCORDING TO ONGOING

research from Harvard University,
the gap in pay between CEOs and
the average worker is huge – and far
larger than the public believes.
The disparity is particularly
shocking in the US. In the 1960s, the
typical CEO earned 20 times as much
as the average employee; today, it
could be as much as 354 times.

Poland
5.0

Researchers spoke to 55,000
people around the world to gauge
how accurately pay disparity
was understood by the public.
In almost all countries, the
public’s ideal pay disparity was
overshadowed by their estimate
and eclipsed by the reality, with
low-scoring Poland still twice the
ratio of the public estimate.
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STATISTICAL SNAPSHOT

INFREQUENT APPRAISALS
UNDERMINE PERFORMANCE FOCUS
ALMOST THREEQUARTERS (72 per cent) of

organisations conduct formal
appraisals only once a year,
meaning the vast majority
of employees are receiving
feedback just as irregularly,
according to a survey from the
Society for Human Resource
Management.
The study, Perceptions
about Performance
Management Effectiveness,
revealed that nearly a third
(30 per cent) of the 391
international HR professionals

“A THIRD SAID

PERFORMANCE
MANAGEMENT
WAS THEIR
PRIORITY”
surveyed reported that
performance management
would be a priority for
their organisation in the
next 12 months, while
65 per cent claimed it would
be important, though not
a priority.
The findings are striking
when viewed alongside the
32 per cent of respondents
who disagreed with the
idea that managers at their

REPORTING
PERFORMANCE:
THREE IN FOUR
ORGANISATIONS
APPRAISE YEARLY

organisation effectively
differentiated between
poor, average and strong
performers. Only 2 per cent
gave their organisation
a rating of A in terms of
performance management,
out of a rating of A to F. In
fact, just 10 per cent gave
their organisation an A-/B+,
while 27 per cent awarded
themselves a B.
Accurate measurement
of performance is becoming
increasingly important in a
tough talent market where
attracting and retaining top
performers relies on the
right salary offer.
Irregular appraisals are
better than no appraisals,
but not significantly so.
Those organisations
wishing to improve their
performance management
should look initially at
simply increasing
appraisals’ frequency
before they can adequately
assess their effectiveness.

MUST TRY HARDER:
ONLY 32 PER CENT OF THE
HR PROFESSIONALS
SURVEYED FELT THEIR
ORGANISATION MANAGED
PERFORMANCE WELL

Source : Perceptions about
Performance Management
Effectiveness, SHRM

TRACKING PROGRESS:
YEARLY APPRAISALS
ARE TOO INFREQUENT
TO SHAPE STAFF
PERFORMANCE
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TALES FROM
THE TOP
WHAT DOES IT TAKE TO BE A FEMALE SENIOR EXECUTIVE IN THE MODERN WORLD
OF BUSINESS? SEVEN SUCCESSFUL WOMEN REVEAL THEIR JOURNEYS SO FAR

GETTY

WOMEN ENTERING THE workplace today encounter a more promising
path than generations before them. While much work must still be done towards
equality, the landscape of senior executive positions, company directors, nonexecutives and business managers is quite different from how it appeared only
decades ago. That change has involved overcoming cultural stereotypes – proving
that either gender is just as capable in a given role – a continuing battle against
an unconscious bias, and a lack of confidence that can often undermine even the
most successful employee.
We talked to seven senior women with careers in major companies and
institutions in different parts of the world, from Europe to South America and
Asia, to discover their source of determination.
Is it hard not to be intimidated if your colleagues are predominantly male?
How often do you encounter dated views regarding women in the workplace?
Can business be balanced with family life? We put these questions to our
interviewees, and each offered her own unique perspective, suggesting that
there is no one way to the top, whether you are male or female, in banking or
in medicine, or in London or Beijing.
Their insights touch on issues such as the loneliness at the top, the challenge
of selling your abilities to yourself before you can sell them to others, how
geography can mean new cultural hurdles and ways to overcome them.
Some of our interviewees recommend mentoring as a way of encouraging
future generations of female workers, and all stressed how important
confidence was.
The universal advice is that being true to your abilities, showing honesty and
behaving in a professional manner are the best ways to get ahead in
business. And these are rules that apply to both genders.
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THE BIG IDEA — FEMALE LEADERS

SELINA SAGAYAM
Partner, Gibson Dunn; board member,
Corporate Finance Committee of the ICAEW;
and Chairman, European Diversity Committee

“To be a success in business,
you have to demonstrate high
standards of professionalism,
ethics, integrity and judgement,
especially in today’s culture. You
have to earn your colleagues’
respect, and being able to
motivate a team is important
because success often depends
on relying on them.
“One of the biggest challenges
for me would be loneliness,
I think. I’ve often been the only
female associate or partner in my
team. I didn’t have any female
role models or formal mentoring
– there was no road map and
very little guidance.
“It’s some ten years since
I heard irate male comments
about a partner who had gone
on maternity leave twice, or
knew the boss who swore at a
professional who told him she
was pregnant. Even if it’s just that
such comments would no longer
be uttered out loud, it’s still a
step towards change. Shared
parental leave has helped.

“But I still come across women
who are too afraid to voice their
plans about having a family.
Some women say the other big
challenge is other women!
“Most people experience
unconscious bias, whether it’s
based on gender, cultural or class
differences. As female executives
have been scarce, I think they
have often been misunderstood.
“How much this will have an
effect depends how entrenched
the attitudes are within the
organisation. If the right tone
is set from the top, it makes all
the difference.
“But you can get through it.
Be true to yourself; focus on
your own strengths, not the
challenges, and don’t turn down
opportunities because you think
they are beyond you. Sometimes
the biggest obstacle is your
own misconception about your
limitations. And at all times, stay
professional.”
Gibson, Dunn & Crutcher is a
global law firm

“SOMETIMES

THE BIGGEST
OBSTACLE IS
YOUR OWN
MISCONCEPTION
ABOUT YOUR
LIMITATIONS”

— SELINA SAGAYAM, GIBSON DUNN
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GILL MELLER
Legal Director & Secretary,
MTR Corporation Limited

“When I moved to Hong Kong ten years ago, I was one of only a
handful of female expatriates among 15,000 employees.
“The biggest challenges I experienced weren’t in dealing with that
though, they were in branching out from my legal comfort zone.
Taking on other areas of responsibility, such as procurement, risk
management and corporate responsibility, meant I had to push myself
to lead and be responsible for functions where I had less experience,
and which came less naturally to me.
“You have to be prepared to step up and take risks in your career,
even if you don’t always feel prepared.
“Women need to be more confident in their abilities and take risks
where necessary, but they need to work out their own way of influencing
situations or getting ahead. That may not be the same as a man’s way.
“It’s important not to overthink these issues though, or to see them
as giant stumbling blocks. Sometimes, you just have to just get on
with things, be yourself, show what you can do and then take the
opportunities as they arise.
“Success does require the right skills, too. It helps to be a rounded
person and not just a technical specialist – that’s so important for
general management roles. And while your core technical skills
are still important, don’t underestimate the importance of your
relationship skills, determination, resilience and confidence.
“Look for role models, but don’t worry if you don’t have a specific
mentor or coach. You’ll need to find your own way.”
The Hong Kong Mass Transit Railway is one of the most profitable transit
systems in the world

ANGELINE CHUA
CFO, IBM Singapore

“CONFIDENCE

IS ONE OF THE
KEY CRITERIA
FOR SUCCESS...
SHOW YOU ARE
CONFIDENT,
TAKE A RISK!”
— ANGELINE CHUA, IBM
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“When there are only a few female managers in the room, as there often
are, it’s easy to feel inferior. Men in countries like Japan and Korea have
certain views about female leadership, and certain attitudes are still
dominant in the corporate world.
“I always believe that by doing my best, the next promotion will come,
but you need to self-market a little as you progress through your career –
I wish I had done this more. You are a product: if you don’t put in the
marketing, people won’t see it.
“I do think it is harder for women. Managing family life is a key
challenge. I am not married, but I can understand that, as a woman comes
up through the organisation, they may feel there is a difficult choice to
be made.
“There can be fewer female role models too, but I think that is
changing as more women play a part in major organisations. We do
come together and share experiences. I agree that family life is an issue
and that historically women have tended to take a back seat. It’s getting
less like that now, though. Confidence is one of the key criteria for
success. If people see an individual who is calm and confident, it gives
them confidence.
“Always try to be confident. In my organisation, women are not always
as confident at speaking up. Show you are confident, take a risk!”
IBM is a global technology and consulting corporation

THE BIG IDEA — FEMALE LEADERS

TIZIANA FIGLIOLIA
Senior Finance Director, Autodesk
China, and board member of the
Expatriate Professional Women
Society China
Asia, but you do sometimes see
the ‘stolen idea’ phenomenon
– when you’re in a meeting and
you make a point, and a male
colleague makes the same point
a short time after and, then,
everyone listens. For me, it
goes back to an awareness of
how we behave. Be confident to
address those instances as they
arise, but do not try to be who
you are not.
“To succeed, honesty is
the most important quality –
about yourself, your behaviour,
what makes you happy and your
ability to succeed. The most
successful people are authentic
and true to themselves. You
need talent and intelligence,
and it helps to be street smart,
but on top of all of that, you
need hard work.”
Autodesk is a global design
software company

ONWARDS AND
UPWARDS:
IN MANY JOB MARKETS,
WOMEN ARE GAINING
INCREASING PARITY AT
MANAGEMENT LEVELS

“HONESTY IS THE


MOST IMPORTANT
QUALITY TO HAVE”

— TIZIANA FIGLIOLIA, AUTODESK

GETTY

“Someone once said to me
that ‘the world will find your
limitations, only you will find
your opportunities’. My advice
to anyone moving up through
the ranks is to never, ever
give up.
“When you go up against
barriers, be confident.
Sometimes women make
things difficult for themselves
by not feeling confident. This
does not apply to me, but I do
see it happening around me all
the time.
“I am one of the few women
in a team of 18 men, but that
hasn’t been the major challenge
you might expect. The bottom
line is you have to go out to
build relationships and trust and
add value, just like anyone else.
“In general, I haven’t sensed
any conscious bias against
female professionals here in
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IVANYRA CORREIA
CFO, Zurich Brazil

“TO SUCCEED AS

AN EXECUTIVE,
IT’S IMPERATIVE
TO PLAN YOUR
CAREER FROM
THE FIRST DAY
ON THE JOB”
— IVANYRA CORREIA, ZURICH
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“I am one of three female directors at Zurich Brazil. We have
a business with a turnover of around US$2 billion and 1,300
employees. I’m responsible for 12 different areas with 138
associates. I have experience as a board member, and dealing
with such a diverse and complex environment is a challenge,
as well as a great opportunity.
“In today’s world, I do believe that in order to have a
sustainable executive career, you need to be emotionally
intelligent and persistent, with a solid academic background.
I got an MBA after my bachelor’s degree and moved from
investment banking to a commodity conglomerate global
logistics provider, before joining Zurich, a global insurance
provider. I have been able to work with smart and competent
executives in different industries, with different financial
challenges and capital structures.
“I haven’t felt any bias against female executives in
general, but in the workplace and as a student, I have worked
mainly alongside men. Most of the companies I work for
have been male-dominated, but I’ve used it as my incentive
to outperform.
“A lot has been discussed about the glass ceiling situation,
an intangible barrier within a hierarchy that prevents women
from obtaining upper-level positions. And it’s true that not
everywhere is equal; last year, The Economist created a ‘glassceiling index’, to show where women have the best chances of
equal treatment at work.
“In order to succeed as an executive, it’s imperative to plan
your career from the first day on the job. As a result, maternity
leave is an event that needs to be considered. To be a working
mother is not an easy task, but it is possible. Actually, for any
executive it’s a challenge to manage both professional and
personal lives. I’m married, I do have a son, and I was able to
handle my personal life and my career accordingly.”
Zurich is a global insurance provider and is active in more
than 170 countries

THE BIG IDEA — FEMALE LEADERS

KARIN RUDLIN
Medical Director and Head of
Neurology and Rehabilitation
Medicine, Uppsala University,
Sweden
“I think it’s important to be true to yourself and realistic
about your environment. Try to make the best of it. Don’t
try to catch opportunities; it’s more important to develop
what you have, because the opportunities will come along
and you won’t see them if you are always jumping around.
“In my early career, I was heading towards becoming an
orthopaedic surgeon, but then I had twins and I chose not
to continue on that path. But afterwards there will still be
opportunities. You need to keep your eyes open and you
have to expose yourself to luck. It won’t happen if you sit
around, keeping your head down.
“I still think that gender is significant; the implications of
biology and social attitudes are very deep-rooted. There is
a tendency in the medical profession for female physicians
to be unseen. I think women usually have to work harder.
If you’re lucky, you will find other women to help you, but
you have to choose them carefully.
“In some ways, it has become more difficult as I have
got older. When I was younger, I was a bit of a tomboy and
could be accepted as one of the boys at work. But when
you are older, that is harder. It’s fine if your male boss is ten
to fifteen years older than you – he won’t feel threatened.
But if your male boss is the same age, he has to be
extremely open-minded, and you have to be very careful.
“For me, the years at home with my children were very
valuable. I think they made me a better boss, a better
listener. When I stopped rushing around so much, I realised
that there were things that I just can’t change. It all comes
back to digging where you stand; know yourself and your
strengths and weaknesses.”
Uppsala University was founded in 1477

“THE YEARS AT HOME WITH

MY CHILDREN WERE VERY
VALUABLE. I THINK THEY
MADE ME A BETTER BOSS”
— KARIN RUDLIN, UPPSALA UNIVERSITY
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SYLVIE WATTS
Executive Consultant and Board
Adviser at Skarbek Associates and
former Partner at Allen & Overy
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“ALWAYS STAY

PROFESSIONAL, EVEN
IF YOU COME HOME
AND POUR YOURSELF
A STIFF DRINK!”
— SYLVIE WATTS, SKARBEK ASSOCIATES

FOR MORE INFORMATION
To hear from more female business leaders, visit
social.hays.com/diversity
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“The key thing is to focus on what you would like to do or
achieve and what you need to do to achieve that. Because
external circumstances are often changing, however, you
have to stay flexible.
“In a profession like law, where there is an emphasis on
years of experience and qualifications, the tendency is to
concentrate on that and go with the flow. But even in these
professions there will be crunch points when the economic
situation deteriorates.
“Keep alert as to what might change, rather than let
circumstances dictate. Know when it is a good time to shift
gear and when you’ve taken an important step up.
“I think you have to take ownership of what you are
doing; professionally you have a responsibility to not
buckle under pressure and to know when to say: ‘This is my
view.’ Be prepared to be brave. I have made more career
changes than usual in my profession, which was risky,
because I did not know how things would pan out, but you
have to be prepared to take risks.
“One of the biggest challenges has been learning how to
deal with difficult people in the workplace – and learning
how to differentiate between a personal reaction and a
professional one. Always stay professional, even if you
come home and unload to your partner and pour yourself
a stiff drink!
“I haven’t experienced any conscious bias against
women, but sometimes there may be an unconscious
bias – for instance, in the choice of sporting events that
a company sponsors, because inevitably men tend to
dominate decision-making in the work environment.
“I passionately believe that finding a balance between
home and work is a challenge for both men and women.
It may have been more of a challenge for women of my
generation, but I don’t think that it is the case now.
“If you want to have a family, you need to have an early
and open discussion with the person you think you might
share your life with and talk about the practicalities,
regardless of whether you’re male or female. Parental
legislation has been tremendously important in the UK, but
I was also lucky that my husband was very supportive.”
Skarbek Associates is a London-based strategic consultancy.
Allen & Overy is a global law firm

THROUGH THE LENS

3%

The Player Care Function at Manchester City Football Club is
worth three points each season – just under three per cent of the
114 points available each year, according to Patrick Vieira, head of
the club’s Elite Development Squad.
In the fine margins of professional sport, that’s a big impact for
an HR department to have.
The function, led by Haydn Roberts, helps attract new
players to the club and settles arrivals and existing players
into life in Manchester and the UK. Taking care of everything
from language lessons to legal and accountancy contacts,
driving assistance, housing, childcare and schooling, the
function serves as the onboarding and advice service for the
international club’s first team and its Academy.
“We take care of every player off the pitch, so that they can
concentrate on doing their job on it,” says Roberts. “It’s an
investment that means we can get top performances from the
players from the moment they are signed.”
To watch an interview with Haydn Roberts, please visit
social.hays.com
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LEADERSHIP — TEA COLAIANNI

MAGIC
MERLIN
TEA COLAIANNI HAS BEEN A MAJOR PART OF MERLIN’S
PHENOMENAL GROWTH STORY, AND HER OWN CAREER
IS GOING FROM STRENGTH TO STRENGTH

PHOTOGRAPHY: GREG FUNNELL

TEA COLAIANNI IS a heavyweight HR

executive. The Italian native began her career
in Brussels, as a lawyer advising multinational
companies on European affairs. She went on to
become Vice President for Human Resources at
the optical networking company GTS/Ebone,
and before long was appointed European Vice
President of Human Resources for Hilton Hotels
Corporation. It was here that she gained the
attention of Merlin Entertainments in 2010.
She joined the rapidly growing entertainments
business as Merlin’s Group Human Resources
Director. It’s a pivotal role, given the huge influx
of talent needed to realise CEO Nick Varney’s
challenging 15-year target of turning the
£20 million business into a genuine challenger
to Disney.
So far, Merlin is living up to its ambitions. The
£1.2 billion group runs more than 100 attractions in
23 countries across four continents and, depending
on contingent hiring, Colaianni’s remit can cover
26,000 employees, who are responsible for more
than 60 million customer visits each year to
attractions including the London Eye, Madame
Tussauds, LEGOLAND and SEA LIFE. Today, Merlin
Entertainments is the second-largest entertainments
company in the world, and ensuring that customers
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CV

TEA COLAIANNI AT A GLANCE
Forrester Norall & Sutton,
Associate Lawyer, 1993 – 1997
Global One, Director Employee
Relations, 1997 – 1998
GTS/Ebone-KPNQwest,
Senior Vice President Human Resources,
London/Amsterdam, 1999 – 2002
Hilton Worldwide, Vice President
Human Resources, 2002 – 2009
Merlin Entertainments plc,
Group Human Resources Director,
2010 – present
Alexandra Palace, Non Executive
Director, 2013 – 2014
Poundland Group plc, Non Executive
Director, 2014 – present
She sits on both the Women 1st
Leadership Council and the Prince’s
Trust Women Leadership Group
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NO FEAR:
MERLIN HAS TAKEN ON
ALL COMERS AND BECOME
A LEADER IN GLOBAL
ENTERTAINMENTS

to Work For, a feat Colaianni describes as
“the ultimate recognition”.

PHOTOGRAPHY: GREG FUNNELL, REX FEATURES

“I LOVE OUR GROWTH

STORY, OUR SUCCESS,
OUR UNIQUE IDENTITY,
AND THAT IT’S FUN”
experience a sincere and consistently high level of
staff engagement is paramount.
To this end, in her five years at Merlin Colaianni
has introduced an industry-leading graduate
scheme, led a range of development programmes
and built employee engagement into an asset for
the business. Merlin was recently ranked 15th in
The Sunday Times’ list of the Best 25 Big Companies
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PREPARING FOR LAUNCH
Merlin’s IPO in 2013 was a momentous
day for the business, but for the HR
function it was also a relief. The IPO had
actually been planned three years earlier,
but it was delayed due to market
volatility. Not that it affected the ultimate
success of the business – in 2014,
Financial News announced the IPO as its
Deal of the Year. “It is the classic private
equity tale of growth under the
ownership of a leading buyout shop,
which took a relatively small business on
to a market capitalisation of $5.3 billion,”
the publication said.
With such a huge amount of work
involved in a listing, the extra time was a
blessing. “We were really ready when it
happened,” Colaianni says, “We had four
years to do what we needed to. We were
able to work with the chairman, the
non-executive directors and the plc
board to arrange our remuneration
packages and ensure that all of the right
structures were in place, put the right
teams in, think about a succession plan,
create a people strategy and execute it.
We weren’t thrown in.”
Colaianni’s commitment to planning
and preparation is all the more important
because Merlin is a company with
dynamism and change at its heart. “I love that this
organisation is like a family,” she says, “but I also
love our growth story, our success, our unique
identity, and the fact that it’s fun.”
The rapid global expansion of the business means
that Colaianni can forget some of the talent retention
headaches facing less successful businesses. “We
offer great opportunities for people to grow within
the business. We have a range of brands, operate in
many countries, across different groups, and are
constantly opening new attractions or acquiring new
businesses. There’s never a dull moment,” she says.
EXPERIENCE NEEDED
Merlin’s successful IPO and continued growth led
to Colaianni’s appointment as a non-executive
director to retailer Poundland, which was itself
preparing a flotation.

LEADERSHIP — TEA COLAIANNI

INSIGHT

HR’S MISSION AT MERLIN
Tea Colaianni says there are four key areas to her
HR agenda.
“The first is maintaining engagement among
employees as the organisation grows across
countries and cultures. In the past, we have had
people engaged with brands and not the group,
but not any more,” she says. “We have jumped
from 119th to 15th in The Sunday Times’ list of the
Best 25 Big Companies to Work For, so that work
towards engagement is clearly paying off.”
The second area is about talent development at
all levels. “We’re delivering on a promise to grow
people’s careers and we want to give people
internal options,” she says. Merlin is heavily
involved in succession planning and leadership
development, she adds, “to make sure that we
have the right talent coming through”.
All of Merlin’s six talent pipelines – finance,
marketing, HR, hotels, operations and engineering
– have talent fast-tracks and there are
development and assessment boot camps to
upgrade people quickly. The pace of development
is necessary simply to fill the positions at new
attractions as they open. “We hire 75 per cent
internal and 25 per cent external for our existing
estate, and it’s more like the other way around for
new locations. There needs to be a big gap in
talent to hire from outside the organisation in
our established markets, though,” she says. In
terms of external recruitment, Merlin also has
an international graduate recruitment programme,
which this year is recruiting in South Korea for
the first time.
“The third focus is compensation and benefits,”
says Colaianni, “as we do face competition at the
executive level in key markets and we need to
incentivise appropriately.
“The fourth area is supporting the business’
growth, which is extra important. We need to
make sure that as we open our new Midway
attractions, our HR practices are consistent and
professional. We will need 5,000 hires in the
next three years, for this, and we’ve set up a
department to support the openings of our new
LEGOLAND parks in Dubai, Japan and South
Korea to ensure that where there’s lots of hires
they are done well.”

Colaianni says: “We need to empower our
people to deliver memorable experiences, and that
feeds into who we recruit, how we direct them and
how we engage them. We expect people to interact
with visitors, and everything we do is with the
understanding that it might impact visitors.”
Every permanent employee gets a personal
development plan setting out their objectives.
Each is also eligible for the share save plan
(40 per cent of the UK employees are on it and
29 per cent worldwide), and is on a bonus plan that
is dependent on the performance of their team,
their attraction and the company. “We want to
draw a clear link between everyone’s performance
and the performance of the company,” says
Colaianni. “If they’re a shareholder, they ‘own a
piece of the magic’, and there’s a vested interest in
going the extra mile.”
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LEADERSHIP — TEA COLAIANNI

FAMILIAR FACES:
MERLIN’S RAPID GROWTH
MEANS PROMOTION
OPPORTUNITIES FOR ITS
STAFF AND STRONG
RETENTION RATES

“THERE IS LOTS OF

ROOM FOR GROWTH,
SUCH AS IN JAPAN
AND SOUTH KOREA”
“I think that the Merlin IPO raised my profile,
and I got the call about Poundland two or three
months after it completed,” she says. “I joined the
Poundland board in February 2014 as chair of their
remuneration committee, and the business listed
in March.
“There seems to be a trend for HR to be the
source of remco chairs. We’ve got the depth of
experience in issues around remuneration, but it
also allows some diversity to be injected into the
board,” she says.
While a first entry into retail has offered some
challenges – “combining the two roles has been
hectic” – Colaianni had already experienced
non-executive director work at the London venue
Alexandra Palace.
She says that the appointments are indicative of
HR’s growing responsibility and many boards’
understanding that HR has something to offer
when it comes to top-level insight, even if only in
a non-executive capacity. Nevertheless, it is one
step closer to the top table, and Colaianni’s career
demonstrates that HR talent can bring tangible
value to a host of businesses.
THE DAY JOB
Back at Merlin, just like the business itself,
Colaianni shows no sign of slowing down. “There
is lots of room for growth around the world, such as
in Japan and South Korea, and we’ve got a new
brand to grow in Shrek’s Adventure. LEGOLAND is
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expanding and the group is growing through
acquisitions and by expanding our existing
estate through hotels and diversified
accommodation,” she says.
Colaianni is well aware that not every HR
function has as successful a business to work
with, but she is entitled to take some credit too.
“HR needs to be mindful of the recovery, as it’s
fragile,” she says. “From HR’s perspective it’s
about keeping structures lean. Fixed costs can
get in the way quickly. We recruit where we need
to and don’t overdo it.”
Is Merlin’s success in HR simply a case of the
basics done well? “We do employee engagement
surveys, and they show that when the basics such as
pay, culture and career opportunities are done well,
people are engaged,” she says. “But 95 per cent of
our people enjoy coming to work, so clearly we’re
doing more than just the basics right.”
Unsurprisingly, the complexity of Merlin’s HR
strategy is tied to the pace of growth, particularly as
the business expands across multiple countries and
brands simultaneously. “From a brand perspective,
we’re similar to businesses such as Unilever or P&G
now, and some people still don’t get that,” says
Colaianni. “But fewer people say, ‘Merlin who?’
“Our group brand communications strategy is
becoming more complex. We’re pushing a message
out to the top 50 or 60 executives that centres the
brand upon ‘the love of fun’. That may involve
changing the corporate tone of voice to adequately
reflect it. It’s difficult to find a balance between
professional and friendly. That’s where most
companies struggle. Malmaison do it well – it’s
confident and self-assured in the voice they have
with customers.”
Corralling the various identities of Merlin’s stable
of businesses is only going to get more difficult.
“In the old days our management conference had
around 70 attendees, and now it has 350,” says
Colaianni. This year Merlin is opening an Oblivion
rollercoaster in Italy’s Gardaland, a new Lego
Friends-themed area in three LEGOLAND parks, a
Shrek-themed adventure in London and a Star Wars
feature at Madame Tussauds in London and Berlin.
There will not be another Lego film release until
2016, but Colaianni probably sees that as a blessing
– she has plenty to be getting on with.

FOR MORE INFORMATION
To take part in HR discussions with other HR leaders, join
the HR Insights with Hays group on LinkedIn
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A VIEW ON EQUALITY

iSTOCK

THE ISSUE OF EQUAL PAY APPEARS LESS IMPORTANT FOR MEN THAN WOMEN,
ACCORDING TO OUR LATEST GLOBAL GENDER DIVERSITY SURVEY

When it comes to perceptions of equal
pay, men are much less likely to think
there is discrimination in the workplace,
according to Hays’ Global gender
diversity survey, completed by almost
6,000 respondents across 31 countries.
Only 33 per cent of females and
8 per cent of males aged 25 or under
think there is gender inequality of pay.
When it comes to those aged 55 and
over, however, 45 per cent of females
and 18 per cent of males feel that
there is a difference.
Just under a third of organisations
(31 per cent) have a clear and wellunderstood diversity policy in place,
although that figure differed widely
between industries. Half of those
working in the public/not-for-profit
sector were aware of an active policy,
but that figure dropped in the mining
and resources sector to 37 per cent, to
36 per cent in financial services, and
down to just 17 per cent in advertising
and media companies. Of those that
have a formal diversity policy, 36 per
cent of respondents said that it was
adhered to well.
When asked about their
perceptions of career opportunities,

almost one in two women (48 per cent)
said the same career opportunities were
not open to equally capable colleagues
of both genders, while only 21 per cent of
men felt the same way.
When asked which changes would
have the biggest impact on diversity,
the most common answers were allowing
more flexible working practices, and
changes in workplace culture through
education across the business, with 44 per
cent of respondents agreeing to each.
Heavily structured policies were not
popular, though. Highlighting female role
models was favoured by 32 per cent of
respondents, while 21 per cent favoured
positive discrimination for women
applying to management roles, and only
9 per cent favoured quotas.
Alistair Cox, Hays’ CEO, said of
the findings: “Given all the research
showing the benefits of a gender-diverse
workforce, it is a paradox that we still see
such a gap in representation.
“Maybe this lack of recognition of the
issue is the real obstacle to change.”

FOR MORE INFORMATION
To hear from more female business leaders,
visit social.hays.com/diversity
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8

UNEQUAL PAY WAS AN ISSUE
FOR 33 PER CENT OF FEMALES
AND 8 PER CENT OF MALES
UNDER 25

48

ALMOST HALF OF
ALL WOMEN DIDN’T
PERCEIVE EQUAL
OPPORTUNITIES

32

A THIRD OF
RESPONDENTS
WANTED MORE
FEMALE ROLE MODELS

HAYS JOURNAL ISSUE 9 31

RISK AVERSION DOWN UNDER
Australians are more risk-averse than
New Zealanders when it comes to
salary packages, with 59 per cent
willing to take a base salary cut
in return for performance-based
bonuses, compared with 68 per cent

of New Zealanders.
In an online poll of 1,510 people, Hays
found that 46 per cent of Australians
would take a base salary cut of up to
20 per cent in order to receive a bonus
based on their performance. A further

ASIA REWARDING TOP PERFORMERS
With salaries under pressure across many Asian
countries, employers who are unable to offer a
significant salary increase to their top staff have
turned to performance-linked bonuses, according
the 2015 Hays Asia Salary Guide.
The survey of 2,361 employers, representing over
four million employees, found that 51 per cent of
employers across Asia will award bonuses to more
than 50 per cent of their staff this year.
While employers in China and Malaysia have been
keen to raise base salaries by up to 10 per cent, any
growth has been minimal in Singapore, Hong Kong
and Japan in particular.
The majority of bonuses are related to employee
performance (80 per cent) and employer
performance (73 per cent). Only 11 per cent of
employers said bonuses are guaranteed, while
4 per cent said they are related to hours billed.
Staff among 11 per cent of employers are lucky
enough to expect bonuses of 100 per cent of salary,
while another 11 per cent of employers will award
between 51 and 99 per cent of base salary. The
majority of employers (44 per cent), however, will
offer between 11 and 50 per cent of base salaries.
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80%

of bonuses relate
to employee
performance

11%

of employers
say bonuses are
guaranteed

13 per cent would take a cut of
more than 20 per cent for that
same opportunity.
In New Zealand, 60 per cent of
respondents would cut their base
salary up to 20 per cent in order
to receive a bonus based on their
performance. A further 8 per cent
would be willing to take a bigger cut.
“Understanding how people weight
the various elements in a compensation
package can be a great attraction
and retention advantage,” says Nick
Deligiannis, Managing Director of Hays
in Australia and New Zealand. “After
all, a compensation package consists of
more than just salary.”

51%

of Asian employers
will award bonuses
to more than half
their staff

44%

of employers offer
bonuses of between
half and full base
salaries
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CAN-DO ATTITUDE
MASKS SKILLS SHORTAGE

51%
CANADA’S JOBS
MARKET IS TIED TO THE
US AND ITS ECONOMIC
HIGHS AND LOWS

are expecting to grow their business
without growing their workforce.
The report notes that attempts
to scale up businesses without
hiring is beginning to cause
significant internal workplace issues
that could be hindering productivity,
increasing workforce stress leaves,
and creating inefficiencies and
demoralising office cultures.
Canada is faced with a
growing shortage of skilled and
professional candidates. Nearly
40 per cent of employers believe
that those shortages could be met

GETTY

“49
 PER CENT OF EMPLOYERS
BELIEVE THEIR MARKETPLACE
WILL STRENGTHEN”

The fifth annual Hays Compensation,
Benefits, Recruitment and Retention
Guide reveals that Canadian employers
are resilient and constantly optimistic,
but many are attempting to take
advantage of the stronger economy
without supportive hiring.
Canada’s jobs market is tied to the US
and its economic highs and lows, which
causes significant stress on sectors

such as mining and oil and gas. With the
American economy strengthening, 49 per
cent of Canadian employers believe their
marketplace will strengthen this year, and
a record high number (70 per cent) believe
business activity will increase.
The same proportion of employers
as last year, though, are predicting that
they will increase permanent headcount
– which means that other organisations

through training and professional
development in their industry (and
nearly 30 per cent are implementing
some form of internal training to
support their current workforce).
Such measures would certainly
help, but even for risk-averse
organisations, hiring temporary staff
could see current business plans
being met or superseded by a more
efficient, less stressed workforce.

FOR MORE INFORMATION
Visit hays.ca to download the report
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ANALYSIS — EXTERNAL RESOURCES

MANAGING
EXTERNAL
RESOURCES
OUTSOURCED, EMBEDDED AND SUBCONTRACTED EMPLOYEES CONTRIBUTE TO MANY
INDUSTRIES, BUT THAT PRESENTS A CHALLENGE AROUND PEOPLE MANAGEMENT

Ministry of Defence has walked the halls for 48 years.
Even so, he has only been with his current employer
for the past eight – one of a series of companies during
his time at the government department. Today, he is
one of thousands employed by contract caterer and
integrated services company Elior, which has teams in
more than 600 sites across the UK.
The benefits of partnering with other entities for
non-core services have been well documented. Costs
can be managed more efficiently and outsourcing
repetitive work enables departments to focus
on more strategic issues. It’s also often a way to
access specialist skills a company would struggle to
recruit itself, or even enlist internal staff to develop
themselves in another part of the organisation.
The variety of such service partnerships is
enormous. They can focus on everything from
on-site catering – as with Elior – to whole functions
outsourced off site, such as accountancy. Works or
projects can be subcontracted to a partner firm – as
engineers often do with their concrete supplier – or
functions can be indefinitely hosted in a shared
services environment – a common scenario in call
centres. But with these operational efficiencies comes
a challenge. How can you manage outsourced or
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subcontracted staff performance, even though you
might not directly employ them?
IN IT TOGETHER
Arran McDowell, UK HR Director for Elior, says it is
important for service suppliers to have empathy for
the team they will be working with. “Clients look
first at the financial side of bringing us in, but also
at how we look after our teams,” he says. “That’s
especially true if their team has worked for one of our
competitors for over 20 years and is now about to be
transferred onto our payroll.”
At the energy giant Shell, the company’s three
core employer values are honesty, integrity and
respect. This means that any party entering a
partnership with the business needs to align with
these values at the start of any relationship. “An
outsourced team becomes part of our team, so
it’s important they share our values and goals,”
says Jose Mercado, who works in HR and talent
management in Shell Mexico. “When we decide
to work with an outsourcing company, we’ll look
not just at their core competencies and the cost
benefits of the relationships, but also whether their
contractors share similar values to us. If they don’t,
it’s going to be very difficult down the line.”

GETTY

ONE OF THE longest serving employees at the UK’s

MIXED TEAMS:
THE CONSTRUCTION INDUSTRY
REGULARLY DEMANDS
SUBCONTRACTORS WORK
ALONGSIDE PARTNER FIRMS

HAYS JOURNAL ISSUE 9 35

ANALYSIS — EXTERNAL RESOURCES

IN THE LOOP:
CLEAR COMMUNICATION IS
VITAL WHEN DIFFERENT
TEAMS WORK TOGETHER

Dr Jill Miller, a research adviser at the Chartered
Institute of Personnel and Development, says
that while the contract should always be the
‘lever’ in situations where there are challenges or
disagreements, it’s up to the host HR team to set out
expectations and outline a clear process for dealing
with any conflict that may arise from either party.
Put simply, says Miller, it is an issue of clarity over
the service the business expects to receive. “It helps
to go back to what was set out at the beginning,” she
adds. “Do managers know what the objectives of the
agreement are? If they don’t, they can’t engage the
outsourced teams with the wider purpose.”
PICK YOUR PARTNERS
Elior’s teams operate across a range of brands, from
football clubs to City law firms, and the business
needs to adapt its approach to the culture and
customer expectations at each site.
Just over three years ago, the company
introduced a new customer experience initiative,
led by ‘service champions’ in different sites. These
employees (not necessarily managers) support other
staff’s training to improve their service delivery.
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“IF WE HAVE HAPPY
COLLEAGUES, WE
WILL HAVE HAPPY
CUSTOMERS”
— ARRAN MCDOWELL, ELIOR

“This empowers our people to make decisions
and adapt how Elior works to every different site,”
explains McDowell. As a consequence of the new
programme, both staff engagement and customer
satisfaction scores have increased. “The formula is
quite simple: if we have happy colleagues, we will
have happy customers,” he adds.
In the construction world, where subcontracting
and outsourcing are commonplace, ensuring that
partners share values is crucial for maintaining
efficiency and productivity, as well as preventing
workplace accidents. With the stakes so high,
businesses can’t always rely on their partners to be
as thorough as Elior.

GETTY

VINCI Construction France, the country’s leading
construction company, works on more than 10,000
sites every year and has to make great efforts to
ensure its partners on site are aligned on basics
such as safety rules. Sarah Didier, who is responsible
for recruitment at the company, says: “Our
management has a responsibility to do its utmost
to ensure the physical integrity and the health of
everyone on our worksites, and in the facilities we
operate. We share an objective of zero accidents,
from recruitment to integration, at all entities; it’s a
key for our performance.”
Once a project is under way, she says, it is up
to VINCI’s line managers to ensure that their
relationships with all partners are harmonious and
productive. If issues arise, whether site-specific or
country-specific, they need to be empowered to take
decisive action.
SUPPORTING THE LINE
How to equip an organisation with the skills to manage
partnerships very much depends on each situation.
It must also take into consideration country-specific
cultural and legal limitations. In Mexico, for example,
companies are only allowed to use outsourced staff
in specialised activities that are not part of their core
business. But there are common concerns.
Miller highlights the questions managers may face:
“What happens if someone leaves the arrangement?
How do you replace them if they’re not from the
host company, but you need their skills? How do you
ensure that the knowledge you’ve acquired as part of
the relationship does not disappear when it ends?”
Coming to an early agreement on how
performance will be measured can prevent any
misunderstandings later on. At VINCI, “we strive to
involve all stakeholders in our projects, including
partners, customers, suppliers and local residents, as
soon as possible,” says Didier.
With clear contractual requirements, line managers
will be far better equipped to establish procedures to
evaluate performance by their partners. HR functions
must not neglect managers’ necessary development
around leadership, communication, coercion and
negotiation skills. “Leaders need to be able to
make timely interventions,” says Mercado. “Having
coaching, communicating clearly and supporting
teams helps them to face these challenges.”
It can even benefit both parties if those outside
the host team have the same access to learning
opportunities as those within it. “The manager for
the joint team needs to have some responsibility for
everyone’s career, not just those on their payroll,”

FRONT OF HOUSE:
PARTNERS, SUPPLIERS
AND CONTRACTORS
CAN OPERATE AT
THE HEART OF
YOUR BUSINESS

says Miller. “If someone is seconded to a project,
what does that mean for their career? It’s important
that managers get people to see that everyone has a
contribution to make.”
On a practical level, this could involve offering
access to internal job boards at the host site or
project-specific training opportunities – anything that
might foster skills that could improve the ultimate
outcome. Of course, HR needs to ensure that any
transfer of talent between partners does not impinge
upon the contract of an agreement.
It is unrealistic to expect that such integration
can be applied in every circumstance, but clear
communication and a shared vision make a good
foundation. While a business cannot always exercise
direct control over a partner’s staff, equipping
managers with the skills to manage relationships and
negotiate, coerce and influence indirectly will help
create a more productive relationship. That will help
fulfil the organisation’s ambitions and get the best
performance from every party

FOR MORE INFORMATION
To comment on this article, please join our HR Insights
with Hays group on LinkedIn
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OPINION

FAMILY VALUES
DR DENISE KENYON-ROUVINEZ IS THE DIRECTOR OF IMD BUSINESS SCHOOL’S GLOBAL FAMILY
BUSINESS CENTER. SHE EXPLAINS THE UNIQUE WORK ENVIRONMENT OF A FAMILY COMPANY
When IMD launched its Global
Family Business Center almost
30 years ago, it was the first
of its kind. I have been working
in this field for 20 years and
I still love it.
Family businesses are
fascinating – 70 per cent of
businesses worldwide are private or family owned;
they are the oldest form of business in the world, and in
the UK, for instance, they provide 9.2 million jobs and
generate £1.1 trillion in annual turnover. And many of the
business owners I work with are very proud of their staff’s
happiness. A perfect illustration is the 700-year-old Clinton
Devon Estates – honoured for the fourth time in the Best
100 Small Companies awards by The Sunday Times.
Family businesses tend to take a long-term view and
can be quite risk-averse. Many favour debt-free growth
strategies offering economic stability (although smaller
operations still face the funding and growth challenges
common to many entrepreneurs). However, for some,
risk aversion manifests itself in an insular leadership
that ineffectively manages issues such as succession,
conflict and communication – particularly between family
members. For HR people, this can make life quite complex.
MANAGING INFLUENCE
It is essential for HR representatives in a family business
to understand who owns and leads the corporate
culture. Even if the company is publicly listed, when
the family owns significant shares, its opinions and
decisions carry significant weight. The family sitting on
a board is not the same as an anonymous shareholder
and it’s important to understand its values, philosophy
and vision in order to understand how they translate
into the company’s culture.
Longevity can have a positive and a negative influence
on the business. Many staff like the sense of security of
knowing that the leader might be in place for 15, 20 years,
or more (as opposed to public company CEOs, who rarely
stay more than five years in a role). And employees who
gel with this strong sense of identity will be particularly
happy, dedicated and loyal to the company.
However, staff who do not gel with the culture will often
leave quite quickly. The drawback to holding on to leaders
for a long time is that it can make strategic or cultural
change difficult. Today’s pace of innovation requires
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extreme responsiveness and adaptability, making any
business that is slow to react to change especially fragile.
A key area where HR can provide long-term support
and security is in preparing for succession, particularly
when it comes to grooming and developing talent.
Research indicates that less than 35 per cent of family
businesses worldwide have a formal succession plan in
place – a scary thought when we consider how many
jobs are potentially at risk. As transition phases in family
businesses can last several years and involve deep
changes in the organisation, HR has a pivotal role in

“SOMETIMES THE PRESUMED
SUCCESSOR SIMPLY ISN’T
UP TO THE TASK”
organising concerted efforts to strengthen the business
and to engage and retain key family and non-family talent
in the long term.
In many parts of the world, first-born sons are expected
to take over the family business. Sometimes, though, the
presumed successor simply isn’t up to the task. This can
make both the family and the business vulnerable, as the
owners are often at a loss, struggling between doing what
is right culturally, what is best for their children, and best
for the business. Here, senior HR representatives can be
particularly helpful and support the business leader as
they rationalise their decisions and selection processes.
In Western economies 40 years ago, markets were
booming, and if you were smart enough and could
surround yourself with good people, you could be
successful with almost any business. Nowadays, the
picture is very different. Competition is fierce – and global
– making it vital to develop young leaders with strong
management and governance skills. This is why IMD has
launched new programmes – run in both Switzerland and
Singapore – to provide successors with skills in key areas
including leadership, innovation and entrepreneurship.
We design our programmes to help make family
businesses aware of their inherent weaknesses and build
on their strengths. I believe that family businesses will
continue to stand the test of time. They can have such
strong cultures and visions, and, when managed properly,
tremendous longevity. Their continued success will lie in a
delicate balance of history, pride, expertise and emotions.

RISING TO THE CHALLENGE — DANGEROUS PLACES TO WORK

ON A LIMB:
STAFF IN REMOTE
WORKPLACES NEED
RELIABLE SAFETY
CONTROLS

OUT
THERE
GETTY

DANGEROUS JOBS ATTRACT THRILL-SEEKERS, BUT
THAT DOESN’T MEAN NORMAL APPROACHES TO
SAFETY DON’T APPLY

MICHAEL WHITTINGTON AT the Risk
Advisory Group, a global risk management
consultancy, tells a story of a number of Londonbased HR professionals sent by their multinational
employer to work with their various HR teams on the
ground in Africa.
“On their way back from the airport they were
stopped by a group of armed men demanding

money,” he says. The group was separated, with
some left by the side of the road while others moved
on. “It was a case of people being involved in roles
and in an environment where they don’t really know
what to expect, or how to react,” says Whittington.
Naivety, whether on the part of the individual or
the organisation, has consequences. “We are
constantly meeting clients who don’t know where
their people are in the world or how they are
supported,” says Ian Nunn, head of Aon
Worldaware Solutions. “One client didn’t know
they had staff in Haiti when the 2010 earthquake
hit. Another didn’t know employees had gone to
Libya until they put their flights through expenses.”
THINK AHEAD
Such startling accounts seem at odds with the
obvious notion that organisations should know
the profile of the employees they are sending
abroad, and the environment they’re sending
them to. At the very least a record needs to be
kept, if not a full itinerary planned through a
company travel agent.
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Amnesty International, for instance, has an
extensive security and risk management policy,
signed off and approved by the board. Each location
within any region the organisation operates in has a
risk profile which provides the basis for a security plan
that is put into place to mitigate risks. “We also have
an individual security risk assessment procedure,”
says George Macfarlane, Director of Organisational
Services. Macfarlane’s team “works closely with HR”
in conveying policies and providing training to
employees, he says.
“There are all kinds of personal aspects that might
put a particular individual at risk, such as legislation in
certain countries or the nature of the work they are
doing,” he says.
Such plans should reflect that. The safety and
security of employees takes priority over business, says
Nick Panes, Control Risks’ General Manager in Mexico.
In the event of a significant deterioration in the security
environment, you may have to temporarily move
employees from a particularly volatile region into a
capital city or neighbouring region, returning only
when the situation stabilises.
Assessing your response to risks is a ceaseless task,
whatever your business, but “if you understand your risk
environment – and companies have to adapt and react
constantly to unpredictable and evolving regions – then
you are in a good position,” says Panes.
Accidents do happen, however, and it will often fall
to HR to communicate with employees and family

ON THE EDGE:
REMOTE WORKPLACES
OFTEN CARRY UNUSUAL
RISKS – AND ATTRACT
THRILL-SEEKERS

members. “HR needs certain information when things
happen – proof of life questions, blood groups and so
on,” says Nunn. It’s a grim reminder that HR needs to
be in control of its information, particularly in areas
that are themselves unpredictable.
MANAGING DANGER
Employees can be at the heart of the risk management
challenge. From security contractors to helicopter
pilots and aid workers, the individuals attracted to
adrenaline-fuelled roles can prove to be inherent
risk-takers, even if the culture of the business as a
whole is risk-averse.
That poses a problem for the managers fulfilling the
organisation’s duty of care. Ultimately, “when things go

CASE STUDY

HARBINDER KAUR, DIRECTOR OF HR AT CARE INTERNATIONAL UK

“FOR OUR DEPLOYABLE

staff and those who
frequently travel to countries affected by crises, there are a
number of risks, but the primary ones are actually from road
traffic accidents.
That’s due to poor driving conditions in many of the
countries where we work, and the fact that other vehicles on
the road are not well maintained. The risk is mitigated by our
strict vehicle usage policy and staff being required to use
Care vehicles, all of which are regularly serviced and contain
first aid kits.
We have a responsibility to look after our staff, and the
level of suffering seen and the difficult environments we
work in mean stress is another area of risk faced by those
working on humanitarian response activities. In order to
mitigate this, we have policies around time off in lieu, leave
and work–life balance.
It’s really important to maintain regular contact with
staff during their deployments. Recently we have instigated
a weekly phone call or email from London HR to deployed
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staff to check everything is okay, and our line managers
maintain regular contact through email, phone and
Skype to provide remote support and discuss issues
being faced.
In conflict areas, for instance, staff may also be targets for
attack, and we have strict mandatory security procedures
that are regularly reviewed for each country.
Care International UK staff are required to attend a
residential hostile environments security and first aid course
before they are permitted to travel to such areas.
You need to be honest with people, and put in place
strong inductions on the organisation’s policies and ways of
working. Making clear your expectations of the individual and
their responsibility to manage and minimise risk is necessary,
as are regular refresher trainings on safety and security, first
aid, and prevention of sexual exploitation.
In a sector such as ours, it is important to expect a regular
turnover of deployable staff and to factor this into your
recruitment plans.

”

RISING TO THE CHALLENGE — DANGEROUS PLACES TO WORK

wrong, people often resort to litigation,” says Nunn.
“Companies should be able to go to court and
demonstrate how they measured the risk into which
they have placed travelling employees and mitigated
that risk.” That isn’t possible without rigorous planning.
Decisions over procedure affect more than simply
employee safety. Comprehensive safety measures
introduced on oil rigs following the deadly 1988 Piper
Alpha explosion in the North Sea included minimising
helicopter trips to unmanned platforms, lest
important staff get isolated by accident or bad
weather, leaving rigs open to danger and costly
production downtime.
Gabrielle Ramsay-Smith, a director at consultancy
Ramsay-Smith, recalls one instance where four senior
staff left a ‘mother’ platform to deal with production
problems on an unmanned rig. Arriving at midnight,
heavy fog then kept them there for three days.
“The senior manager was perplexed as to why his
people had used their discretion to go outside of
agreed process – especially as they had been involved
in writing the rules and procedures,” she says.
“HR professionals need to encourage their
business to look at risk in a way that goes beyond
skills and competencies, and into understanding how
and why people make decisions, solve problems and
exercise discretion.”
DANGER MONEY
Dangerous behaviours can often be traced back to
poorly conceived incentives around downtime,
productivity, or short-term performance. These
incentives can encourage narrow perspectives on risk
than undermine an organisation’s wider objectives.
It’s an example of where HR doesn’t have direct
responsibility for compliance and health and safety,

“TRAINING MAKES

EMPLOYEES FEEL
VALUED, AND ALSO
MINIMISES RISK”

REX FEATURES, GETTY

— TOM SYMONDS, IMMERSE LEARNING

but, through hiring, reward and management,
its influence on behaviours can have huge
organisational consequences.
Competitive remuneration for employees in
difficult and dangerous environments comes with
the territory, but Mandy Rutter, Head of Resilience
and Trauma Management Services at consultancy
Validium, says: “Incentivising risk-takers has to focus
on the bigger picture, as well as the particular risk
at hand.”

PLANNING FOR THE WORST:
EMPLOYEES DRAWN TO RISKY
CAREERS MAY NOT APPRECIATE
THE RISKS TO THE BUSINESS

Focusing on ‘behavioural safety’ rather than
non-compliance reporting can be a more effective
way of engaging staff who have likely chosen to work
away from a desk, and all its associated paperwork.
Coaching teams who explain why safety rules
are in place can help, says Clive Ormerod, Managing
Director of consultancy OMS. “We try to engage
people on a personal level so they do the right
thing because they want to, not because they are
forced to,” he adds. “But management needs to
commit to it, and there has to be an education and
training process.”
Tom Symonds, CEO of Immerse Learning, which
trains workers in the oil and gas sector, highlights
the recent evacuations of oil and gas staff in Libya
and Iraq. “Training makes employees feel valued,
and also minimises risk,” he says. “Making sure that
the training delivered is engaging and effective is
very important – particularly for areas where the
consequences of not paying attention and
remembering their training can be dangerous.”
Appropriate rewards and training are vital to
successfully completing dangerous work, but
high-risk roles need attention elsewhere too, adds
Panes. “Assignments [in dangerous locations] can be
a drain on energy and emotions,” he says, so offering
a generous leave policy, insurance and medical
benefits – especially within countries with poor
national healthcare – can take the strain off staff.
It’s a reminder that taking care of employees’
wellbeing, even in extreme environments, often
goes back to basics.

FOR MORE INFORMATION
Contact: haysjournal@hays.com
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“WE DON’T PAY THE SAME

LEVEL OF SALARY AS
OTHER COMPANIES IN OUR
SECTOR, BUT WE DON’T
NEED TO”

FACEBOOK MENLO PARK:
FACEBOOK IS FAMED FOR
ITS QUIRKY OFFICE
‘CAMPUS’
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REUTERS

— NAV DHUNAY, PUMPWELL

IN THE WORKPLACE — OFFICE ENVIRONMENTS

WELCOME
TO PARADISE
TABLE FOOTBALL, ROOFTOP BARS AND NAP PODS
ARE APPEARING IN MORE AND MORE OFFICES.
WHETHER THEY ARE THE KEY TO PERFORMANCE OR
A DISTRACTION DEPENDS ON YOUR CULTURE

IT IS INCREASINGLY common for workplaces to be
designed to be ‘cool’. But does the environment actually
have an effect on talent attraction and performance?
Yes, but any change is about more than just the
furnishings. When a rejuvenated environment is an
indication of an effective cultural change, it can make a
huge difference to the way an organisation goes to
work. But when a new coat of paint is only covering the
cracks in a people management strategy, the results
won’t always be so successful.
A huge range of industries have seen how trendy tech
businesses have attracted talent through their exciting
work environments, with the likes of Google in Zurich
boasting a slide between floors, Facebook in Menlo Park
a sweet shop, and Twitter in San Francisco a yoga room.
“The ‘Google effect’ has had an impact,” explains
Linzi Cassels, Design Director at Pringle Brandon
Perkins+Will, a global architecture and design firm.
“Traditional, more conservative, clients have started to
ask what it means for them; whether this is something
they should also have.
“We’re seeing a mushrooming effect. The financial
industry is trying to attract the people that are going
into the technology industry, as these are the skill sets
that they need. So if technology companies are offering
‘cool’ offices to attract the best talent, so will the banks.”
IDENTIFY YOURSELF
While exciting workplaces can attract new employees,
they won’t ever be the key to retaining them, and before
simply signing up for an in-house bowling alley, it pays
to remember that any environment needs to reflect
the culture of the organisation, as well as enhance it.
“If you have a badminton court in a totalitarian office
environment, you still won’t get the desired effect,”
explains Nav Dhunay, President and CEO of PumpWELL,

a Calgary-headquartered technology company that
helps optimise oil wells. PumpWELL has actually
installed a badminton court, along with two putting
greens, a table football game and ping-pong tables
in a new 20,000 sq ft open-plan office. But while the
company’s workspace is highly unusual for its relatively
conservative sector, the redesign was a carefully
considered demonstration of what makes PumpWELL
different from the competition.
Dhunay says that demonstration started in 2012,
the company’s ten-year anniversary. “The oil and gas
industry had been booming, and attracting top talent
had been a challenge. The focus was very much on
financial reward, but we saw the opportunity to offer
something different, by making our company culture
more attractive,” he explains.
The business consciously tweaked its attraction
strategy as it reassessed and redefined its culture, adds
Dhunay. “We realised that the office environment was
too traditional and didn’t inspire our staff, so we decided
to change things up.”
The investment wasn’t cheap, but the return is
clear, explains Dhunay. “We don’t pay the same level
of salary as other companies in our sector, but we don’t
need to,” he says. The new environment is a statement
of differentiation, of the business’ culture and its
workforce. “That’s where we’re seeing the biggest
return. Our employees are happier, and this shines
through to clients.”
PLAY HARD, WORK HARD
Introducing sports or play areas into the office can
have a positive impact on health and productivity,
according to research by Dr Emmanuel Tsekleves,
a senior lecturer in design interactions at Lancaster
University’s Institute of Contemporary Arts.
“Playfulness is the way to go in the workplace,” he
says. “Staff will be less lethargic, and their minds will
be more stimulated and active. The extra adrenaline
boost translates into more productivity.”
While it’s easy to dismiss something like a pingpong table as a distraction from ‘real work’, in terms of
overall productivity, the reality is more complex. “You
want to make it a place that people want to go,” says
Tsekleves, so in some respects, the more playful the
workspace, the more stimulating it will be – provided
that employees are able to move on to a space to focus
and channel that stimulation. “Unfortunately, this is still
something that is the exception, not the rule,” he adds.
Spaces with plenty of natural light and fresh air can
keep staff alert and engaged, and offering clear spaces
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to escape distraction is an often forgotten approach
that is slowly making a comeback, says Tsekleves.
“There is still a lot of emphasis on creating big spaces
where all of your employees sit together,” he explains.
“Instead, you need to design small areas that facilitate
chance and spontaneous meetings, where employees
can discuss work in a different environment.”
Sharon Olivier, a tutor at Ashridge Business School,
says simply offering different spaces can both energise
a workforce and drive collaboration. “Facilitating an
activity that takes the employee into another zone can
have a major impact on their energy levels,” she says.
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GOOGLE CENTRAL SAINT GILES:
GOOGLE’S EXISTING LONDON
OFFICES ARE BEING REPLACED
BY A PURPOSE-BUILT FACILITY
NEAR LONDON’S KING’S CROSS

CASE STUDY

GOOGLE LONDON
PLANS FOR GOOGLE’S new London headquarters,

including a rooftop pool, indoor football pitch and a private
climbing wall, have been scrapped by boss Larry Page for
being too boring and insufficiently ‘Googly’.
The rejection was a shock for architects Allford Hall
Monaghan Morris, which had planned details – including a
large roof garden and cycle routes between meeting rooms –
that would seem outlandish in other environments. The firm
has already had to deal with previous redesigns to meet
the technology giant’s changing requirements for the site,
which should house up to 5,000 staff when complete.
Joe Borrett, Google’s European real estate boss,
comments: “King’s Cross is Google’s future home in
London. As we raise our ambitions on what we can
achieve in developing our own building, this will inevitably
take some additional time. We look forward to working
with our partners and the local community as our new
designs come together.”
The new £650 million offices will be built on a narrow
strip of land behind King’s Cross station, and it seems
that Page was particularly frustrated by the relatively dull
exterior of the proposal, which was colourful but simply not
as unusual as the interior of the building. Following a return
to the drawing board, the building should be completed
some time in 2017.

REX FEATURES

COLOUR ME HAPPY
There have been many studies conducted into the
effects of colour on mood and behaviour, stretching
all the way back to Carl Jung. Cooler colours such
as blue and green have shown in some instances to
relax employees, while hotter reds and yellows can
be stimulating. White often conveys sterility, and can
inhibit creativity. Striking a balance between the moods
most appropriate for a workforce can mean selecting
specific dominant colours throughout an office’s areas.
Thomsons Online Benefits has used colour in
its workplaces to pep up its staff. The benefits
management software firm opened a new office in Cluj,
Romania, with hot pink at its heart. “It has proved to
be a very good decision,” says Andrei Pantelimon, who
heads up the bold, bright office.
Thomsons employees can enjoy more than just
the colour scheme when they head to work. A free
breakfast is offered (perhaps on the pink grassy
roof terrace), along with a company gym, the
obligatory ping-pong table and a chill-out area. “The
infrastructure allows our employees to work hard and
play hard, which is one of our guiding principles,” says
Pantelimon. “We invested in this knowing that we’d see
a quick return by attracting the best staff.”
All types of workspaces – be they creative agencies,
shared service hubs or corporate environments –
can easily change their environment by introducing
colours, new furniture and games. And perhaps more
should, given the improvements many organisations
have seen in how they attract and engage staff and
build a stronger identity.
But what makes the pioneers in this area stand
out – with Google and Facebook being pre-eminent
examples – is that they had the culture before the
office. A colourful, engaging, welcoming workplace is
undoubtedly a fantastic HR tool, but it needs to ring
true, or it will only ever be a new coat of paint.

ONCE IN
A LIFETIME
PLANNING, DELIVERING AND DECONSTRUCTING A
MASSIVE EVENT REQUIRES A SPECIAL KIND OF HR

MEGA-EVENTS – MAJOR international sporting

tournaments, expos, economic meetings and cultural
festivals – have profiles on a gargantuan scale.
The London 2012 Olympic and Paralympic Games
saw 590,000 people flock to the UK’s capital during
the 16-day sports extravaganza. For the next World’s
Fair, held in Milan this year from May to October,
organisers expect an estimated 29 million visitors.
The significant economic and social benefits mass
visitors can deliver to host cities through increased
tourism, trade and investment in infrastructure have
given mega-events a great platform for publicity.
However, the intense global public, political and media
scrutiny organisers face means the stakes are high.
The acute pressure is keenly felt by their HR teams,
whose people strategies are the linchpin of smooth, safe
and successful events.
The approach many planners take is to treat the
event as a start-up company – building core policies
and processes from scratch. That means establishing
clear, simple and robust methods for recruitment,
strong employer branding and effective rewards.
HR teams must swiftly devise a workforce plan that
can begin straight away, selecting and establishing
a leadership team who can unite a force of relative
strangers towards a single purpose.
The crucial difference from a start-up is the limited
lifecycle of the event. This adds enormous time
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pressure and enforces constraints on long-term
investments in people. This short-term reality can
throw up challenges in creating a strong employment
relationship, particularly in areas such as recruitment,
talent management, learning and training.
ONE SHOT AT SUCCESS
Wendy Cartwright was the HR Director at the Olympic
Delivery Authority (ODA), the body responsible for
building the venues and infrastructure for the London
2012 Olympic and Paralympic Games. She notes that,
when hiring, some candidates were, in effect, asked to
give up their permanent corporate job to join a project
with a finite life.
As a result, her recruitment team built their
employer proposition around the excitement, passion
and vision of being involved in what was likely to be
a once-in-a-lifetime experience, and a regeneration
programme with a lasting legacy. “We had to be very
clear about the fact this was a project environment,
so there was less structure than you might find in a
corporate,” says Cartwright. “But we were clear that
it was also an extraordinary and exciting opportunity.”
The magnitude of these events – and the necessary
belief that failure was not an option – serves as the
common purpose or organisational ‘glue’, and helps
each individual take responsibility as they all work at an
incredible pace.

TRICKS OF THE TRADE — ONE-OFF EVENTS

ENGAGING THE TEAM
WEF might be most famous for its Davos meeting,
Many events rely on volunteers of course, making the
but high-profile events are held year-round in different
need to engage and coordinate the workforce even
parts of the world. The workforce is drawn from 55
more challenging.
countries and is 60 per cent female, although Zwinggi
As part of her remit as HR Director for England’s
and his team are working on succession planning
Rugby World Cup, hosted in September 2015,
and leadership development to address the male
Rachel Brace is responsible for a 6,000-strong volunteer
predominance at the highest executive levels. The pace
workforce. Volunteering was spectacularly successful
of work is intense throughout the organisation, since
during the Olympic and Paralympic Games three years
increasingly the Forum operates as a think-tank with its
ago, but Brace says she was keen to make the volunteer
own research activities. This only leaves a small window
proposition for the Rugby World Cup about harnessing
of opportunity to focus on strategic HR policies, he says.
the existing talent of volunteers already in the sport as
“February and March are the only months we can
much as the general desire to be part of an international
implement changes to the organisation, since we are in
sporting spectacular.
between summits,” Zwinggi explains. “It’s an interesting
“We wanted to offer up to 75 per cent of those roles
rhythm and in 2015 we are working on a new HR strategy
to grassroots rugby clubs and fans,” she explains,
covering compensation, hierarchy and performance
adding that tying the workforce closely to the cause
reviews, which will go live after July 1. We have doubled
for the event makes engagement far easier. She points
in size in the past five years, and ad hoc HR processes
to three months of recruitment roadshows around the
don’t work any more.”
competition’s venues, which will leave a legacy of skills
AFTER THE EVENT
specifically among the sport’s fraternity.
Inevitably, winding down any project has to be carefully
Not all large-scale events are one-offs, of course.
thought about in terms of HR support. Brace says with
The World Economic Forum (WEF) holds its
the Rugby World Cup now so close, preparing people for
renowned meeting of business leaders, governments
life afterwards is high on the agenda.
and academia in Davos, Switzerland, every year, and
At this stage it’s not about
the foundation behind it has
reviewing performance in the
a permanent workforce of
conventional sense, she says.
600. For the WEF, the HR
“Everyone is focused on getting
obstacles are not about the
the job done. We have our
organisation being short-lived
KPIs, but ultimately the media,
but about ensuring that the
the Rugby Football Union and
workforce doesn’t become stale
world will judge us. Now, it’s
or complacent, as it delivers
— RACHEL BRACE, RUGBY WORLD CUP
about looking forward, and
the world’s most important
our effort and investment is in people being in good
economic conference each and every year.
shape after the tournament ends.”
WEF’s Managing Director Alois Zwinggi is the
Brace has put in place a ‘Next Phase’ coaching
management board member responsible for its HR.
programme for permanent staff, designed to help them
He says that the organisation has to work on “two
think about their future career (starting up a business
speeds” to offer new, fresh content annually while
or working abroad, for example). “We wanted to help
keeping the Forum’s delivery consistent.
people make good decisions and plan their future well,
“One part of the organisation working on the content
taking what they have learned from here,” she says.
needs to be relatively frequently rejuvenated and has
an average tenure of three to five years,” he says. “The
All three of these very different HR directors
more operational part, looking after the logistics of
agree that taking on roles that demand working to
big events, values long years of experience that mean
compressed timescales very much sharpens one’s
employees are prepared for any situation. Managing
approach to the discipline of HR.
these two speeds can be difficult.”
“One thing you learn is you have to get the big
Job rotations and active conversations with staff
decisions made on time,” warns Brace. “These cannot
about their career keep the workforce fresh. “Every year
be moved like they often can in the corporate world. HR
we have 40–60 internal transfers. After three years, HR
does have a tendency to make things more complicated
will begin to have frank conversations with colleagues
than is required. Here, you learn to keep things simple,
about whether they are in the right place, whether
move on and not over-engineer.”
they are still learning, and so forth,” says Zwinggi. “We
Ultimately, these roles are a real privilege – a chance
encourage people to look beyond the Forum, and are
to experience a challenging HR strategy and a major
mindful that people who overstay are not helping their
one-off spectacular. In professional and personal terms,
careers, so we don’t offer golden handcuffs.”
that is a thrilling proposition, even if is only fleeting.
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“YOU HAVE TO GET
THE BIG DECISIONS
MADE ON TIME”
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LAST WORD

MAKING
MUSIC
HOW DO YOU BRING SCORES OF INDIVIDUAL
PERFORMERS INTO ONE HARMONIOUS
TEAM? THAT’S THE DEMANDING TASK OF
IAN MACLAY, THE ROYAL PHILHARMONIC
ORCHESTRA’S MANAGING DIRECTOR

Q.

WHAT DREW YOU TO THE ROYAL
PHILHARMONIC ORCHESTRA (RPO)?
I came to the Royal Philharmonic by accident. I studied
music intending to play professionally, but when I met
my peers – who were far better players than I was, and
still weren’t earning a living – I decided to work in
music, but not as a musician.
I joined as a bookkeeper, working my way up (with
extraordinary luck) and learning as I went. I owe the
Orchestra everything in terms of my career. I believe
every junior can learn an awful lot from their superiors
(and their mistakes), and that if you stay around long
enough, you might get a chance to put it into practice.

Q.

WHAT DO YOU ENJOY MOST ABOUT
YOUR ROLE?
I enjoy the company of the musicians immensely, and
everyone at the RPO is afforded the chance to enjoy
the end product of our work. That’s not something
every organisation allows.

Q.

HOW DO YOU RECRUIT THE PLAYERS?
All the players have been playing at a high level
since their mid-teens, and been through orchestras,
scholarships and elite academies – perhaps even being
loaned an instrument worth hundreds of thousands of
pounds. Those who can manage all of that time and
cost might then choose to apply for a job at an
orchestra such as ours.
We have 84 players, but there can be 300
applicants for each post. Each recruitment is a
two-year process of audition tapes, trial periods
and performances. Once we have a position down
to perhaps six brilliant applicants, it can come down
to how well they settle on a long tour of the US, for
example, or how the principal conductor feels their
style complements the rest of the orchestra.

Q.

IS MANAGING PERFORMERS DIFFICULT?
The orchestra is a workers’ cooperative, with new
players buying themselves in as those leaving sell their
shares. The players employ people such as me to work
for them, and they are really driven by a mutual interest
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in perfection. Getting the top performance is down to
the conductor, and my team and I act as talent scouts
to sign rising conductors to the orchestra for several
years, before they become too popular and expensive.
Interestingly, as the conductor reports to the
company, the players in effect employ their manager
and management team. It’s a relationship that has
to rely on mutual respect, but some conductors can
be difficult to work with, even if they are talented.
It’s my job to hire the ones that draw the very best
performances from our orchestra.

THE ROYAL
PHILHARMONIC
ORCHESTRA IS
ONE OF THE
UK’S LEADING
ORCHESTRAS.
FOUNDED IN 1946,
TODAY IT REGULARLY
TOURS AROUND
THE WORLD AND
EXTENSIVELY
RECORDS FOR FILM
AND TELEVISION
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congestion of many towns and cities around the world can make it feel as if you spend as
long getting to your desk as you spend at it. Spare a thought for those flying into the office
over choppy seas, though – their commute is a far fiercer affair.
The dangerous workplaces featured in our cover story are a fascinating case study.
The excitement of an unusual or dangerous job attracts thrill-seekers – be it to a remote
oil platform or the midst of a humanitarian crisis. While these passionate and emotional
individuals can be the best people for the job, they aren’t always keen to play by the rules
when it comes to danger. How, then, do you manage them in a way that gets the best out of
them, without exposing your people – or the business – to unacceptable levels of risk?
Two of our other focuses this issue address decidedly different tales of the workplace.
The first looks at much gentler environments than those on our cover: today’s luxurious
places of work. We ask if the cool, convention-defying offices of the technology sector are an
example of form over function, and whether such environments can make a positive impact
on performance when applied in other sectors. Do bean bags and chill zones engage your
organisation’s ‘big kids’ into better, more productive work, or are they simply a gimmick?
The second addresses the implications of an office growing up – albeit in terms of size
rather than age. When an organisation’s founders are unable to lead and manage their
workforce, it’s time for middle managers to be brought in. However, if you are creating this
layer from scratch, what should that management tier look like? Who should it report to?
And how should it be run?
Our other major feature this issue is a very personal focus on a universal theme. We
speak to seven female senior executives about their careers in what remains a maledominated world of work. There has been a huge amount written on why senior leadership
is not divided equally in the world’s executive suites. We decided to simply let women who
have succeeded tell their stories so far. What emerges is a fascinating study in self-belief,
commitment, bloody-mindedness and steadfast integrity. All of which, I’m sure you’ll
agree, will serve any executive well in their future career, wherever and whoever they are.
ALISTAIR COX, CEO, HAYS
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THE DEPTH AND
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IS NOW DEEPER
AND BROADER
Hays, the world’s leading experts in recruiting
qualified, professional and skilled people,
has joined forces with Veredus, an IT recruiter
and one of the fastest-growing companies
in the US.
This partnership brings together two organizations
who firmly believe that by truly understanding clients
and candidates, both locally and globally, we can help
people and companies achieve lasting impact.
To find out more about how we are helping to
power the world of work, visit us at hays.com
and vereduscorp.com.
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