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ConneCting the 
world of work 
we live in a connected world. Switched-on individuals are using social media 
for their career planning, while savvy organisations understand the need to 
communicate their brand even when they’re not hiring. we believe bringing 
these two groups closer together is the key to the new world of recruitment.
Hays has collaborated with LinkedIn to do just that. 

Our enhanced relationship gives us even greater insights and access to the world’s most powerful 
business network – giving you four powerful reasons to choose Hays. 

PlUgged  
Our reach and resources give you access to the 
broadest talent pool there is. 

tUned  
Customised, industry-leading training and support  
for all Hays consultants. 

SearCh  
Search capabilities give us richer real-time  
insights into targeted user behaviour. 

trUSt  
A strong engagement strategy that builds  
trust into our relationships. 

By nurturing talent and building long-term 
relationships, we know exactly what people are 
looking for. in other words, the people you want 
to talk to are already talking to us. follow us on 
linkedin and join in the new world of recruitment.  
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THE pace of change in our world only ever seems to increase. Not only do we operate in 
unpredictable economic times, but the impact of technology and the disruption to traditional 
business models that this brings creates a greater degree of uncertainty than businesses 
have ever had to deal with. One thing remains certain though: having the right people in an 
organisation, focused on the right things, will maximise the chance of success. 

Predicting what skills will be required is difficult. Visionary leaders make educated guesses 
about the future shape of their organisations and put in place the infrastructure and skills to deal 
with the challenges or opportunities they foresee. The importance of this vision is a theme in this 
edition of the Hays Journal – without it, an organisation is leaving too much to chance.

We also face a global paradox in the employment markets. Hays recently published 
research conducted in conjunction with Oxford Economics that points to both high levels of 
unemployment at the same time as acute skills shortages around the world. We have included 
some of the major findings of the study in this Journal, together with possible solutions to the 
problem. At a time when economic growth needs every stimulant we can give it, many skilled jobs 
are going unfilled. This restricts future growth and reduces the potential for further job creation, 
so it is an important issue to resolve.

To attract the best people, any business must have in place a clear agenda for 21st-century 
sustainability and we explore this issue in this edition. Visionary businesses consider their 
sustainability in terms of their environmental and societal impact, the way they do business and 
the values they hold dear. A new generation of employees is already looking at how a company 
rates on metrics like these and they are selecting their employers accordingly.

We also consider the growth of social enterprises; businesses that exist to create societal or 
environmental change. These are a relatively new phenomenon but they are set to change the 
landscape in terms of the host of new job roles they will create, as well as the pressures they will 
place on more traditional peers.

Our leadership interview profiles Gary Kildare, Chief Human Resources Officer for IBM’s Global 
Technology Services. He explains why human resources must keep pace with technological 
innovation and how one of his business’ biggest challenges is determining what its people will 
need to know in the future. Kildare argues that social media is rapidly changing how we work and 
only those who adapt to this brave new world will succeed. 

It is never possible to be certain of what lies beyond the horizon, but human resources 
professionals play a vital role in trying to prepare a business for what it may encounter in the 
weeks, months and years ahead. I hope that some of the issues that we address here will provide 
food for thought for those of you who fulfil this essential function and I look forward to hearing 
about the topics currently at the top of your agenda. 

 
ALISTAIR COX, CEO, HAYS
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A SMALL STEP TOWARDS CLARITY 
ON AFFIRMATIVE ACTION

TOPICAL SNAPSHOTS

BRIEFINGS

A US SUPREME COURT (SC) ruling on affirmative 
action has avoided directly affecting employment law, 
but race remains a highly sensitive consideration when 
recruiting in the country.

A panel of attorneys met in July 2013 to discuss 
the implications of the SC’s ruling in Fisher v 
University of Texas, which was brought by a white 
applicant who was refused admission to the 
university. In the case, which the SC remanded to the 
US Court of Appeals for a fuller examination, Ms 
Fisher contends that the university’s affirmative 
action policy led to less qualified applicants being 
given preference over her. 

A number of universities in the US include a 
degree of positive discrimination in their admissions 
process, though many are now phasing such systems 
out in favour of less risky processes. The issue under 
investigation is whether Texas’ admissions policy 
satisfies the requirement that a process designed to 
achieve a more diverse student body be acceptable 
even under “strict scrutiny”. A previous ruling by the 
SC determined that race can only be a “modest” 
factor in admission standards, once other means of 
achieving a more diverse student body have also been 
explored.

The panel, assembled by the American Law 
Institute, sought to establish what impact Fisher 
would have on existing affirmative action and 
diversity rulings. Professor Michael L Foreman 
commented that the ruling “leaves us in pretty much 
the same place as before”. Fisher does not impact 
upon any workplace rights issues, and will not affect 
private sector employers directly, the panel 
concluded. 

While the panel concluded that Fisher, alongside 
other similar rulings, does not necessarily translate 
from an academic environment to the employment 
context, it noted that it may be read as granting 
employers more latitude to use race for diversity-
related purposes.

Indeed, the court’s renewed acceptance of the 
possible use of race as a means of promoting diversity 
could have an indirect impact on employers. An 
employer with an affirmative action policy in place 
must show that it seeks to remedy a “manifest 
imbalance”, but should use race-based considerations 
with care, the panel noted.
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IN THE UK, a controversy surrounding zero hours 
contracts built up throughout early and mid-2013. In 
August, workers at a Hovis bakery in Wigan, Greater 
Manchester, voted to strike when agency workers 
on zero-hours contracts were brought in after 30 
permanent staff had been made redundant earlier in 
the year. 

Employees on zero hours contracts have no 
guarantee of regular hours, pay or security, and the 
erratic nature of their working hours can make 
claiming benefits complex and subject to long delays. 
But use of the contracts, which are often used for 
unskilled and low-skilled workers and guarantee no 
minimum hours of work, is proving to be widespread 
in the UK. 

The Recruitment and Employment Federation, a 
representative body for the recruitment industry, 
surveyed 600 employers and found that 27 per cent 
use the contracts, involving an estimated 1 million 
employees in the UK. 

According to the UK government’s Labour Force 
Survey, those on zero hours contracts are significantly 
lower paid than other workers, earning an average of 
£9 an hour, in contrast to the £15 an hour paid to 
permanent staff. For staff with a degree, that 
discrepancy rises to £10 per hour for zero-hours and 
£20 for full-time work.

According to the HR body the Chartered Institute 
of Personnel and 
Development, those aged 
between 18 and 24 are most 
likely to be employed on zero 
hours contacts. And, while 
such contracts lack security, 
young people and those in full 
or part-time study may 
welcome the relative flexibility 
they offer. According to UK 
research body, the Work 
Foundation, only some 20 per 
cent of people on zero hours 
contracts are seeking 
alternative employment. 

ZERO HOURS CONTRACTS: FLEXIBILITY OR EXPLOITATION?

However, it is generally acknowledged that the 
benefits of zero-hours contracts lie overwhelmingly 
with the employer. The UK’s Labour Party claims that 
the contracts leave workers open to abuse by 
employers, and Shadow Health Secretary, Andy 
Burnham, has even called for them to be banned. 

However, Alan Chalmers, partner at London law 
firm DLA Piper, is among the many experts who 
believe that zero hours contracts are here to stay. 
“Given the uncertain economic outlook and the 
substantial advantages they present employers in 
terms of cost and flexibility, it is unlikely use of zero 
hours contracts will decline in the foreseeable future,” 
he says.94% 

OF ALL AUSTRALIAN 
BUSINESSES EXPECT TO 
INCREASE SALARIES BY THE 
NEXT FINANCIAL REVIEW

8% 
OF MINING AND RESOURCES 
BUSINESSES IN AUSTRALIA 
INCREASED SALARIES BY MORE 
THAN A TENTH LAST YEAR
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EMPLOYERS IN NORTH AMERICA are awarding 
bonuses for failure while failing to reward 
exceptional performers, according to the Towers 
Watson Talent Management and Rewards Pulse 
Survey.

The global professional services company’s review 
of 121 organizations in the US and Canada found that 
24 per cent of employers intend to award an 
incentive payout to employees who have failed to 
meet performance targets. Moreover, 18 per cent 
make no distinction between strong and weak 
employee performance when it comes to bonus 
payouts. Fewer than half (42 per cent) of the 
employees surveyed agreed that there was a clear 
link between their job performance and their pay.

Despite this apparently carefree attitude to 
rewards, since 2005, North American employers 
have been able to fully fund their bonus pool only 
twice — in 2006 (102%) and 2010 (111%). In 2012 
current-year performance bonus pools in North 
American businesses’ were only allocated a 
projected average of 87 per cent of their targets.

The findings point to a serious lack of 
communication between the people setting bonus 
pools and those awarding payments from them. “It 
appears that some organisations are simply paying 
for status quo, treating their annual incentive plans as 
an entitlement programme,” says Laura Sejen, Global 
Rewards leader at Towers Watson. The report notes 
that this approach is unsatisfactory both for 
employees, who feel that outstanding performance 
is not being rewarded, and for employers, who 
continue to pay out for reward schemes that may 
even be disengaging many of their staff.

THE EUROPEAN UNION (EU) has launched the latest in a raft of 
measures designed to combat the seemingly intractable issue of 
youth unemployment. The European Alliance for Apprenticeships 
aims to bring together key European employment and education 
stakeholders to raise the quality and supply of apprenticeships 
across the EU.

The high number of 15 to 24-year-olds out of work is a cause of 
widespread concern within the EU. The European Commission put 
the union’s youth unemployment rate at 23.3% in 2012, more than 
double that of the adult population, and less than a third of young 
people who were unemployed in 2010 had succeeded in finding a 
job a year later. 

When young people are in work, their jobs are typically less 
secure than adults’, with 42 per cent employed on temporary 
contracts. Early leavers from education are considered a particularly 
problematic group, as many of them go on to join the 12.9% of young 
people in the EU who are NEETs (not in education, employment or 
training). 

The European Commission has invited potential partners 
including public authorities, businesses, trade unions, chambers of 
commerce, providers of vocational education and training, youth 
representatives and employment services to join the Alliance. The 
scheme has already received the backing of the European Round 
Table of Industrialists (ERT), which represents 50 multinational 
companies employing 7 million people.

MISSING THE  
BONUS POINT
AN INTERNATIONAL PERSPECTIVE IS BECOMING 
INCREASINGLY VALUABLE FOR CANDIDATES

SUPPORTING 
APPRENTICESHIPS IN THE EU
OPINION IS DIVIDED OVER THE BRITISH GOVERNMENT’S 
BID TO SOLVE LONG-TERM UNEMPLOYMENT

“ BIG QUOTE IN HERE 
AT LEAST FOUR LINES 
WOULD BE IDEAL, IF 
NOT MORE PLEASE  ” 
— HARUNO YOSHIDA, BT
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BRAZILIAN INDUSTRY 
TRIMS THE FAT
AFTER CUTS TO LABOUR IN 2012, PRODUCTIVITY 
HAS BEGUN TO RETURN TO BRAZIL’S FACTORIES

THE BRAZILIAN INDUSTRIAL sector made adjustments for labour 
in 2012, cutting the hours worked. This was in response to the pinch 
felt by manufacturing in the face of widespread cost increases and 
competition from imports, government data has shown.

The statistics come from the Monthly Survey of Industrial 
Employment and Wages and the Brazilian Institute of Geography 
and Statistics.

Although the number of paid hours fell by 1.9 per cent, the 
cutbacks were insufficient to offset the 2.7 per cent fall in 
production by Brazilian factories over the year. There was a 
resultant loss in labour productivity of 0.8 per cent in 2012, which 
was uncomfortable reading for a sector that suffered a 2.7 per cent 
drop in output in 2012 from 2011.

However, there has been a recent rise in production carried into 
the first few months of 2013. Compared to January 2012, the 
industrial sector grew by 5.7 per cent in January 2013. 

Brazil’s manufacturing output expanded for the fifth consecutive 
month in February, according to the HSBC Purchasing Managers’ 
Index (PMI), which has put the sector at an ‘expansion’ ranking 
since October. 

“The PMI reinforces the perception that manufacturing activity 
in the first quarter of 2013 is firmer [than in late 2012], in line with 
our expectation of a modest recovery of the economy as a whole,” 
said Andre Loes, Chief Brazil Economist at HSBC.

While renewed activity is positive news for the sector following a 
nine-month decline, Brazil’s economy faces an array of challenges 
prior to the economic boost offered by the Football World Cup in 
2014 and the Olympic Games in 2016. Wage inflation remains an 
issue in many sectors, and investment in infrastructure has suffered 
numerous setbacks. Clearly, if this is to occur, productivity needs to 
rise in a range of industries and not manufacturing alone.

UNEMPLOYMENT IN 
PORTUGAL reached  
an official figure of  
more than 17 per cent in 
the first quarter of 2013 
and it shows little sign  
of improving.

The US$100 billion 
bailout provided by the 
European Union (EU) and 
the International 
Monetary Fund (IMF) has 
failed to resuscitate the 
Portuguese economy and, 
in the past six months, 
thousands of Portuguese 
have taken to the streets to protest against  
30 per cent tax rises and unemployment figures 
that have doubled in the past two years. There 
are now 1.8 million unemployed Portuguese, 
providing no income tax to counter Portugal’s 
debts, which stand at 122 per cent of GDP.

The struggling economies of southern 
Europe have lowered the tax revenue that is 
needed to balance budgets and pay off debts. 
In the year and a half since Portugal signed an 
austerity-oriented bailout with the EU, the 
European Central Bank and the IMF, the 
country has fallen into recession and debt has 
increased from 93 per cent of GDP in 2011 to  
118 per cent in 2012. It is estimated to rise to  
122 per cent in 2013.

“We need to reverse this vicious circle,” said 
Arménio Carlos, head of Portugal’s largest 
labour union, the General Confederation of 
Portuguese Workers.

According to the Portuguese National 
Institute of Statistics, at the end of 2012 
unemployment had climbed to 16.9 per cent, 
more than twice the figure at the end of 2007, 
when the financial crisis hit.

Portugal faces only a marginally better 
situation than Spain or Greece, which have 
unemployment rates of 26.2 per cent and  
26 per cent respectively for the final quarter  
of 2012, according to statisticians Eurostat.

LITTLE TO CHEER FOR 
PORTUGUESE JOBLESS
ALMOST A FIFTH OF ALL PORTUGUESE ARE 
WITHOUT WORK
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A FERTILE ENVIRONMENT 
FOR INNOVATION
A RESEARCH HUB IN THE NETHERLANDS IS 
CONNECTING EDUCATION AND AGRIBUSINESS

THE NETHERLANDS IS leading the way in the farming and 
food business. 

Food Valley is an agricultural knowledge-sharing 
partnership between research institutes and business. 
With strong links to Wageningen University and Research 
Centre, this agrifood centre cultivates both crop-growing 
innovation and the talent that agribusiness will require in 
the future. 

The initiative matches potential business partners with 
suppliers, research institutes with food companies and 
experts with entrepreneurs. It also services a network of 
contacts, trialing the latest technologies and techniques  
to assess their market potential. 

Food Valley’s Managing Director Roger van Hoesel says 
that the needs of the food companies are at the heart of its 
activities: “Under the Ambassadors Programme, students 
complete a one-year internship as part of their masters, 
rather than the usual three months,” he says. 

“It’s fantastic, because they get serious experience in a 
company with an international outlook. Often, they are 
offered permanent positions as a result. It’s a simple set up 
that really works.”

Netherlands is the second-largest exporter of food and 
agricultural products in the world, after the US. The port of 
Rotterdam, near Wageningen, services a fifth of all 
European shipping, and the country’s agricultural exports 
exceed €50 billion per year. 

The agrifood industry accounts for over 600,000 jobs 
in the Netherlands, ten per cent of the country’s 
employment capacity, and the country houses the head 
offices of many international food companies such as 
Heinz, Nestlé, Grolsch and Yakult.

YAHOO! CEO 
MARISSA 
MAYER’S decision 
to ban all forms 
of telecommuting 
and working 
from home at the 
troubled internet 
company has 
divided opinion.

While the 
announcement, 
which was relayed 
to staff via a 

memo and will come into effect in June, has been 
criticised by many staff and even other businesses, 
Mayer is the third CEO in under two years at the 
business, and some commentators have applauded the 
former Google executive’s firm approach with an 
apparently disengaged workforce.

One of the most vocal and well-known detractors is 
Virgin founder Richard Branson who commented that 
it “seems a backwards step in an age when remote 
working is easier and more effective than ever”.

The case highlights an important moment in the 
history of home-working, which Professor Steward 
Friedman of the Wharton School in Pennsylvania, US, 
has suggested may be a “swinging back of the 
pendulum from ‘all-virtual-all-the-time is good’” to a 
more balanced, cohesive approach made necessary 
when a company loses its focus.

Mayer has claimed that “speed and quality are often 
sacrificed when we work from home”. The impact of 
the disengagement is wider, however. Talent attraction 
and retention are two areas of concern – in March, 
Yahoo! was advertising 900 open jobs, nearly eight 
per cent of its workforce, compared to just two per 
cent advertised by its competitor Google.

In a post made on the Harvard Business Review 
blog, Massachusetts Institute of Technology IT 
research fellow Michael Schrage wrote: “Marissa Mayer 
is no fool. She didn’t take over as Yahoo!’s CEO 
because the company was doing well; she came on 
board because the stumbling internet enterprise  
was an underperforming underachiever that had  
lost its way.”

YAHOO! CEO CALLS STAFF 
BACK TO THE OFFICE
THE INTERNET GIANT HAS BANNED 
TELECOMMUTING OUTRIGHT

G
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£29 billion
Sickness absence cost organisations in the 
UK almost £29 billion last year, according 
to new figures from global accountancy 
firm PwC. The rising cost of absence report 
reveals that while UK employees are taking 
fewer unscheduled absences compared to 
two years ago, illness is making a greater 
proportion of days off.

Organisations that offer opportunities for 
staff to boost their health and fitness, from 
assistance in stopping smoking to access to 
healthcare facilities, limit the risk they face 
from sickness absence.

According to data from healthcare 
provider, Nuffield Health, and the London 
School of Economics, the average person in 
England does just half of the weekly exercise 
recommended by the UK government, and 
just 10-12 minutes more exercise each day 
would lessen the risks of high cholesterol 
and blood pressure, cardiovascular disease 
and type 2 diabetes.  

Managing Director – Corporate Wellbeing 
at Nuffield Health, Dr Andrew Jones, said: 
“Health benefits for active people are 
priceless, but with increased pressures in 
the workplace and at home, as well as the 
struggling economy, employers have a 
responsibility to help our workforces be as 
resilient, fit and well as possible. ”

The profile of mental health is also 
growing in UK businesses, as under-pressure 
workforces continue to emerge from 
Europe’s bruising recession. The Absence 
and Workplace Health survey 2013, from 
the Confederation of British Industries and 
pharmaceutical giant Pfizer, noted that 
while workplace absence was at a thirty-
year low, mental health conditions were the 
single most widespread cause of long-term 
absence from the workplace. 
Source: Emporis, Toronto, North America’s 
new high-rise metropolis
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FALLING SHORT 
ON SKILLS
DESPITE WIDESPREAD GLOBAL UNEMPLOYMENT, BUSINESSES ARE WATCHING SKILLS SHORTAGES GROW.  
IS EDUCATION FAILING, OR CAN COMPANIES AND GOVERNMENTS DO MORE TO CREATE AND DEVELOP TALENT 
RELEVANT TO THE JOBS OF TOMORROW? 

HAYS JOURNAL ISSUE 5
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THE BIG IDEA — SKILLS SHORTAGES

“  WHEN EDUCATION AND 
BUSINESSES DON’T 
COORDINATE, EDUCATION 
CAN’T ADAPT”

         — MICHAEL DICKMANN, CRANFIELD SCHOOL OF MANAGEMENT

HAYS JOURNAL ISSUE 5

THE WORLD’S LARGEST economy has one of 
the tightest markets for skilled labour. But despite 
talent shortages from the oil and gas sectors to IT, the 
US has witnessed high levels of unemployment with a 
weak economic recovery that has only recently begun 
to take hold.

This phenomenon is known as talent mismatch, 
when a labour force lacks the skills that employers 
need. And the paradox isn’t peculiar to the US. 

While some might expect the higher levels of 
unemployment in many countries since the end of 2007 
to have resulted in a ready availability of skilled talent in 
the jobs market, the gap between the skills employers 
need and those that jobseekers have is, in many cases, 
widening, according to a new index produced by 
Hays and Oxford Economics to understand the global 
professional workforce.

And some industries are suffering more than others, 
despite and sometimes because of their commercial 
success. Shortages in construction, engineering and IT 
are apparent in Europe, North America and Central Latin 
America, where these sectors are growing rapidly.  

Asia and the Americas face demands for skills in the life 
sciences and the booming energy industry has already 
exhausted the available talent in Central and South 
America and Australia.

These findings come from The Hays Global Skills Index 
2012, which has studied the skilled labour markets of 
27 global economies and revealed the strengths and 
weaknesses in each country’s workforce. The Index is 
the specialist recruitment sector’s first definitive data set 
on professional skills availability that analyses specific 
local causes for mismatches in demand and supply.

Countries were scored between 0 and 10.0 on seven 
factors, including talent mismatch, the local education 
system’s ability to adapt to the evolution of businesses’ 
requirements and labour market flexibility. These scores 
were averaged to provide a single, overall Index rating. 
A score of 5.0 indicates a balanced market for skilled 

THE US
CASE STUDY 

THE FINANCIAL CRISIS hit the world’s most powerful 
country hard, with increasing long-term unemployment and 
subdued economic growth holding back job creation.

Despite an identical Index score of 6.4 to Germany, the 
US’ labour market pressures stem from different causes – 
talent mismatch and wage pressure in high-skill roles and 
occupations rather than the European nation’s well-matched 
talent but severe high-skill industry wage pressure.

There are signs of US wage pressures for high-skill jobs 
in many sectors, especially oil and gas, life sciences and 
IT. A combination of factors are the culprits, including an 
ageing population, immobile workforces, tight immigration 
and industries without the ‘glamour’ to attract graduates, 
according to John Faraguna, President, Hays North America.

“The university system is probably the best in the world, 
but the primary and secondary systems need improvement,” 
he says, pointing to government figures that show only  
15 per cent of undergraduates take STEM degrees and  
one-third of teenagers drop out of high school.

“The good news is the economy is modestly recovering, 
with unemployment down, housing up and the general 
mood positive, especially compared with Europe.”

However, he adds: “The type of jobs being created has 
shifted heavily towards high-skill professions, so even with a 
strengthening economy it is not expected to create enough 
low-end jobs to soak up the surplus of poorly skilled workers.”

Some firms have looked to disaggregate the jobs 
performed by high-skilled professionals into tasks for lower-
skilled labour – which is available – and a smaller number of 
outsourced specialists and remote, high-skilled workers.

labour while less than 5.0 implies a slack labour market 
– with few skilled jobs – and more than 5.0 a shortage of 
skilled employees – and subsequent pressure to increase 
wages. A sobering finding was that very few countries 
have stable scores across all factors.

Sixteen countries are experiencing some degree 
of labour market pressure, many of them in Europe. 
Emerging markets have a better story to tell. The 
education systems in fast-growing Asian economies, 
such as India and China, appear to be more effective 
at addressing skills development than Western 
countries. However, the labour markets in both of these 
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THE UK
CASE STUDY 

FOLLOWING SEVERAL YEARS of sustained 
buffeting from the crisis in the eurozone, the UK 
economy is strained – scoring 7.9 for economic 
fragility in the Index. 

The country also has among the highest levels of 
talent mismatch at 9.0, and its overall Index score of 
5.0 is only brought down by the extremely low wage 
pressure across the UK jobs market , rated 1.3 in overall 
wage pressure in the Index.

Skills shortages exist in sectors as diverse as energy, 
IT, health, education and finance regulation and there 
is unhappiness over tightening of immigration rules for 
skilled workers to add to the UK talent pool.

“Employers need to take a strategic, long-term look 
at the skills they are lacking and commit to investment 
in developing talent in these areas, whether through 
training, apprenticeships, university bursaries or 
considering training people with transferable skills,” says 
Nigel Heap, Managing Director of Hays UK & Ireland.

A lack of engineering and IT services graduates has 
been a recent gap highlighted in the British media, 
which has added to concern in technical industries over 
the emergence of a small elite of highly paid contractors 
within the limited pool available.

“It is clear that the education system isn’t currently 
in synch with the needs of business,” adds Heap. 
“There is also a significant gap in the subjects people 
are studying and those offering career opportunities.”

“ AS BUSINESSES BECOME 
MORE GLOBAL, HR 
MUST APPRECIATE 
THEIR OVERALL 
‘ARCHITECTURE’”

         — DR REBECCA TAYLOR, THE OPEN UNIVERSITY

HAYS JOURNAL ISSUE 5

Asian giants remain inflexible, and they are suffering 
from overly stringent employment and immigration 
regulations that are having a negative impact on their 
ability to bring in relevant skills.

SHARING THE SKILLS PUZZLE
The reasons for restricted labour markets are complex 
and often particular to a certain geography. 

Ageing workforces can have a broad influence, as 
can inflexible immigration laws, while specific incidents 
and events can also have an effect, from the population 
exodus after the 2011 earthquake in Christchurch, New 
Zealand, to the recent emergence of shale gas fracking 
creating a sudden employment prospect in countries 
like the US. 

What lies at the heart of the skills puzzle is a mismatch 
between businesses’ current and future needs and 
those skills provided by education, according to Michael 
Dickmann, Professor of International HRM at the UK’s 
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Cranfield School of Management. In essence, many 
educational institutions and business schools are failing 
to develop candidates with the skills and abilities that 
companies and sectors as a whole require. “This exists, 
probably, because education and businesses don’t 
coordinate in a way that would allow education to 
adapt,” Dickmann says.

Cranfield considers itself an exception and it strives 
to maintain close links with businesses. The university’s 
Masters in International Human Resource Management 
has an industry advisory panel composed of people 
actively in businesses, who can advise on whether 
it is serving their needs. Industrial placements and 
internships for students aid mutual learning.  “We learn 
from them what we can do better and they learn from us 
what we do,” he adds.

But as businesses grow rapidly and operate 
internationally, local educators can struggle to keep 
up with their rapidly evolving needs. “In high-growth 
markets, business growth has simply outstripped 
the capacity of local education institutions to meet 
demand,” says Tim Payne, European HR Director, KPMG. 
“While many are now heavily investing in education at 
all levels – and China and the Middle East are both great 
examples – the gap will take time to close.”

Successful collaboration necessarily blurs the 
boundaries between higher education and the world 
of business, says Payne. “The best recruiters are 
making contact with university students through social 
networks in their first or second years and entering into 
a genuine dialogue about what skills are required in their 
businesses, which in turn shapes the decisions of the 
students,” he adds. 

Merlin Entertainments Group, which has more than 
21,000 employees in over 20 countries, has partnered 
with London’s Kingston University to fund its leaders 
through a postgraduate certificate in business and 
management, with the opportunity to convert it into 
an MBA.

“Having the opportunity to gain external 
qualifications can be a key staff retention aid,” says Tea 
Colaianni, Group HR Director at Merlin. Merlin wants to 
demonstrate a commitment to staff development in a 
long-term context, and while the company recognises 
that highly skilled employees pose a retention concern 
after such an investment, it offsets that risk and cost 
against that incurred when sourcing such skills through 
purely external routes – an option it has calculated to 
cost at least twice as much. Promotion rates from the 
programme’s members stands at 30 per cent, and  
the clawback provision for the qualification has never 
been enforced.

“As always, evaluation is key,” Colaianni says of such 
programmes. “How are your processes aligned to the 
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JAPAN
CASE STUDY 

“IN MANY WAYS it is an exciting time for Japan. We see some 
very promising signs after nearly two decades of little progress,” 
says Jonathan Sampson, Regional Director, Hays Japan.

Despite high levels of structural unemployment – endemic 
talent mismatch – there is an improving macroeconomic outlook 
in Japan, with growth expected to remain at two per cent for the 
next two years, above the recent historic average for the country. 

However, Japan still has one of the highest levels of talent 
mismatch (8.1), due to an ageing population, a relatively closed 
immigration policy, limited diversity and the increasingly global 
requirements of Japanese companies. 

“It is not that there are not enough available people to 
perform the roles needed, but they do not possess the skills 
required in an increasingly global environment,” Sampson says. 

While Japan is one of the countries in the Index enjoying a big 
contribution from the education system to skills development, 
it has not adapted quickly enough to match the scale of the 
changing needs, he adds.

“Many major businesses in Japan with international interests, 
will second their employees to overseas locations to develop 
their skills, or simply hire bilingual and bicultural resources who 
have overseas experience or education.”
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business strategy and how can you demonstrate that? 
Solutions don’t need to be complicated, just effective.”

THE COST OF LOST SKILLS
All of this requires a business to be able to measure how 
successful a strategy is. To do this, an organisation – and 
its HR function in particular – must have a thorough 
understanding of the skills it needs, where it may be 
lacking and why, and, vitally, what its skills requirements 
in the future will be. 

Professor Rebecca Taylor, Dean and Director of 
Studies at The Open University Business School, 
says: “As businesses become increasingly global 
and interlocking, there is an additional need for HR 
to appreciate the nature and scope of the overall 
‘architecture’ of the organisation.

“A business might comprise a multifarious set of core 
functions, outsourced functions and joint ventures, and 
each will require a tailored approach to learning and 
development to remain competitive.”

In other words, one size will not fit all. Within KPMG, 
a current focus has been to model the workforce to 
predict skills gaps and schedule appropriate volumes 
of hiring and training. “HR professionals need to be 
comfortable with workforce planning and analysing the 
return on investment of talent management initiatives, 
and be able to recommend to the business what to stop, 
start or continue on the basis of real money,” says Payne.

“What we’ve had to learn more recently, particularly 
in our advisory business, is to scan the horizon 
constantly for emerging services that our clients need 
and then be agile in combining external hires and 
internal talent to fulfil those,” says Payne.

When tackling skills shortages, Merlin adopts a 
number of practical approaches. There is a succession 
plan identifying internal successors for 75 per cent 
of the top 300 leadership positions; management 
development programmes; a gender diversity strategy; 
and ongoing initiatives to improve HR intelligence 
through the function’s external network. Colaianni calls 

“ HR NEEDS TO BE ABLE 
TO RECOMMEND 
WHAT TO STOP OR 
START ON THE BASIS 
OF REAL MONEY”

         — TIM PAYNE, KPMG
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CROSSRAIL
INSIGHT: 

THE UK’S CROSSRAIL project is the biggest 
engineering programme in Europe, involving 42km of 
new rail tunnels and employing 15,000 people at its peak 
between 2013 and 2015.

To Valerie Todd, the scheme’s Talent and Resources 
Director, it became clear in the planning stages that there 
was a shortage in the underground construction skills 
needed. “Identifying the issues at an early stage was half the 
challenge,” she says.

Historically, major tunnelling projects in Britain have taken 
place sporadically, sometimes with 30-year gaps between 
them, leading to a limited and ageing skilled workforce.

The organisation decided to set up a £12.5 million 
Tunnelling and Underground Construction Academy in 
London aimed at training a new generation of workers.

“We are ensuring a steady drip-feed of the skills and 
resources we are going to need as we deliver the project over 
time,” Todd says.

But the Academy is not only for the lifespan of the 
project. “With the unprecedented level of tunnelling and 
underground construction due to take place in Europe over 
the next decade, it was clear that other partners and industry 
bodies had the same issue on their horizon,” Todd says.

“Through working with industry partners and other major 
projects, we were able to pool our resources and expertise 
for the greater good.”

The Academy’s aim is to create a lasting legacy to address 
future skills shortages.
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GERMANY
CASE STUDY 

GERMANY’S OWN ECONOMY has performed 
well in response to the eurozone crisis. It scored a low 
3.5 for economic fragility in the Index and its underlying 
resilience comes as a result of strong exports and 
improving government finances. The country is showing 
a slight labour market pressure though, with an Index 
score of 6.4, the joint-highest with the US.

As one of the world’s more successful industrial 
exporters, Germany has a problem sourcing enough 
qualified candidates for highly-skilled roles such as IT 
specialists and engineers. 

Its ageing population also means this will increase 
in the future, according to Dirk Hahn, Chief Operating 
Officer, Hays Germany. One potential solution is to use 

flexible labour to full effect. “German companies are 
more and more open in their structures and work more 
with freelancers and temporary workers,” Hahn says. 
“More companies are replacing their line organisation 
with a kind of project organisation.”

This includes hiring specialists from abroad, raising 
the retirement age and building up better childcare 
options and flexible working to bring more women into 
the workforce.

Germany is also something of a trendsetter in its 
approach to linking education and business. The 
programme known as Dual Vocational Training – much 
like an apprenticeship in highly skilled jobs – enables 
people to train in the precise skills employers want.

FOR MORE INFORMATION  
To read The Hays Global Skills Index 2012 in full,  
visit www.hays-index.com

this “targeting contacts who have experienced the 
journey we are embarking on.”

No single company, educational establishment or 
country has a panacea for the problem of global skills 
shortages. A regional and industry-wide approach is 
required and governments also need to embrace their 
role. An improvement in the provision of education in 
shortage areas is essential, as well as fiscal incentives for 
companies to invest in staff training. 

Businesses have a clear vested interest in developing 

a pipeline of skills that they will need in the future. But 
all of the interested parties working together to tackle 
the problem will benefit companies, employees and 
economies more broadly. As Taylor concludes: “Human 
capital formation is the responsibility of the state, the 
individual and the organisation.” 
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$
In 2012 there was an 11% increase in 
training and development in the US, 
compared with 2011

$706

Source: Bersin by Deloitte, Corporate 
Learning Factbook 2013

Training and development spend in the US in 2012

More developed functions spent a third more on training 

$867
Source: Bersin by Deloitte, Corporate Learning Factbook 2013

THE WORLD OF WORK IN NUMBERS

STATISTICAL SNAPSHOT 

TRAINING AND DEVELOPMENT expenditure 
rose by 12 per cent in the US in 2012, although the L&D 
workforce has actually shrunk relative to the wider 
business population.

The findings come from a recent study from Bersin 
by Deloitte, which suggested that despite an uncertain 
outlook for much of 2012 the improving stability seen 
by the US economy has encouraged many businesses 
to invest in re-skilling their existing workforces.

Bersin’s Corporate Learning Factbook 2013 
surveyed more than 300 training organisations 
across industries. The greatest growth in L&D 
budgets was in the technology and manufacturing 
sectors (20 per cent), indicating the efforts 
American businesses are making in order to remain 

LEARNING AND DEVELOPMENT STAFF SHRINKS  
IN US DESPITE ITS GROWING BUDGET

competitive in the face of stiff Asian competition in 
these industries.

The study also revealed that older companies with 
more developed L&D functions spend a third more 
on training. In 2012, US businesses spent an average 
of $706 per learner, whereas the most ‘mature’ 
functions spent $867 – 34 per cent more.

One revelation of the report is that although many 
training teams added to their personnel during 2012 
the growth of L&D teams did not match the growth in 
their budgets, nor the growth of the wider corporate 
workforce. As a result, Bersin say, the ‘footprint’ of 
L&D is shrinking, demonstrating a changing role for 
the function as a facilitator for training rather than a 
resource in itself. 
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2012

2013

Source: Hays Oil & Gas, Oil and Gas 
Job Search, Oil and Gas Global Salary 
Guide 2013

Wage growth in the oil and gas sector

US$87,000

US$80,000

Almost 65 per cent of employees in the 
sector receive some sort of benefit or 
allowance above their base pay

FOR MORE INFORMATION  
To read the Oil and Gas Global Salary Guide in full,  
visit www.hays.com/ogsalary
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STATISTICAL SNAPSHOT

SIGNIFICANT WAGE GROWTH 
is occurring in oil and gas worldwide 
as employees reap the rewards of the 
sector’s continued success.

The Oil and Gas Global Salary 
Guide 2013, produced by Hays Oil 
& Gas in collaboration with Oil and 
Gas Job Search, surveyed a total of 
25,000 workers and employers from 
53 countries, in both upstream and 
downstream sectors.

The survey revealed an average 
worldwide salary for oil and gas 
professionals of US$87,000, a 
significant 8.5 per cent increase  
across the globe compared to 2012.

The most well-paid employees 
were in Australia, Norway and the US, 
all of which saw significant capital 
investment in new projects and 
upgraded assets. Graduate salaries 
especially have rocketed higher, 
increasing by 13.2 per cent.

A rise in bonuses has also continued 
and is now a significant incentive that 
companies offer to talent. Bonuses 
account for 5.8 per cent of the 
employees’ total reward packages – 
with almost two-thirds of employees 
receiving some kind of benefit or 
allowance above their basic wage.

Employers expect to boost staffing 
levels in the industry, with 75 per cent 
planning for some level of increase and 
a quarter expecting to increase by over 
ten per cent.

One area that hasn’t changed is 
in the number of women employed 
in the industry. The Americas is the 
only region with more than ten per 
cent of its workforce being women. In 
the Middle East, that proportion only 
stands at 3.1 per cent. 

OIL AND GAS POWERS AHEAD

Bonuses accounted for  
5.8 per cent of total 
remuneration – ten per cent 
more of the full package than 
last year

Bonuses boosted

Source:  Hays, Oil & Gas, Oil and Gas Job Search, 
The Oil and Gas Salary Guide 2013

$
5.8%

65% 35%
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LEADING 
THE WAY ON 
SUSTAINABILITY
SUSTAINABILITY HAS BEEN ONE OF THE CORPORATE BUZZWORDS OF RECENT TIMES, BUT A 
GENERATION OF LEADERS IS TRANSFORMING SUSTAINABILITY FROM FEELGOOD PROPAGANDA  
INTO HARD FIGURES FOR STRONGER, MORE SUCCESSFUL ORGANISATIONS

IN 2010, THE UN GLOBAL COMPACT and 
Accenture produced a survey of 766 global CEOs, 
asking them how important sustainability was to their 
business. An overwhelming 93 per cent said it was 
important to the company’s future success and 96 per 
cent said related issues should be integrated into the 
company’s strategies and operations.

“If either of those statistics was borne out in 
practice, we would be seeing a radically different 
business community to the one we have,” says Polly 
Courtice, Director of The Cambridge Programme 
for Sustainability Leadership and of The Prince of 
Wales’s Business & Sustainability Programme.

When it comes to corporate sustainability, 
employees look to their leaders for both inspiration 
and evidence that their organisation is committed 
to delivering environmental, social and economic 
benefits. But if the intent is there, the action is not.

Cynics have suggested that sustainability, 
and its umbrella movement of ‘Corporate Social 
Responsibility’ (CSR), provides a convenient valve for 
tainted brands to release a more positive message to 
the world. While that is certainly the case, there are 
also compelling business reasons to adopt sustainable 

practices, and the leaders that move quickest will 
be the first to engage staff and customers with their 
message – as long as it is genuine.

The world has diminishing resources, growing 
populations and an increasingly vocal and influential 
ecological lobby. Courtice believes that the risks 
are “very real and very significant, to society and to 
businesses, but there are huge opportunities for those 
who respond soonest and in a significant way.”

But progress from businesses is painfully slow. 
Companies may be uncertain over which course to take, 
waiting for competitors to act first, or restrained by 
corporate structures and cultures too rigid to change.

One of the first movers on a global scale has been 
Unilever, which placed its Sustainable Living Plan at 
the core of the company in 2010, but actively avoids 
the term CSR, recognising its negative connotations 
as a way for organisations to recoup on unethical 
business practices.

Sustainability needs to mean more to the company 
than that. Unilever’s management team has committed 
to doubling its business by 2020 while halving the 
environmental impact of its largely plastic-packaged 
consumable products. Were Unilever to double its size 
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and footprint, the costs would likely be as catastrophic 
for the business as the environment. 

But as sustainability rises on the average worker’s 
agenda, an equally important consideration is of the 
impact on recruitment and retention as a direct result 
of these issues.

Leadership for Sustainability, by Professor 
Judi Marshall at the UK’s Lancaster University 
Management School, considers those internal 
activists taking sustainability agendas to their bosses. 
“In many cases they appoint themselves,” she says, 
but with consumer reputations and employer brands 
so fragile today, it would be foolish to ignore this 
“deep sense of understanding for leaders to tap into”. 

STRAIGHT FROM THE TOP
There is no avoiding the fact, however, that 
sustainable business practices must come from the 
top if they are to succeed.

Microsoft Corporation has an impressive role 
model in its co-founder Bill Gates. Today he holds 
the role of Non-executive Chairman and with his 
wife is employed full-time by their global health 
and education initiative the Bill & Melinda Gates 
Foundation. Yet his commitment to sustainability 
remains incredibly strong, and has helped introduce 
company-wide initiatives from energy efficiency in 
Microsoft’s buildings to reducing corporate air travel 
and developing software and technology encouraging 
greener IT practices.

Shannon Banks, the business’ Talent Management 
HRD in Western Europe, believes the company’s 
leaders must experience first-hand how running a 
sustainable business has an impact on them as 
managers, on their teams and on the bottom line. 

In 2010, she introduced the Front Lines programme 
for the company’s global leaders and senior executives, 
where staff work alongside partner organisations in 
emerging markets, such as improving employment 
opportunities for young people in slum areas.  
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“ WE NEED TALENTED, 
PASSIONATE LEADERS WHO 
SHARE OUR MISSION TO 
MAKE A DIFFERENCE” 
— TIM MUNDEN, UNILEVER
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Microsoft also runs the Responsible Leadership 
Challenge, a similar scheme with a focus on emerging 
markets social enterprises.

A crucial focus for Microsoft is that its managers 
convey the strategic value of these initiatives to 
their teams. In February, Microsoft announced its 
4Afrika Initiative, aiming to place tens of millions 
of smart devices in the hands of young Africans by 
2016, bring 1 million African small and medium-sized 
enterprises online and help train 100,000 members 
of the continent’s existing workforce.

“Sustainable leadership is about turning the theory 
around corporate sustainability into a practical reality,” 
says Banks. “And HR must be involved to ensure 
there is the leadership needed for developing and 
implementing the sustainability strategy.”

MAKING SENSE OF SUSTAINABILITY
Even with the best intentions and the strongest 
direction, chief executives need like-minded 
managers to push their agenda through the  
entire organisation. 

“The targets we’ve set are challenging, so we need 
talented, passionate leaders who share our mission to 
make a difference and embed the plan in the business’ 
actions and targets,” says Tim Munden, Unilever UK & 
Ireland’s Vice-President of HR.

The Sustainable Living Plan applies across the 
business and the value chain – from sourcing 
raw materials and ingredients to how consumers 
dispose of waste. Unilever wants to double its use 
of renewable energy to 40 per cent of its total and 
reduce its global water consumption by 65 per cent, 
compared to when it first measured water, waste and 
carbon dioxide in manufacturing sites in 1995.

“Underpinning the Plan are around 50 time-sensitive 
targets under three pillars: helping 1 billion people 
to improve their health and wellbeing; halving the 
environmental footprint of our products; and sourcing 
100 per cent of agricultural raw materials sustainably. 

MICROSOFT BUILDING: 
MICROSOFT HAS 
CREATED INITIATIVES TO 
MAKE ITS OWN 
BUILDINGS AND 
PRODUCTS ‘GREENER’

HAYS JOURNAL ISSUE 5
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These are tracked and monitored 
globally by our leaders,” says Munden.

Unilever has tasked its managers 
with ensuring every employee’s role 
touches on at least one part of the Plan. 
Marketing employees must educate 
consumers about sustainable use 
of products, while factory workers 
should seize innovative ways to reduce 
the amount of waste sent to landfill – 
ultimately all the way to zero. This has  
already been achieved in the UK and Ireland.

“HR’s role is to secure the talent pipeline so the 
sense of sustainability is built within every function of 
the business, across the globe,” says Munden. 

“As an organisation we must make progress step-
by-step, year-by-year and develop managers and 
teams that can lead in an environment of such urgency 
and uncertainty.” 

REAPING WHAT YOU SOW
While that urgency is predicated by access to 
resources and the cost of energy and water,  
another influence is unrelated to the supply  
chain: perception. 

Since the financial crisis of 2008, corporations 
have also had to adapt to a growing awareness 
among consumers of good (and bad) business 
ethics. Unsustainable practices loom as large on 
the consumer agenda as malpractice, and a public 
relations disaster can have dire consequences  
on a brand.

This fact has led sceptics to attack large 
corporations, and they are quick to highlight any 
inconsistencies in an organisation’s sustainability 
claims. The immense broadcasting power of the 
internet is also at the disposal of pressure groups and 
the wider media. If integrity, morale and productivity 
levels are to be maintained in a workforce, let alone 
product sales, every global business leader must 
have the facts at hand and the skill to defend their 
employer’s sustainability record.

Nestlé describes itself as the world’s leading 
nutrition, health and wellness company, and has had 
to counter criticism over the years, most notably in 
the way it produced and marketed baby formula 
to developing markets. The company has certainly 
worked hard to repair its image, but while there 
are undoubted benefits to businesses in aligning 
themselves to these popular, even vogue values, the 
compelling business case of diminishing resources 
and growing populations has been seized by Nestlé as 
reason enough.
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In Colombia, for instance, Nestlé has a 70-year 
heritage and local CEO Manuel Andrés says its brands 
touch 2 million consumers every day.

His management team’s ongoing initiatives 
include encouraging healthy eating in schools and 
collaborative work with dairy and coffee farmers.

He says: “The Nestlé leadership in Switzerland 
coordinate and communicate best practice but locally 
developed sustainability initiatives such as these give 
everyone a sense of pride in the organisation, as people 
see the real difference they are making.”

Nestlé has recently launched the ten-year Nescafé 
Plan, which will double the amount of coffee it buys 
directly from farmers and their associations over the 
next five years, and in Colombia alone 1,200 of Nestlé’s 
coffee farmers will receive training and high-yielding, 
disease-resistant coffee plantlets.

The company has also invested heavily in an 
agricultural development programme for 2,500 dairy 
farmers in arid regions. The company is providing 
thousands of trees that act as shade and an additional 
food source for cows. This naturally improves 
productivity and milk quality and means that, along 
with a reduced environmental impact today, Nestlé will 
retain a viable dairy farm in a decade’s time.

HERE TODAY, HERE TOMORROW
Harvey Francis, UK Executive Vice President for 
HR at global construction and development group 
Skanska, says good business ethics has jumped up 
the sustainability agenda because it affects how 
businesses treat their customers, suppliers, staff  
and community.

The Skanska management teams meet regularly to 
discuss ethical and commercial dilemmas that might 
affect clients or staff.  About 60 scenarios based on 
real-life examples have been collated for these, and the 
teams are encouraged to use new examples as they 
arise. Skanska says its executives must lead the overall 
sustainability strategy at a group and international level 
and, in July 2012, Skanska UK President and CEO Mike 
Putnam led by example when he was appointed as the 
new Co-Chair of the UK’s Green Construction Board.

“ HR SHOULD BUILD A  
SENSE OF SUSTAINABILITY 
INTO EVERY LEVEL OF  
THE BUSINESS” 
— TIM MUNDEN, UNILEVER
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CHANNELLING THE COMMUNITY AT SKY 
ESTABLISHING BEST PRACTICE

CASE STUDY

SUCH IS HR’S involvement 
in the sustainability agenda at 
broadcaster Sky that the 
business’ diversity agenda 
has influenced what goes on 
screen as much as what goes 
on in the office.

Some recent examples 
include Ross Kemp – Invisible 

Wounded, featuring soldiers with post-traumatic 
stress disorder and Sky News, which is proactively 
increasing the numbers of female experts and 
spokespeople.

“It is unusual to have HR so involved, but this is part 
of having a strong business and brand based around a 
real commitment to sustainability in its many forms,” 
says Lucy Carver, who joined Sky in 2005 and is now 
Director of BSkyB’s The Bigger Picture.

This initiative is Sky’s approach to sustainability 
and community work. The scheme involves Sky 
Rainforest Rescue – a partnership with WWF to 
save 1 billion trees in the Amazon rainforest; 
reducing carbon emissions from Sky studios; 
getting a million more people healthier through 
cycling (a target that has already been reached); 
supporting the arts and job creation schemes  
(the company recently announced 1,000 new  
posts in Ireland).

BSkyB has a training programme for middle 
management and heads of departments called 
Podium Leaders and a Sky Leadership 
Development Programme (SLDP) for high-potential 
leaders. Both schemes explain why sustainability is 
important to the business with plenty of hands-on 
experience so knowledge can be shared throughout 
the organisation.
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Skanska has devised a target-led colour 
palette around its key performance indicators for 
sustainability to help managers communicate the 
aims internally, with grades for social impact, business 
ethics and the environment. Those listed as ‘vanilla’ 
mean the company is compliant, ‘green’ is going 
beyond compliance and ‘deep green’ signifies that an 
area of the business has been what Francis describes 
as ‘future-proofed’.

“One of the competencies we expect from our 
leaders is being able to demonstrate sustainable 
thinking. They must understand its impact on a fiscal 
and tactical level. A good leader can communicate the 
benefits internally as well as come up with different 
sustainability initiatives.

“There is a requirement for all leaders to have 
sustainability at the front of their minds,” says Francis. 
The same goes for the recruitment team: “They must 
ensure the people they hire share our beliefs and 
understand the business benefits of sustainability.”

Skanska agrees that if sustainability matters, 
it matters to the business. It is a firm line to take, 
and a useful one going forward. Commitment to 
sustainability is a management culture as much as 
a green flag to wave, suggests Francis: “helping us 
to attract the right people, as well as just the ‘best’ 
people, to our organisation”. 

“ OUR LEADERS MUST BE ABLE TO DEMONSTRATE   
SUSTAINABLE THINKING AND UNDERSTAND ITS IMPACT 
ON A FISCAL AND TACTICAL LEVEL” 
— HARVEY FRANCIS, SKANSKA

FOR MORE INFORMATION  
Contact: haysjournal@hays.com

FUTURE PLANNING: 
SUSTAINABLE THINKING 
ENSURES THAT THE 
RESOURCES A BUSINESS 
NEEDS WILL REMAIN 
ACCESSIBLE IN YEARS 
TO COME

ANALYSIS — SUSTAINABLE LEADERSHIP



13,000 
France’s booming space and aeronautics industry 
created 13,000 new jobs in 2012, according to the 
French Aerospace Industries Association, GIFAS.  
Airbus, ATR, Dassault Aviator, Eurocopter, Safran, 
SNECMA and Thales all have large operations in France, 
centred in Toulouse, and the sector is one of France’s 
most profitable and internationally oriented industries.

Credit insurer Euler Hermes predicts deliveries of 
large aircraft to be up by ten per cent in 2013, reaching 
all-time highs for the aircraft industry, and French 
manufacturer Airbus expects that the world will need 
28,000 new aeroplanes by 2031. Although net orders 

declined by about 25 per cent in 2012, down from 
exceptional levels in 2011, the orders existing on 

manufacturers’ books represent seven to eight 
years of work and Euler Hermes forecasts 

1,200 new orders this year. 
 Source: Euler Hermes  

13 December 2012
For more information on Hays’ 

expertise in engineering in 
France, visit www.hays.fr
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ENGINEERING SUCCESS: 
AEROSPACE IS 
PROVIDING JOBS FOR 
THOUSANDS OF PEOPLE 
IN FRANCE
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CHASING 
TOMORROW
AFTER A HUNDRED YEARS OF BUSINESS, IBM KNOWS ABOUT ADAPTING TO SURVIVE.  
AS THE NEXT GENERATION OF TECHNOLOGY EMERGES, GARY KILDARE, THE CHIEF HR 
OFFICER OF IBM’S GLOBAL TECHNOLOGY SERVICES, SAYS CHANGE WILL DO YOU GOOD

HAYS JOURNAL ISSUE 5
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LEADERSHIP — PAUL ROBINSON

THESE DAYS, BIG data is big business. By 2020, 
computers in phones, cars and wallets will help the 
world produce over 40 zettabytes of data – enough 
for 20 trillion floppy disks and more bytes than 
grains of sand on the planet.

With such unprecedented numbers it’s no surprise 
that even the words to describe them are unheard 
of, and the fact is, those kinds of numbers need more 
than human talent to process.

It’s something that IBM has been keen to point 
out to its customers. Recent technological advances 
mean that the huge amount of data is now accessible 
and, crucially, understandable. 

The people leading today’s businesses need to 
keep a close eye on these developments, because 
within big data are the big insights needed to target 
consumers, improve services and drive efficiencies 
and innovation. The potential is enormous, from 
browser searches for online retailers to crowd-
sourced designs on large engineering projects. 

“The issue around big data is about how to access 
and make sense of the huge 
volumes of information 
– historic or real time – in 
industries, governments or 
societies,” says Gary Kildare, 
Chief HR Officer for IBM’s 
Global Technology Services. 
“We know from our external 
IBM studies on CEOs, CMOs, 
and CHROs that technology 
is the most important 
external factor affecting 
organisations. Businesses 
are collaborating more – 
internally and externally – and becoming more open.”

We live in a world hungry for technology and Kildare 
points out that with IBM’s enormous appetite for talent 
and technical development there will never be enough 
high quality people. “The demand for talent is growing 
at such huge levels that the world will never be able 
to keep up,” says Kildare, but the greatest problem 
facing technology businesses is that unprecedented 
developments in areas like social enterprise often 
require skills for jobs that don’t exist yet.

“High-quality people are not a new requirement for 
businesses and the world will always find them in short 
supply,” stresses Kildare. “The future will demand that 
you continue to develop and train the people who you 
already have.”

IBM operates in more than 170 countries, and that 
enormous size allows the company to cope with many 
of the global fluctuations in skills and markets. IBM 
uses its workforce of over 400,000 people flexibly, 
Kildare explains, so that where there is a gap or short 
supply, an existing employee can be moved to where 
they are needed most.

From Jaipur, India to Indianapolis in the American 
Midwest, IBM runs a number of programmes 

“ TECHNOLOGY 
IS THE MOST 
IMPORTANT 
EXTERNAL FACTOR 
AFFECTING 
ORGANISATIONS”
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MEET THE FAMILY:  
AT IBM GLOBAL TECHNOLOGY 
SERVICES HQ IN SOMERS, US, 
VISITORS CAN ENCOUNTER 
PRODUCTS STRETCHING  
BACK GENERATIONS
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transferring highly skilled corporate services corps 
members from its most successful markets to 
developing economies with rapid growth. These 
‘special forces’ help set up the frameworks to tackle 
business and social issues, and predict local needs 
before talent gaps become a problem. 

It is a progressive take on diversity and global 
mobility that many international organisations 
have yet to embrace. With demand for computer 
technology exploding across every continent 
though, such forward thinking is vital. For Kildare it 
is simple logic. He says: “We’re keeping ourselves, 
and our people, ahead of the game.”

THE FOUR HORSEMEN OF THE TECHNOCALYPSE
In recent years, IBM has heralded a new digital era. 
Since 2008 it has led the Smarter Planet initiative, 
which has highlighted breakthroughs in efficiency, 
sustainable development and environmental 
protection. Along with big data, these innovations are 
underpinned by three other movements: cloud, mobile 

“ GREAT HR PEOPLE 
UNDERSTAND 
NUMBERS, DATA 
AND ANALYTICS”

and social [see boxout]. For Kildare, these represent a 
huge collective change in the way the world operates, 
and their HR implications are enormous.

“In general, HR functions and departments have 
always generated a lot of information and data, but 
through big data and analytics we move from being 
reporters of facts and dates to predictors of future 
trends or patterns,” he says. “Where to target specific 
training or education; which markets need technical 
experts; what the impact will be from particular 
changes to our recognition and award programmes.” 

He laughs: “I sometimes joke with my finance 
colleagues – and they say the same to me – that 
great HR people could almost be CFOs, because 
they understand numbers and data and analytics.”

HR directors are familiar with cloud-based payroll 
and software-as-a-service, and Kildare describes the 
cloud as “another way of doing business, with more 
capability”. It is, he suggests, the enabler for a freer and 
more social way of doing business. But when combined 
with mobile technology, we see how those four forces PH
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LEADERSHIP — GARY KILDARE

HAYS JOURNAL ISSUE 5

catalyse social interaction and collaboration through 
shared services and social networking.

He says: “It is the phenomenon of social 
networking and working collaboratively, between 
and within businesses and customer bases, that will 
transform businesses.”

ALL CHANGE PLEASE
IBM calls this collaborative future ‘social business’, 
and for IBM as much as any other business it will 
demand new approaches, new leadership and 
ultimately, new people. 

Kildare says: “The nature of leadership has changed. 
I can see a few different kinds of leaders being required 
as people have to develop a way of working together. 
There are going to be many more stakeholders. And 
the pace of change will be greater, because with 
the connections and the data, people can be more 
informed and commit to greater levels of change.”

If this evolution in the world of work is driven 
by technology, IBM ought to be the company best 
equipped to cope. Not only that, IBM also has a history 
of dealing with, and leading, upheaval in its sector. Just 
one example was the decision to stop manufacturing 
the PC in 2004. 

“IBM had a large PC business,” says, Kildare “and 
making the decision to not do that, and to move into 
services and other sectors that were embryonic, or 
very low growth at that time, was difficult and involved 
major structural changes.”

It is part of the ongoing 102-year tradition to 
“anticipate, rather than be forced into an abrupt 
shift”, says Kildare. IBM has made many acquisitions 
in the past five years, along with a number of 
divestments, and the nature of the technology 
industry has left once-core IBM products like the 
floppy disk to history.

Transforming and reinventing an international 
business while trying to keep staff motivated is a 
huge task, whether that is simply through hiring, 
retraining, restructuring or outplacement. Kildare 
states plainly: “Structural change is the toughest 
thing to pull off in a business.”

It’s not a task that can be achieved alone. He adds: 
“If I hear one thing said most frequently, it is to have 
HR work with our leaders as partners when they are 
facing some of these tough challenges ahead.”

STRONGER TOGETHER 
It seems that, in a new world of collaboration and 
stakeholder management, HR’s famous soft skills 
will become increasingly important. Kildare believes 

“ STRUCTURAL CHANGE IS 
THE TOUGHEST THING TO 
PULL OFF IN A BUSINESS”

KEY WORDS FOR THE 
FUTURE OF WORK

BIG DATA
Big data is the term used to describe the 
collection and analysis of information from a 
large number of sources. Its growth has been 
enabled by inexpensive storage, a proliferation 
of sensor and data capture technology and 
new analysis tools that can sort quantities and 
formats of information previously deemed too 
large or complex to analyse.

Examples of big data include Walmart’s  
1 million customer transactions every hour, 
where trends are analysed within databases 
estimated to contain more than 2.5 petabytes 
of data.

MOBILE USAGE
Businesses can use a customer’s phone or tablet 
computer to source a continuous stream of 
social media updates, location and motion logs, 
purchase histories, internet search records and 
personal details on social and business networks.

According to the International 
Telecommunications Union’s report Measuring 
the Information Society 2012, between 2010 and 
2011, the number of mobile-cellular subscriptions 
increased by more than 600 million, to a global 
total of around 6 billion. And last year in India, 
mobile usage overtook that of laptops.

SOCIAL BUSINESS
While businesses can use social media platforms 
to engage with customers, advertise, and 
research customers, competitors and new 
products, ‘social business’ involves using 
similar technology to connect with partners or 
colleagues. Its aim is to enhance productivity 
and efficiency, through collaboration, divided 
workloads and readily accessible information 
that minimises resources spent on training.

CLOUD COMPUTING
Cloud computing frames IT as a service, rather 
than a resource owned by an individual or 
business. By using remote servers and internet-
hosted programmes, businesses can save 
money on equipment and facilities and purchase 
services from providers offering enormous 
economies of scale.

Yahoo!, Hotmail and Gmail are all cloud 
services, as emails are saved in a remote data 
centre, not on a PC, office server, smartphone, 
tablet or laptop.
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that “in the future everyone will become a proponent 
of technology”. If this is true, another, and perhaps 
unexpected, result will be that we will all become 
proponents of HR. 

It is an opportunity to be seized by the function 
itself. Kildare says: “I think the people element of 
business is the toughest area to solve. People are 
complicated; work is complicated. And analytics 
helps HR functions look at the hard data and have the 
information and the credibility to lead on these things.

“The great challenge for HR people and 
professionals is to become credible activists; to  
get good at stakeholder relationships, to see the 
broader context and to get things done. That 
strategic role is important.”

If the future really is data literate and 
collaborative, Kildare has good reason to feel 
confident about IBM’s people. The company 
is consistently rated highly for leadership, 
development and engagement, coming first in 
Fortune’s 2011 leadership ranking, and third in Chief 
Executive magazine’s 2013 global ranking (down 
from second last year).

Kildare describes IBM as “the most prolific user” of 
social technologies for businesses, and believes that 
such a focus on collaboration is what has enabled it 
to adapt and survive. Since the late 1990s, IBM has 
encouraged its staff to participate in social networks, 
both within and outside the company, with its 
internal people directory BluePages. Today, it even 
offers a range of its internal tools as a service  
to clients, titled ‘the IBM Connections’ social 
business platform.

While it is easy to dismiss IBM’s emphasis on 
technological change as self-serving – it is a 
technology company after all – Kildare is keen to 
stress that evidence does back its claim: “What is 
most exciting is the impact that social media is going 
to have. You can see it happening now in the way 
people are collaborating. We are only scratching the 
surface of social business and if you look to the next 
generation they are clearly going to operate in a 
different way to the current one. People are looking 
at things together, on the go.”

Once again, it seems change is on the way. Kildare 
is not worried though: “Definitely, it brings with it 
implications and consequences for the people that 
work for IBM. And it forces HR teams to think about 
how they might do things differently. But I would say 
that one of the good things here is that IBM people 
are receptive to, and enjoy, the fact that the future 
may be different from today.”

With that attitude, it’s more than likely IBM 
can look forward to another 100 years, whatever 
changes they hold. 
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FOR MORE INFORMATION  
To request a copy of the Global CHRO Report from IBM, 
contact: haysjournal@hays.com

CV
GARY KILDARE AT A GLANCE: 
  Gary Kildare is from Falkirk in Scotland and joined 
the IBM Corporation in Portsmouth, UK.
  He had his first leadership role in 1989 as HR Leader 
for IBM’s Software Research and Development 
Laboratory in Winchester, UK.
  After a series of HR roles in the UK and around the 
world he became the HR leader for IBM’s acquisition 
of PwC Consulting in 2002.
  In 2005, he was appointed Vice President and 
Chief HR Officer of HR Global Business Services 
for Europe – at the time IBM’s fastest growing 
consulting business.
  In 2008, he became Global Vice President of HR 
for Americas, EMEA and Asia Pacific, covering 150 
countries. In 2012, he was appointed Chief HR Officer 
for the Global Technology Services division.
  He is married with three children and is currently 
based in New York.
  Gary is a Chartered Fellow of the Institute of 
Personnel and Development. In addition to holding 
BA and MA degrees he was awarded an honorary 
doctorate from Edinburgh Napier University in 2012.
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WHAT MAKES AN HR DIRECTOR?

HR directors want to take on a more 
strategic role, according to Hays Ireland’s 
DNA of an HRD report.

The survey of international HRDs 
revealed the tenacity and breadth of 
experience that mark out the careers of 
the individuals at the top of the human 
resources profession.

Contrary to the perception of 
HR, where a largely male leadership 
manages a largely female workforce, 
the gender split among respondents 
was remarkably equal, with 52 per cent 
male and 48 per cent female. This is an 
encouraging statistic.

Length of service was another 
interesting finding. One in five HRDs 
have between five and ten years of 
experience, suggesting an opportunity 
to progress quickly.  However, 44 per 
cent had been in HR for over 20 years.  
A possible explanation for this is the 
sheer scope of the careers for many of 
the respondents.

While more than half had worked 
overseas (53 per cent), 92 per cent 
of HRDs with less than a decade’s 
experience had yet to take a  
foreign post. 

A FIERCE DESIRE TO LEARN AND A WILLINGNESS TO MOVE FUNCTIONS, 
SPECIALISMS AND GEOGRAPHIES ON THE WAY TO THE TOP

This suggests a necessary foundation 
in local employment law before reaching 
out to other areas. An overwhelming 
86 per cent of the survey’s respondents 
possessed an HR qualification.

Nevertheless, respondents were 
clearly experienced businesspeople, with 
backgrounds in strategic roles in a variety 
of functions. 

Only 23 per cent had always held their 
senior roles in HR. Almost two-thirds (63 
per cent) have worked in more than three 
industries and a similar number (60 per 
cent) have worked in all aspects of HR.

Perhaps the most telling finding was 
that 59 per cent said they had always  
had an ambition to get to director-level. 

Richard Eardley, Managing Director of 
Hays Ireland, says: “HR directors are now 
bringing much more to the table than an 
HR report and occasional input on staffing 
issues. They have an understanding of the 
overall business and they are becoming 
instrumental in ensuring commercial 
decisions are viable.”

52%
MALE 

48%
FEMALE

63%
HAVE WORKED IN MORE THAN  

THREE INDUSTRIES

FOR MORE INFORMATION  
To request a full copy of Hays Ireland’s DNA of 
an HRD report, email haysjournal@hays.com
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HAVE WORKED OVERSEAS



THE FLEXIBILITY OF TEMPORARY 
WORKERS OFFERS OBVIOUS 
BENEFITS TO HIRING MANAGERS, BUT 
CONTINGENT WORKFORCES STILL 
HAVE AN IMAGE PROBLEM

Temporary workers have a mixed image 
around the world. Contingent labour 
is often perceived to be short-term, 
low-skilled cover for higher quality 
staff, and temporary contracts by their 
nature can lead employers to question 
the commitment of their workers to the 
business in the long term.

In the Hays Flexible Workforce Survey, 
conducted by Hays UK, almost four 
out of five (78 per cent) respondents 
said the main benefit of a temporary 
contract was increased flexibility,  
while 70 per cent enjoyed the greater 
independence and 61 per cent enjoyed 
their freedom from a permanent role. 

Just under a fifth (18 per cent) 
even stated that the main reason they 
chose temporary work was to avoid 
office politics. While 15 per cent said 
temporary contracts offer a better 
work life balance, one in ten noted  
the better rate of pay in temporary 
roles compared to equivalent, 
permanent contracts.

The range of the survey’s 500 
respondents extended from entry-
level positions to senior management 
posts and members of the interim 
management sector, which in itself was 
worth £1.5 billion in 2012, according to 
the Interim Management Association. 
Only a third of employers primarily 
looked to temporary staff for high-
volume generic work.

On the other side of the globe,  
Hays Australia’s Temporary Workers: 
A Permanent Solution, demonstrates 
that temporary workers are often highly 
paid specialists taking on irregular 

MIXED SUPPORT FOR TEMPORARY 
WORKERS AROUND THE WORLD

Temporary Workers: A Permanent Solution 

“ IT IS A LONG-TERM STAFFING 
STRATEGY, RATHER THAN A 
COST-CUTTING MEASURE” 
— NICK DELIGIANNIS, HAYS

19% 
OF TEMPORARY WORKERS 
WERE IN CONSTRUCTION, 
PROPERTY AND ENGINEERING

15% 
OF TEMPORARY WORKERS 
WERE IN FINANCIAL SERVICES

Source: Hays Australia, Temporary Workers: A Permanent Solution
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Temporary work as a countdown to hire

Temporary workers in a long-term staffing strategy

28% 
OF EMPLOYERS THINK THAT 
TEMPORARY WORK IS A GOOD 
WAY TO ASSESS CANDIDATES 
BEFORE HIRING THEM 
FULL-TIME

31% 
OF ORGANISATIONS NOW VIEW 
TEMPORARY WORKERS AS A KEY 
COMPONENT OF A LONG-TERM 
STAFFING STRATEGY

Source: Hays Australia, Temporary 
Workers: A Permanent Solution

Source: Hays Australia, Temporary 
Workers: A Permanent Solution

28%

31%

functional roles, from accounting to 
health and safety. The report showed 
that 15 per cent of temporary workers 
were in the financial services sector, 
almost the same as in construction, 
property and engineering (19 per cent).

Over a third (31 per cent) of 
organisations consider temporary 
workers an integral component of 
their long-term staffing strategy.  
This compares to just 25.8 per 
cent who use them to overcome 
permanent headcount restrictions, 
and is almost three times those used 
only during temporary cost-reduction 
(12 per cent). 

Nick Deligiannis, Managing Director 
for Hays Australia, says: “Employers 
see the use of temporary workers as a 
long-term staffing strategy, rather than 
a cost-cutting measure.”

While temporary work is an attractive 
and respected mode of employment 
in the UK and Australia, the situation is 
still evolving in Japan, where the focus 
remains on the transition of temporary 
contracts into full-time equivalents.

Almost three-quarters of Japanese 
workers see contract assignments as a 
less attractive option than permanent 
roles,  according to Hays’ most recent 
local salary survey.

However, Jonathan Sampson, 
Regional Director for Hays Japan,  
says that the nation’s employers may 
be forcing a change in attitudes. “Our 
contract offerings have doubled in the 
last 18 months,” he says. “Six out of ten 
of our clients plan to use a temporary 
solution in the next 18 months.”

FOR MORE INFORMATION  
Contact: haysjournal@hays.com
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HIGH STAKES: 
THE WORLD’S FOREMOST 
PHYSICISTS RELY ON 
CERN’S ENGINEERING 
TEAMS IN THEIR SEARCH 
FOR THE FOUNDATIONS OF 
THE UNIVERSE
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FOCUS — HIGH-PERFORMANCE TEAMS

ACTING AS ONE
THE BEST TEAMS ARE MORE THAN A COLLECTION OF TALENTS – THEY ARE A UNIT DIRECTED TOWARDS A SINGLE 
PURPOSE. BUT ASSEMBLING THE RIGHT TEAM CAN BE AN ENORMOUS CHALLENGE IN ITSELF AND REQUIRES A 
MIX OF RAW TALENTS, CLEAR DIRECTION AND TIMELY MANAGEMENT

   

THERE IS A HOTBED of performance in the 
European particle physics laboratory, Cern, straddling 
the Swiss-French border just outside Geneva.

Two Nobel prizes have been won for the work done 
in its labyrinth of halls and tunnels. The World Wide 
Web was born there and in the famous Large Hadron 
Collider (LHC), it is looking increasingly likely that 
scientists have recorded one of the fundamental  
and mysterious building blocks in the universe: the 
Higgs boson.

The strange fact about Cern’s talent requirements is 
that they are for engineers rather than physicists. The 
LHC is a 27km-long underground particle accelerator, 
where, inside the coldest and most complete vacuum on 
earth, particles are smashed together at nearly the 
speed of light. The ATLAS detector attached to it 
contains more iron than the Eiffel Tower and holds some 
of the strongest magnets on the planet. Put plainly, 
these machines require armies of highly specialised and 
well-drilled teams.

It’s no surprise that technical staff outnumber Cern’s 
physicists ten to one. Pascale Goy, Head of Learning and 
Development at Cern, says: “The machines do need to 
be upgraded and maintained. When that happens,  the 
usual work has to stop. The stress moves from the 
physicists to the technicians and for 18 months we need 
new teams as many of our people have to change their 
jobs and activities.”

That upheaval is a shock to the system that Cern 
copes with by empowering each independent unit 
within its remarkably flat organisation. “Each 
department in the operation has its own rhythm and 
they know what they have to do,” says Goy.

The basis for Cern’s high-performing teams is raw 
talent. It attracts candidates from NASA, international 
infrastructure, and the mining, oil and gas sectors.D
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LEADING ON ALL FRONTS
JUST BECAUSE TEAMS NEED A LEADER DOESN’T 
MEAN THAT HAS TO BE ONE INDIVIDUAL

AFTER A TEAM is established and united behind the 
mission, different leaders can take over throughout  
the stages of a project.

Pam Jones, Director of UK-based Ashridge 
Business School’s Performance Through People 
programme and author of Managing for Performance, 
says that while someone is vital to state the objectives 
and put in place the initial structures and processes, 
the leadership of a well-oiled team can and should 
change at different points in its functional lifecycle. 

“Someone may take the lead at the set-up stage 
and hand over at other stages,” she says. “But these 
changes in leadership need to be explicit and agreed 
within the team.”

Whether they are mechanic crew or a management 
board, in teams where high performance is expected 
each member is often a specialist in their own area. 
While this does lend itself to a shifting leadership, it 
also creates the risk of conflicting egos.

When teams are under pressure to achieve, the 
most successful teams are those that trust the 
competencies of their peers.

“What is often missing in teams is the focus on 
relationships and behaviours,” says Jones. “This 
means reviewing how the team is working together, 
handling conflict and developing openness and trust, 
even in self-managed teams.”

INSIGHT:



36 HAYS JOURNAL ISSUE 5

Its winning card is a shared aim that few organisations 
can compete with – expanding man’s understanding of 
the universe. Goy explains that this is “essential” for the 
organisation to perform, with every team tightly bound 
to both its own members and the wider mission. “I have 
never seen any culture as strong as Cern’s, anywhere 
else,” she insists. “It is the most motivated workforce, of 
academics, physicists and engineers, all moving in the 
same direction.”

In the corporate world, the notion of the ‘high-
performance team’ has existed for half a century. In the 
1950s, UK-based thinktank the Tavistock Institute 
coined the term, and since then much has been written 
about the anatomy and dynamics of units in businesses, 
sport and elsewhere.

Today, there is widespread recognition in all fields that 
it is team-based effort that brings competitive edge, 
rather than individual performances. And while the 

“ IF YOU DON’T SPEND TIME ON GETTING 
GROUND RULES IN PLACE, THAT’S 
WHERE A LOT OF FRICTION COMES IN” 
— ALLY SALISBURY, SHEPPARD MOSCOW

relationships that exist inside teams are too varied and 
nuanced to apply a ‘one-size-fits-all’ formula, there are a 
number of typical characteristics that bind high-
performing teams together, wherever and whatever 
their goal.

CLEAR ROLES AND A CLEAR PURPOSE
Nick Creswell is Vice President of Talent and 
Development for Financial and Risk at Thomson 
Reuters. He works with a global leadership team that is 
currently redefining the purpose and performance of the 
US$7billion turnover business unit.

“They deal with the ambiguity and complexity of the 
job by referring to a strong and clearly articulated 
vision,” he says. “A strong sense that you are part of  
that vision – and the team – is what helps release the 
discretionary effort that leads to high performance.”

The paradox of effective teams is that they require 

ACHIEVING THE 
EXTRAORDINARY: 
RACE2RECOVERY 
BECAME THE FIRST 
DISABLED TEAM TO 
COMPLETE THE  
DAKAR RALLY 
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by telling people clearly what is expected of them and 
helping them get there while holding them accountable 
for their performance within the unit.”

Ally Salisbury, Partner at organisation and leadership 
development consultancy Sheppard Moscow, stresses 
that in this creation of a clear purpose, more than 
anywhere, the right leader will make the difference 
between a mediocre team and a high-performing one.

“If they don’t spend time on getting agreements and 
ground rules in place, then that is when people can get 
disappointed with each other,” says Salisbury. “That’s 
where a lot of friction comes in, especially when the 
stakes are high.” 

BRINGING OUT THE BEST
Creswell says that Thomson Reuters assesses the 
behavioural aspects behind an individual’s effectiveness 
in the team. Seventy per cent of the performance 
management criteria is the “what” and 30 per cent is the 
“how”, he explains, stressing that individual performance 
is always relative to your effect on your group. 

GE adopts a similar approach, measuring not only 
what its teams achieve but the ‘values’ they hold. “We 
then evaluate the teams and compare them in a 
bottom-up organisational review to make sure the best 
teams are rewarded and all receive a strong 
development plan,” explains Totos. “This system  
gives us a good indication of the most mature and 
successful teams and how we can make the most of  
their performance.”

Of course, no team stands still. Change in personnel 
or in purpose can come about whether a project has run 
its course or individuals have moved on. 

If a successful team line-up does alter, leaders need to 
revisit the ground rules. “You would need to re-establish 
the fundamentals of the task and roles,” says Salisbury. 
“What is our purpose, our positions and what are our 
expectations of each other?” 

At Cern, Goy describes her role in the enormous 
organisational cycle as “a very small part of the whole 
chain”. She explains: “When teams anticipate a big shift 
in their working habits or their size, they want to make 
sure that their current staff know the objectives 
completed and any others that have been set. This is 
where my department comes in – when team leaders 
realise there will be a specific stress in new technology, 
people, time, or workload and they need to prepare their 
people to put up with that.”

Whether the project involves particle physics or 
payroll management, getting these basics right vastly 
increases the chances of a team functioning as well as 
intended. Establishing the guiding principles that bind a 
team together means that teams can operate free from 
politics, and concentrate on performance. 

FOR MORE INFORMATION  
Contact: haysjournal@hays.com

PERFORMING BEYOND 
THE CALL OF DUTY
A MOTIVATED TEAM WITH A CLEAR OBJECTIVE 
CAN ACHIEVE ASTONISHING RESULTS

ALTHOUGH THERE WERE only two people in 
the vehicle when Major Matt O’Hare and Corporal 
Phillip Gillespie crossed the Dakar Rally’s finish, 
there was no doubt about the extraordinary team 
effort required to get them there.

The duo were part of Race2Recovery, a group 
predominantly drawn from British and American 
wounded ex-service personnel, and the first disabled 
competitors to complete the famously gruelling 
race, in which 35 per cent of the entire field failed to 
negotiate the 9,000km of extreme mountain and 
desert terrain in temperatures nudging 40oC.

Race2Recovery was co-founded by Captain 
Tony Harris and Corporal Tom Neathway who, like 
several members of the team, had lost limbs in 
combat. Aided by a shared military background, 
they took just 18 months to assemble the group of 
strangers into a fully functional off-road raceteam. 

High-performance teams create an 
environment that allows each member to 
function to optimum effect. They have both 
complementary and interchangeable skills and, 
crucially, develop an interdependence that 
becomes stronger the tougher the challenge.

“It was quite amazing to see the lengths that 
people were prepared to go, to be part of the 
team, and see the car finish,” says Captain Harris. 

“You need to have incredibly high levels of 
teamwork to take part in the Dakar Rally,” he says. 
“Despite a number of incidences of bad luck or 
disaster, I’m incredibly proud that the team didn’t 
buckle. That was all down to the resilience of some 
of the main characters and a shared focus.”
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discretionary effort from every individual – the proverbial 
sum greater than its parts.

Team leaders are the best demonstration of that 
requirement. Global corporate General Electric (GE) has a 
history of high performance among its hugely diverse 
business units and Imola Totos, Organization and Talent 
Development Leader EMEA for GE Water and Process 
Technologies, says that “strong and inspiring” leadership is 
integral to getting the best from a team of individuals used 
to high performance on a personal level.

“There is a great focus on this during leadership 
development at GE,” she explains. “Leaders here are 
expected to drive their teams to achieve high performance 

CASE STUDY
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18%
The average basic salary for compliance officers in the UK’s 
investment banks has leapt by almost 18 per cent in 12 months, 
as financial institutions seek small numbers of highly trained 
experts to tackle the implications of a range of recent 
regulatory changes.

The market for compliance officers saw a 60 per cent 
increase in the second half of 2012. This rise follows an 
apparent stabilisation in the eurozone and recognises the 
pressing need for investment banks to adapt to new changes 
in the regulatory environment, including the European 
Instruments Directive, the US’ Dodd–Frank Act and the split of 
the UK’s financial regulator, the Financial Services Authority.

Investment banks have begun to hire temporary compliance 
specialists to cover the shortage of the most highly skilled 
individuals. Hays’ figures suggest that a broad reticence to 
hire junior compliance staff has created the premium wages 
available to more senior specialists. The high cost and limited 
availability of these specialists makes hiring highly experienced 
individuals on short-term contracts a more accessible solution 
to banks operating in a rapidly changing regulatory landscape.
To download Hays’ Compliance Market Outlook 2013,  
visit www.hays.co.uk/compliance-update

RISKY BUSINESS: 
COMPLIANCE 

SKILLS ARE IN 
DEMAND IN THE 

UK’S INVESTMENT 
BANKING SECTOR
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THE LAST FOUR years of recessionary forces have 
seen countless numbers of people around the world 
lose their jobs. But one unexpected bright spot on 
the recruitment horizon has been the growth of social 
enterprises, which are bucking the negative economic 
trend, growing in number and creating more jobs than 
their conventional peers. And they are doing all of this 
while delivering products and services that have value 
far beyond the bottom line. 

Social entrepreneurs create ventures that aim to 
generate scalable social and environmental change. 
But not all of these social enterprises are created by 
individuals, or seek ongoing change. Some are created 

by governments, charities and businesses and seek 
to create particular jobs or address specific social 
needs at a local level. While social enterprises address 
a societal need, as well as generating financial profit, 
all the profit is ploughed back into the enterprise to 
generate further growth and more job opportunities.

Soushiant Zanganehpour, Manager of the  
Skoll Centre for Social Entrepreneurship at Oxford 
University’s Said Business School in the UK, 
says: “We are seeing more talent drawn to social 
entrepreneurship from mid-career professionals, 
analysts-turned consultants and business unit directors 
with an appetite for new ways of doing things.”

HAYS JOURNAL ISSUE 5

INVESTING  
IN SOCIETY
SOCIAL ENTREPRENEURS ARE EVOLVING THE PRINCIPLES BEHIND SUCCESSFUL BUSINESSES,  
CREATING JOBS, PROFITS AND COMMUNITY BENEFITS IN THE PROCESS

RISING TO THE CHALLENGE — SOCIAL ENTREPRENEURS
G
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Estimates suggest that about 800,000 people 
are employed by social enterprises in Britain alone, 
while in the US, the first Great Social Enterprise 
Census (carried out at the end of 2012), found that the 
nation’s social enterprise sector represented up to ten 
million employees and revenues of US$500 billion. 
Perhaps most significantly, in a reflection of just how 
rapidly the sector is growing, 60 per cent of US social 
enterprises were created in 2006 or later, with  
29 per cent created since 2011. 

It is a global phenomenon, with growth in the 
UK, US, Asia and East Africa, and although largely 
populated by start-ups and small and medium-sized 
enterprises (SMEs), there are also some surprisingly 
large social organisations in existence, according 
to Nick Temple, Business Development Director at 
the representative body Social Enterprise UK. “HCT 
Group runs non-commercial bus services in various 
parts of Britain and has a £40 million turnover. GLL, 
which runs community leisure services, turns over 
around £100 million,” he says. “Both reinvest all their 
profits to improve their services and create entities of 
real scale, as well as new jobs.”

PROVIDING FOR PEOPLE
But social enterprise is not just a phenomenon of rich, 
Western economies. Singapore-based Buy One Give 
One (B1G1) was founded in 2007 and has attracted 
almost 900 members worldwide to its philanthropic 
model. This involves matching a consumer purchase 
of a product or service with a duplicated donation to 
one of hundreds of worthy causes and international 
projects. Some of these projects are microfinance 
schemes and social enterprises themselves. 

B1G1 Chairman Paul Dunn says that such schemes 
are going from strength-to-strength: “We are seeing 
more and more people wanting to work in the sector, 
and I think the ‘upheaval’ is such that in a relatively few 
years, we won’t even be calling it a ‘sector’; it will be 
absolutely mainstream.”

It is fortunate that more candidates are seeing 
the attraction of working for social enterprises, 
as evidence suggests that the sector is creating 

jobs more quickly than businesses without a social 
focus. Fightback Britain, a 2011 report published by 
Social Enterprise UK, compared social enterprises 
to companies with similar turnovers but different 
financial priorities.

The report’s findings revealed some remarkable 
differences in job creation. Just over half (51 per cent) 
of social enterprises employ under ten people, 19 per 
cent employ between ten and 49 people, and 12 per 
cent have more than 50 people working for them.  In 
comparable small businesses without a ‘social’ modus 
operandi, 84 per cent employ fewer than ten people, 
14 per cent employ between ten and 49 people and 
only 2.5 per cent employ more than 50.

Generation Y (those workers born after 1980), is one 
cohort that increasingly aspires to work for a socially 
engaged and responsible employer. International 
research by professional services giant Deloitte found 
that more than half of these young employees believe 
that businesses will have a greater impact on solving 
society’s biggest challenges in the future than any 
other entity. Numerous studies also indicate that these 
young idealists are also seeking meaningful work in 
their professional lives. 

They are not alone. More disillusioned older 

“ NEW START-UPS 
ARE BEING CREATED 
WHERE GIVING BACK 
BECOMES TOTALLY 
CENTRAL TO THE 
ENTERPRISE” 
— PAUL DUNN, BUY ONE GIVE ONE
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workers are finding fulfilment with this new breed 
of employers or are even opting to set up their own 
social enterprises. B1G1’s Dunn adds: “Among social 
entrepreneurs we see the classic, ‘I was in corporate 
life but it wasn’t giving me what I wanted’, and 
people are now creating their own social enterprise 
or working in one. New social enterprise start-ups 
are being created where giving back becomes totally 
central to the enterprise, as opposed to ‘added on’.”

Temple agrees. He adds: “We are finding that, as 
the sector matures, there are some real opportunities 
for people with skills and experience in areas such 
as systems, marketing, project management, and 
finance. There is a sense emerging of people wanting 
more than money – they want a real purpose in their 
work and many of these social enterprises absolutely 
fit the bill.”

Support for social entrepreneurship is growing. 
In the Republic of Ireland, for example, Social 
Entrepreneurs Ireland, which in 2004 became the first 
organisation in the country to promote and support 
the sector, has overseen investment of £4.9 million 
into more than 160 social enterprises, which in turn 
have made a growing societal and economic impact. 
The encouraging role of talent at the heart of the 
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sector is a bright story in an otherwise glum economic 
outlook for Ireland and, indeed, the rest of the world. 
Social Entrepreneurs Ireland CEO Sean Coughlan 
says: “It is the founders of these businesses, the social 
entrepreneurs, who have creativity and vision and 
are coming up with the ideas, taking the risks and, 
ultimately, driving sector growth.”

As these social enterprises become more 
established, create employment opportunities 
and develop brand awareness, they could become 
increasingly attractive to talented and socially 
minded job candidates in talent acquisition, employee 
engagement and career development. 

So, with the help of these experienced and often 
well-connected individuals, increased support from 
private businesses and a growing general desire to 
provide a social or environmental benefit to local 
communities, is social enterprise becoming a real 
force to be reckoned with?  For Coughlan, perhaps: “It 
is early days, but it is not difficult to envisage a social 
enterprise sector offering career paths that are as 
viable as those in any other sector.” 

ORGANISATIONS CAN 
BENEFIT FROM YOUNG 

PEOPLE’S DIGITAL SKILLS 

FOR MORE INFORMATION  
Contact: haysjournal@hays.com

EVERYBODY WINS: 
SUCCESSFUL SOCIAL 
ENTREPRENEURS CAN 
BUILD THRIVING 
ORGANISATIONS AND 
MAKE A PROFIT

CAMARA’S LEAP INTO 
THE UNKNOWN

CASE STUDY

CAMARA HAS BECOME one of the Republic 
of Ireland’s biggest social enterprise successes 
by creating much-needed local employment, 
alongside its core purpose of helping educate 
children in Africa. The large numbers of 
volunteers the company employs have also 
benefited by using their work experience to find 
paid jobs elsewhere. 

Camara was founded in 2006 by former 
investment banker Cormac Lynch, who 
saw there was an opportunity to refurbish 
unwanted computers with educational 
software and sell them at a heavily discounted 
price to schools in Africa. 

Camara’s resource centres in the UK, Ireland, 
US and Africa employ around 60 full-time staff. 
Lynch says: “Before 2008, everybody was 
chasing money. Now, they’re asking themselves 
how can they use their business skills to really get 
what they want from their professional career. 

“The social enterprise sector hasn’t quite 
proven itself; it’s not as well paid as the private 
sector, or as secure as the public sector, but 
there are entrepreneurs willing to forego profit 
for social change, and that is attracting some 
incredible talent.”
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INVESTING IN 
SUCCESS
TOP TALENT MAY NEED NURTURING, BUT IS TARGETING THE  AVERAGE WORKER A BETTER STRATEGY TO 
IMPROVE PERFORMANCE OVERALL?

EVER SINCE PERFORMANCE management came 
into fashion in the Seventies, a debate has raged in 
the human resources community about how best to 
allocate its development budgets.

The question is which parts of the workforce most 
warrant attention. Focusing on the top performers can 
be most satisfying in terms of providing high-level and 
high-profile  achievement, but many experts argue 
that nurturing the average band of workers making 
up the body of any organisation will prove a more 
effective investment. 

“Bluntly, it’s a total minefield,” pronounces Mike 
Bourne, Professor in Business Performance at the 
UK’s Cranfield School of Management. “Immediately 
you’re in the realm of trying to define performance. To 
start with, is it even possible to distinguish between 
mid and top-performing people and, then, is it 
desirable to focus on just one of these groups?”

Bourne does come down on one side of the 
argument; he is firmly of the belief that it is better for a 
company to focus on the largest group of workers than 
a smaller elite. He comments: “Firms that can improve 
100 people, rather than just two, will see better 
performance overall.”

Phil Jones, Chief Executive Officer of strategic 
performance consultancy Excitant, sees a fundamental 
flaw in the way that individuals’ performance is defined 
in many places and believes it is dangerously open to 
interpretation. He recently interviewed 20 global CEOs 
and found that some of those who were deemed to be 
top tranche high-performers were not always congruent 
with the organisation’s values. 

“If you actually look at how organisations come up 
with so-called high-performance in the first place, 
you tend to find it reflects an individual’s people-
management style,” he says. 

In other words, performance’s cultural element is 
more important in practice than abstract measures. 
“I have a problem with simplistic scorecards and 
categorising people’s performance against standard 
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bell curves,” Jones continues. “This is the source 
of the issue, not how performance management is 
handled afterwards.”

SETTING AN APPROPRIATE BAR
Perversely, the people at the top tier of an 
organisation can sometimes be keeping others further 
down the performance scale. Jones found that mid-
performance staff stayed mid-level not because they 
often lacked potential, but because those defined as 
the top maintained their own status by not providing 
information that might enable others to follow in 
their footsteps. Line managers also contributed to 
the problem by creating a culture in which a visible or 
perceived top tranche was promoted, regardless of 
whether they were adding value in reality or keeping 
to the company’s values.

Bourne agrees. He maintains that firms set easily 
achievable stretch targets for those at the top, but 
establish ones that are often too difficult for those 
in the middle. He adds: “Targets act as stimuli 
for everyone, but striving for the unachievable is 
disengaging and can lead to perverse behaviours, 
such as increased risk-taking. Meanwhile, those at the 
top are likely to underperform, even on easy goals, if 
their only reward is likely to be the setting of harder 
goals next time.”

Approaches to performance management do 
vary both between institutions and countries.  
Pharmaceutical group AstraZeneca is currently 
grappling with how to differentiate and develop a 
tier of top performers in its Japanese business. “We 
need more, better top talent because we’re growing,” 
explains Katsuyoshi Sugita, Vice President, HR and 
administrative services division, for AstraZeneca 
KK, Japan, “but, culturally, both in Japan and within 
AstraZeneca, differentiation via performance targets 
has not been a part of the business. Companies here 
prefer everyone to be good, because we want to be 
seen as treating people the same way. But, there’s 
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Australia, is categorical that only the best should be 
performance-managed. “It’s a fact that the average 
never wins,” he says. “Ultimately, if you are looking 
to grow your business and revenues you must focus 
on your high-performers.”

To identify this valuable top tier, Deloitte conducts 
biannual performance reviews to establish how the 
workforce’s performance is spread. The results are 
then mapped onto its own developed talent magnifier 
tool. This measures people on a Lominger agility 
model, which looks at learning agility and potential, 
and then produces the familiar nine-box talent 
assessment matrix.

IS ‘PERFORMANCE’ A MYTH?
Bashinsky admits that this is a complicated process 
and he concedes that the HR profession can be prone 
to using “too many performance management rating 
calibrations and not having enough focus on actual 
feedback, or ‘where-are-you-going’ conversations”. 
Such levels of complexity and the resulting lack of 
transparency have led some sceptics to call for the 
junking of the notion of performance altogether. This 
argument posits that performance is a measurement 
of the past and no real predictor of success, especially 

“ STRIVING FOR THE UNACHIEVABLE 
IS DISENGAGING AND CAN LEAD 
TO PERVERSE BEHAVIOURS” 
— MIKE BOURNE, CRANFIELD SCHOOL OF MANAGEMENT

THE SECRETS OF 
SUCCESS: 
ESTABLISHING WHERE 
TO ASSIGN THE 
TRAINING BUDGET IS AN 
IMPORTANT DECISION 
FOR EVERY COMPANY

HAYS JOURNAL ISSUE 5

a feeling now that it’s impossible to develop all our 
people, so we’re having to work out how to identify 
and concentrate on the talented few.”

AstraZeneca uses a variant of the nine-box model, 
a matrix first devised by management consultants 
McKinsey for General Electric in the 1970s. As applied 
to talent management, this tool plots high potential 
against high performance, then combines the lot 
with management coaching. Using this approach, 
AstraZeneca distinguishes between those who are 
performing well – where the top 20 per cent identified 
will be developed – and those who have potential – 
where only the top five per cent will receive coaching.

For professional services giant Deloitte the 
differentiation between the top performers and 
the rest is clearly demarcated. Alec Bashinsky, 
Deloitte’s Partner for People and Performance in 

IN THE WORKPLACE — PERFORMANCE MANAGEMENT
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if an organisation’s own definition of top performance 
was weak to start with. Critics add that performance 
is something of a lazy measure since it is somewhat 
easier to define than potential and, therefore, 
arguably easier to reward against.

Alternative approaches are being developed. One 
is to assess an individual’s capability rather than 
potential, using generic or innate verbal and mental 
reasoning tests. These are then measured alongside a 
person’s genuine work record. This means that highly 
capable but underachieving staff are pushed onto 
managers’ radars, while recruiters are provided with 
quantifiable characteristics to hire against.

However, good performance is not just about 
getting the best results. How people behave also 
matters within an organisation. Do human resources 
professionals tend to overlook bad or damaging 
behaviour if individuals are high-performing?

Aileen O’Toole, Human Resources Director at 
auction site eBay, insists that in her operation they do 
not. “We’re unabashedly a performance culture,” she 
says. “But we won’t reward those who have been top 
performers by being mean to people. Too many firms 
have performance or talent management strategies 
designed to make staff feel good, but they don’t 
actually fit what the business is trying to do.” 

One way to avoid this is to introduce a culture 
of continuous, rather than annual, performance 
measurement. Excitant’s Jones adds: “Business is 
so fast-paced, yearly reviews are meaningless. What 
happens if the direction of the business changes in 
month eight of the year?”
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eBay takes an interesting and expansive 
approach to this challenge. It benchmarks staff 
performance in terms of their work relationships, 
in other words, seeing a person’s performance as 
relative to that which is attained by those around 
them. The thinking behind this approach is that 
teams change, so an individual hoping to rise 
through the ranks should only be judged according 
to who they work alongside at the present moment. 
Assessing an individual based on a previous 
team’s performance would be to compare them 
to different personnel and an already historic 
economic environment. 

This latter view is gaining some traction in human 
resources circles. If all employees are genuinely 
regarded as talent, then staff will see that high 
performance really is something for everyone and 
not the preserve of the privileged few. With such an 
inspirational message at their heart, organisations 
might hope to create a performance culture that will 
help them survive and grow into a successful future. 

“ TOO MANY FIRMS HAVE 
STRATEGIES DESIGNED JUST  
TO  MAKE STAFF FEEL GOOD”
— AILEEN O’TOOLE, EBAY
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REGIONAL SNAPSHOT

AS CHRISTCHURCH LOOKS TO RISE AGAIN FOLLOWING THE DEVASTATING 2011 EARTHQUAKE, THE 
CITY IS  STRUGGLING TO FIND THE SKILLS IT NEEDS TO BEGIN A MONUMENTAL REGENERATION

SHAKEN, BUT STIRRING

IN FEBRUARY 2011, an earthquake hit the 
New Zealand city of Christchurch, destroying the 
city centre and killing 182 people. Two years on, the 
emotional, physical and financial repercussions of the 
disaster are still shaping the entire country’s economy 
and labour markets.

Jason Walker, Hays Managing Director for New 
Zealand, says that demand for labour is running at 
two speeds within the country. “The North Island is 
moving at a slow pace, but Christchurch is far ahead, 
and in terms of demand, it has a long way to go before 
it stops accelerating,” he explains.

This acceleration within Christchurch is simply 
due to the enormous amount of regeneration and 
construction needed in the city. The disaster destroyed 
many of the historic Victorian buildings, a vast swathe 
of homes and its entire central business district. Simply 
put, everyone willing and able to reconstruct the city 
is needed to do so. The most recent Hays Quarterly 
Report for New Zealand demonstrated the country’s 

demand for residential and civil project managers, 
structural engineers and construction workers with 
experience of working in earthquake zones.

“Over the next two years something like 20,000 new 
jobs will be created in the region, which in the global 
scale might not be a lot, but in terms of Christchurch 
and New Zealand it is really significant,” Walker says.

New Zealand’s population is only 4.5 million, 
more than 1.3 million of which live in the largest city, 
Auckland. However, with the prevailing worldwide 
economic conditions, there are very few catalysts 
driving economic growth elsewhere in the country.

The rebuilding of Christchurch is both an emotional 
and an economic regeneration project. “The New 
Zealand jobs market gains confidence when we see 
cranes on the skyline and buildings going up,” Walker 
says. “It’s a sign of economic activity in the region and 
support services develop and grow on the back of it.”

The demand for the highly skilled candidates that are 
needed to rebuild an earthquake zone is exacerbated 
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by the fact the work has already absorbed so much of the 
relevant expertise. And salaries are increasing to attract 
the talent needed. Of the 27 countries analysed in The 
Hays Global Skills Index, New Zealand has the greatest 
wage disparity between workers in highest demand and 
those in lowest demand.

The talent shortage is likely to get worse. “Two years 
after the major earthquake, there is still a whole city 
left to take down, including a major part of the central 
business district,” Walker says. “They are one year into 
a five-year deconstruction project and the commercial 
rebuild is yet to get underway. Initial estimates that the 
rebuild would cost NZ$20–30 million are now looking too 
low and we are expecting 15 to 20 years of construction 
activity driving the local market.”

One key barrier to attracting the expertise needed 
is Christchurch’s lack of safe habitation and businesses 
have been forced to look for short-term accommodation 

for workers in motels, hotels, new builds and repurposed 
shipping containers.

Another issue is that 45.8 per cent of New Zealanders 
are unaware of the skills needed for the rebuild and  
27.2 per cent believe that the regeneration is only creating 
jobs for construction professionals. 

Fear is also a powerful barrier to recruitment. New 
Zealand is a closely knit country and many families lost 
friends and relatives in the earthquake. Hays’ figures 
show that 59.5 per cent of candidates working elsewhere 
in the country would not consider relocating to 
Christchurch, with fear of future earthquakes and family 
concerns an issue for 40 and 50 per cent of respondents.

For those willing to relocate, there is lucrative  
and long-term employment in a project that is of  
national importance.

One answer may lie overseas. Talent Mobility 2020 
from PwC shows the number of people working outside 
their home country will increase by 50 per cent between 
2010 and 2020. Encouragingly, 23 per cent of the report’s 
4,300 global respondents considered New Zealand as a 
place to relocate to.

New Zealand’s image of a ‘green and clean’ lifestyle 
and its low cost of living compared to Europe are 
appealing to migrants, but immigration policy has 
proved disruptive to talent attraction programmes. 
Although the government created the Canterbury Skills 
and Employment Hub in late 2012 to enable international 

“ TWO YEARS ON, THERE IS 
STILL A WHOLE CITY LEFT 
TO TAKE DOWN” 
— JASON WALKER, HAYS

HAYS IN NEW ZEALAND

14 YEARS 
OF BUSINESS

20  
SPECIALIST AREAS

2,500+ 
PERMANENT 
PLACEMENTS A YEAR

4,000+ 
TEMPORARY WORKERS 
A YEAR

SHIPPING CONTAINERS: 
EVERY OPTION IS 
BEING EXPLORED TO 
MOVE REGENERATION 
FORWARD – EVEN 
REPURPOSING 
CONTAINER UNITS  
AS TEMPORARY  
RETAIL SPACE
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workers to apply for work visas, foreigners can only be 
hired once roles are offered to native workers.

This approach makes bottlenecks inevitable. “How 
many engineers are sitting unemployed right now?” 
Walker says. “If you are an engineer, an estimator, 
a quantity surveyor, or have anything to do with 
civil construction, you will have been employed in 
Christchurch  or elsewhere in New Zealand already.”

Hays will be working with the New Zealand Department 
of Labour to discuss streamlining the immigration 
process, highlighting the hard-to-find skillsets needed 
for the rebuild so that recruiters can search overseas for 
generic roles prior to registering a specific vacancy.  
“We want that recognition that we don’t have these 
available skillsets in the New Zealand marketplace,” 
Walker explains.

Despite the concern over the skills needed in 
Christchurch, New Zealand has historically benefited from 
a useful influx of highly skilled immigration. In 2006, 23 
per cent of the country’s residents were born overseas, 
compared to 18 per cent in 1996. In 15.1 per cent of New 
Zealand workplaces almost half of staff were non-native. 
And Statistics New Zealand findings show emigration of 
low-skilled labour is overshadowed by a large influx  
of professionals, demonstrating that the country’s skilled 
workforce is actually already heavily reliant on talent  
from overseas.

Such help will be needed most keenly as the wider 
economy improves. While the general labour markets 
remain subdued and construction outside Christchurch 
continues at a low level, the city may be able to attract 
enough of New Zealand’s construction skills. But as 
the less dangerous and more habitable cities recover 
economically, Christchurch will face fresh competition 
for workers.

“When confidence does return to the wider markets 
you are going to have Wellington and Auckland 
competing for the same talent as Christchurch, which is 
going to have an even greater impact on skills shortages 
there,” says Walker. “It is going to put serious pressure 

on salaries, which will make it a much more attractive 
place for people coming in from offshore and we have to 
work hard to make their passage easier.

“Globalisation needs to be something that is available 
to all medium-sized organisations in the cities. The talent 
in New Zealand just does not exist at the levels and in the 
volumes that we need for the rebuild today and will need 
even more as the other regional economies improve.” 

FOR MORE INFORMATION  
To download Hays New Zealand’s Tomorrow’s Workforce 
report, visit www.hays.net.nz/media-centre
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THE TOP TALENT 
TRENDS FOR 2013:
CONSTRUCTION DEMAND: The Christchurch 
rebuild and higher demand for residential 
construction around New Zealand’s largest city, 
Auckland, is creating plenty of labour opportunities.

PRESSURE ON WAGES AND SALARIES: The 
Hays Global Skills Index revealed that New Zealand 
has the highest wage disparity between those with 
skills in most demand and those in least demand.

HIRING STRATEGIES: With skill shortages 
expected to continue in 2013, employers in New 
Zealand need to adopt a more flexible attitude to 
hiring criteria, focusing on cultural fit and a keen 
willingness to learn rather than experience.

USE OF TEMPORARY STAFF: The construction 
industry more than any other has brought in 
specialised expertise for special projects, as 
well as used temporary workers as relief cover 
for overworked staff and as part of longer term 
workforce planning.

DEMAND FOR RETURNING EXPATS: Returning 
New Zealand citizens bring new skillsets and 
experience as well as an understanding of the local 
marketplace. They also demonstrate a long-term 
commitment to residency as they have chosen to 
live in New Zealand over another country.

WORKFORCE DIVERSITY: New Zealand 
government and private sector organisations have 
launched a voluntary code of practice to ensure 
women comprise 25 per cent of the candidates put 
forward for board roles.
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VALUABLE 
BRANDS
A STRONG CUSTOMER BRAND CAN BE A VALUABLE 
RECRUITMENT TOOL, AS LONG AS IT IS HONEST

BUSINESSES THAT ARE associated with high-
quality goods and services have an in-built advantage 
when it comes to HR: the glamour of their consumer 
brand draws in candidates from far and wide.

Graham Hales, chief executive of brand consultancy 
Interbrand London says: “Strong brands attract 
candidates who want to be associated with them. 
In particular, working for a luxury brand brings a 
cachet. Employees talk to their friends about it and are 
admired for their links with it.” 

Cosmetics giant L’Oréal, for instance, owns 27 
brands, ranging from everyday names such as 
Maybelline to luxury ones including Ralph Lauren 
Fragrances and Lancôme. It attracts 20,000 applicants 

to its graduate scheme each year. 
L’Oréal UK and Ireland HR director Isabelle Minneci 

says: “People are attracted by the reputation of our 
brands, so we have no trouble finding candidates. Our 
job is to filter them.”

The reality, of course, is that not everyone who is 
a fan of a brand will meet the standards needed to 
work there. And conversely, using a customer brand 
effectively in recruitment is not as simple as merely 
adding the corporate logo or slogan to recruitment 
campaigns.

L’Oréal, for instance, encourages undergraduates to 
associate its employer brand with its consumer brand 
even before they may apply for a job. It raises its profile 
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as an employer, as well as a cosmetics provider, by 
conducting an annual Brandstorm competition, where 
students pitch ideas for new products and how to 
market them.

ONE ENTITY
Inconsistencies between customer and employer 
brands can destroy a reputation in both areas, however. 
A high-quality consumer brand risks being seen as 
hypocritical if it treats its employees with less respect 
than its customers, and this can disengage a workforce 
and diminish the quality of their work, or deter top 
talent from ever joining.

The key to the alignment of both brands is for HR 
and marketing to liaise closely with each other. Ideally, 
that relationship should be driven from the highest 
level of the organisation, with heads of marketing and 
HR. 

“It helps if the organisation views the overall brand 
and the employer brand as one entity, so that there 
is a sense of consistency,” says Hales. “The external 
message should be mimicked by what employees 
experience internally.” 

Kentucky Fried Chicken (KFC), for example, 
targets middle and lower middle class customers 
with the brand promise ‘So good’. “The whole 
company, including the HR department, must align 
with that,” says Raisa Polyakova, Russia Human 
Resources Director at KFC’s owner Yum! Restaurants 
International. Poliakova heads the recruitment team 
supplying 220 of Yum!’s KFC restaurants, which 
employ around 10,000 people in Russia and the 
Commonwealth of Independent States.

She explains: “We have translated the ‘So good’ 
customer promise to the employer brand – as ‘So 
good to work for us’. We also use that as a slogan in 
our recruitment activities and our employer value 
proposition is aligned with it.”

Yum! knows the kind of candidates it wants to 
attract are smart enough to see through recruitment 
propaganda, explains Poliakova. “We use photographs 
of our existing employees in the advertising, because 
research revealed that if we just talked about our 
excellent team spirit and supportive culture, candidates 
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felt our offering might be too good to be true.
“Showing real employees provides an emotional 

confirmation that our offer is real. Actors don’t provide 
this.”

STAYING IN LINE
Creating the right recruitment campaign can ensure 
you bring in people whose work matches the 
expectations of your customers. But maintaining their 
engagement is a matter for managers to consider. 
YUM! restaurant and office staff evaluate their 
managers annually, according to how they embody the 
company culture and treat their employees. When it 
comes to maintaining employee commitment to brand 
values, Poliakova says: “The key is to focus on people at 
all levels, and that’s down to local first line managers.” 

Hales says that a manager’s focus on staff 
involvement can sustain a strong employer brand 
within their team and help drive better, more engaged 
performance from employees. He uses the example of 
a luxury hotel chain: “Staff should service guests in a 
bespoke manner that can be identified with the brand. 
That differentiates a hotel from its competitors.”

Good managers stay close to their staff, and are 
open, informative and maintain an ongoing dialogue 
with them about what is successful and what may 
need to change. What’s more, if staff are in tune with 
a brand, they can help spot potential problems with 
products or services that can be addressed before they 
become an issue.

It all depends on maintaining the alignment between 
how much the employee values being able to work 
where they do, and the level of performance they 
are willing to produce in return. “Luxury brands, in 
particular, are enduring, and staff may build up a deep 
association with them,” says Hales, “but keeping that 
depends on how they are managed.”

Minneci adds: “If you recruit people with the right 
cultural fit and then deliver on what your brand and 
values stand for, you will not run the risk of failing 
employee expectations.” That is largely true, but 
potential problems with expectations do arise, 
especially with luxury brands, where most employees 
may never be able to afford the goods or services they 
sell.

The answer, for L’Oréal, is to enable staff to 
experience luxury themselves. “As part of our Retail 
Excellence training scheme, staff working with our 
luxury brands stay in a luxury hotel, visit a spa, an 
expensive restaurant and a high-end retail store so as 

FOR MORE INFORMATION  
Contact: haysjournal@hays.com

“ UNADDRESSED 
SUCCESSION ISSUES  
CAN FESTER” 
— SALLY BRETT, BDO 
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LAST WORD

DR STEVE PETERS IS A PSYCHIATRIST AND 
CORPORATE CONSULTANT. HIS BOOK THE CHIMP 
PARADOX  HAS SPENT MORE THAN 300 DAYS IN 
AMAZON’S TOP 100 SALES CHART

Q. WHAT IS THE ESSENCE OF THE ‘CHIMP 
PARADOX’?

It is a model to simplify the neuroscience around how 
the mind works. When I am working with people, I see 
them sabotaging their success and happiness by not 
understanding how the machine in their head is working.

There are three systems, human, chimp and 
computer. The ‘chimp’ is a system of physical structures 
within our brains that can think independently and give 
us thoughts and feelings that affect how we interpret 
situations. If you can realise that some of the thoughts 
you are getting come from this chimp and not from you, 
then you can start to separate yourself from it.

Q. HOW DOES THIS IDEA APPLY ACROSS 
DIFFERENT WALKS OF LIFE?

I work with people to help to get the best out of them 
and achieve their goals. There are some things that you 
can and can’t do with your mind, so it is about knowing 
what the rules are before applying them to your 
particular situation.

I never go to a professional or a team and tell them 
how to do their job. I ask how they are working, what 
isn’t working and together we look at why it isn’t 
working. It’s like going to the gym and saying you want 
to get fit by just picking up random weights and going 
on the treadmill. You don’t do that – you go to a coach 
and rely on their expertise and together create a plan for 
your body and your environment.

Q. HOW CAN PEOPLE COME TO TERMS WITH  
THEIR CHIMPS?

There are two aspects of how I work with people. 
The first is to recognise that the brain isn’t there for 
you  to control; you have to negotiate and work with 
it. Willpower doesn’t affect the influence of the chimp. 
Despite the best intentions, people often struggle 
even on simple tasks like eating a healthy diet and are 
perplexed as to why. You must understand and manage 
the part of the mind that is disrupting you and progress 
from there.

Once that’s done, the second aspect is to accept 
the restrictions in their particular environment. 

Environmental stresses can agitate the chimp, if you let 
them. I like to be very clear on the difference between a 
dream and a goal. A dream is something you hope will 
happen but can’t guarantee it, whatever you do. A goal 
is something you can achieve and helps you to try and 
reach your dream.

When people muddle goals and dreams, they stress 
themselves because they  set outcomes that they 
cannot guarantee, usually because there are outside 
influences, such as rival teams, technology or the 
economy that are all unaffected by how hard you work.

Q. IS THE KEY TO PERFORMANCE RECOGNISING 
THE LIMITS OF YOUR INFLUENCE?

What I have frequently seen in businesses is that people 
are given outcome objectives that they cannot control. 
This is unhelpful as it typically causes people’s brains 
to default to chimp mode, with the stress and irrational 
behaviour that comes with it.

You cannot assess people on ‘uncontrollables’. We 
should dream big and work hard, but that distinction 
between big dreams and big goals makes a massive 
difference to a person and their state of mind.

MONKEY  
BUSINESS

DR STEVE PETERS HAS 
BEEN CREDITED WITH 
HELPING CHAMPION 
BRITISH OLYMPIANS  
SIR CHRIS HOY AND 
VICTORIA PENDLETON 
OPTIMISE THEIR 
PERFORMANCE

TAKING CONTROL
Dr Steve Peters is a Consultant Psychiatrist 
and University Senior Clinical Lecturer at the 
University of Sheffield. He works with the UK 
Athletics Performance Team, Sky ProCycling, 
British Cycling and Liverpool Football Club, as 
well as recent corporate work alongside Unilever 
and Mercedes-Benz to Sony. His work recognises 
the changes in blood flow within the brain that 
accompany irrational and emotive responses to 
stress. His techniques to mitigate this have helped 
both elite businesspeople and sports stars focus 
on their performance and nothing else. 
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THE pace of change in our world only ever seems to increase. Not only do we operate in 
unpredictable economic times, but the impact of technology and the disruption to traditional 
business models that this brings creates a greater degree of uncertainty than businesses 
have ever had to deal with. One thing remains certain though: having the right people in an 
organisation, focused on the right things, will maximise the chance of success. 

Predicting what skills will be required is difficult. Visionary leaders make educated guesses 
about the future shape of their organisations and put in place the infrastructure and skills to deal 
with the challenges or opportunities they foresee. The importance of this vision is a theme in this 
edition of the Hays Journal – without it, an organisation is leaving too much to chance.

We also face a global paradox in the employment markets. Hays recently published 
research conducted in conjunction with Oxford Economics that points to both high levels of 
unemployment at the same time as acute skills shortages around the world. We have included 
some of the major findings of the study in this Journal, together with possible solutions to the 
problem. At a time when economic growth needs every stimulant we can give it, many skilled jobs 
are going unfilled. This restricts future growth and reduces the potential for further job creation, 
so it is an important issue to resolve.

To attract the best people, any business must have in place a clear agenda for 21st-century 
sustainability and we explore this issue in this edition. Visionary businesses consider their 
sustainability in terms of their environmental and societal impact, the way they do business and 
the values they hold dear. A new generation of employees is already looking at how a company 
rates on metrics like these and they are selecting their employers accordingly.

We also consider the growth of social enterprises; businesses that exist to create societal or 
environmental change. These are a relatively new phenomenon but they are set to change the 
landscape in terms of the host of new job roles they will create, as well as the pressures they will 
place on more traditional peers.

Our leadership interview profiles Gary Kildare, Chief Human Resources Officer for IBM’s Global 
Technology Services. He explains why human resources must keep pace with technological 
innovation and how one of his business’ biggest challenges is determining what its people will 
need to know in the future. Kildare argues that social media is rapidly changing how we work and 
only those who adapt to this brave new world will succeed. 

It is never possible to be certain of what lies beyond the horizon, but human resources 
professionals play a vital role in trying to prepare a business for what it may encounter in the 
weeks, months and years ahead. I hope that some of the issues that we address here will provide 
food for thought for those of you who fulfil this essential function and I look forward to hearing 
about the topics currently at the top of your agenda. 

 
ALISTAIR COX, CEO, HAYS

 HAYS
JOURNAL

© Copyright Hays plc 2013. HAYS, the Corporate 
and Sector H devices, Recruiting experts 
worldwide, the HAYS Recruiting experts 
worldwide logo and Powering the World of  
Work are trade marks of Hays plc. The Corporate 
and Sector H devices are original designs 
protected by registration in many countries. 
All rights are reserved. The reproduction or 
transmission of all or part of this work, whether 
by photocopying or storing in any medium by 
electronic means or otherwise, without the  
written permission of the owner, is restricted.  
The commission of any unauthorised act in 
relation to the work may result in civil and/or 
criminal action.

THE BREADTH OF HAYS’ EXPERTISE WORLDWIDE

Australia
T +61 (0)2 8226 9600
F +61 (0)2 9233 1110
Level 11, Chifley Tower
2 Chifley Square
Sydney NSW 2000
info@hays.com.au 
hays.com.au

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

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

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

Canada
T +1 416 367 4297 
F +1 416 203 1923 
6 Adelaide Street East 
Suite 600, Toronto, 
Ontario 
M5C 1H6 
recruit@hays.ca 
hays.ca

Chile
T: +56 (2) 449 1340  
F: +56 (2) 449 1340 
Cerro El Plomo 5630, 
Of. 1701  
P.O. 7560742, Las Condes, 
Santiago 
chile@hays.cl
hays.cl

China
T +86 (0)21 2322 9600
F +86 (0)21 5382 4947
Unit 3001  
Wheelock Square 
No. 1717 West Nan Jing 

Teréz krt. 55-57.
B torony 2. Emelet
hungary@hays.hu
hays.hu

India
T +91 22 42482500
F +91 22 42482552
2nd Floor, A Wing
Fortune 2000
Bandra Kurla Complex
Bandra (E), 400 051 
Mumbai
mumbai@hays.in
hays.in

Ireland
T +353 (0)1 897 2481
F +353 (0)1 670 4738
2 Dawson Street
Dublin 2
info@hays.ie
hays.ie

Italy
T +39 (0)2 888 931
F +39 (0)2 888 93 41
Corso Italia, 13
20122 Milano
milano@hays.it
hays.it

Japan
T +81 (0)3 3560 1188
F +81 (0)3 3560 1189
Akasaka Twin Tower
Main Tower 7F  
2-17-22 Akasaka 
Minato-Ku
Tokyo, 107-0052
japan@hays.co.jp
hays.co.jp

Luxembourg
T +352 268 654
F +352 268 654 10
Boulevard Royal 26b
2449 Luxembourg
luxembourg@hays.com
hays.lu

Malaysia
T +603 2786 8600
F +603 2786 8601
Level 23
Menara 3 Petronas
KLCC 50088
Kuala Lumpur
kualalumpur@hays.com.my
hays.com.my

Road, Shanghai 200040
shanghai@hays.cn
hays.cn

Colombia
T +57 (1) 742 25 02
F +57 (1) 742 00 28
Paralelo 108
Autopista Norte # 108-27
Torre 2 – Oficina 1105
Bogotá D.C.
colombia@hays.com.co
hays.com.co

Czech Republic
T +420 225 001 711
F +420 225 001 723
Olivova 4/2096
110 00 Praha 1
prague@hays.cz
hays.cz

Denmark
T +45 3315 5600
F +45 3315 5601
Kongens Nytorv 8
DK-1050 København K
copenhagen@hays.dk
hays.dk

France
T +33 (0)1 42 99 16 99
F +33 (0)1 42 99 16 93
Building Gaveau
11, avenue Delcassé
75008 Paris
paris@hays.fr
hays.fr

Germany
T +49 (0)621 1788 0
F +49 (0)621 1788 1299
Willy-Brandt-Platz 1-3
68161 Mannheim
info@hays.de
hays.de

Hong Kong
T +852 2521 8884
F +852 2521 8499
Unit 5805-07, 58th Floor
The Centre
99 Queen’s Road Central
hongkong@hays.com.hk
hays.com.hk

Hungary
T +36 1 501 2400
F +36 1 501 2402
Eiffel Tér Irodaház
1062 Budapest

Mexico
T +52 (55) 52 49 25 00
F +52 (55) 52 02 76 01
Paseo de las Palmas 405
Torre Optima 1, Piso 10
Lomas de Chapultepec
11 000 Mexico City
mexico@hays.com.mx
hays.com.mx

The Netherlands
T +31 (0)20 3630 310
F +31 (0)20 3630 316
H.J.E. Wenckebachweg 
210
1096 AS Amsterdam
service@hays.nl
hays.nl

New Zealand
T +64 (0)9 377 4774
F +64 (0)9 377 5855
Level 17, ASB Bank Centre
135 Albert Street 
Auckland
info@hays.net.nz
hays.net.nz

Poland
T +48 (0)22 584 56 50
F +48 (0)22 584 56 51
Ul. Złota 59
00-120 Warszawa
info@hays.pl
hays.pl

Portugal
T +351 21 782 6560
F +351 21 782 6566
Avenida da República 
90 – 1º
Fracção 4, 1600-206 
Lisboa
lisboa@hays.pt
hays.pt

Russia
T +7 495 228 2208
F +7 495 228 2500
Citydel Business Center
9, Zemlyanoy Val
105 064 Moscow
moscow@hays.ru
hays.ru

Singapore
T +65 (0) 6223 4535
F +65 (0) 6223 6235
80 Raffles Place
#27-20 UOB Plaza 2
Singapore 048624
singapore@hays.com.sg
hays.com.sg

Spain
T +34 91 443 0750
F +34 91 443 0770
Plaza de Colón 2
Torre 2, Planta 3
28046 Madrid
madrid@hays.es
hays.es

Sweden
T +46 (0)8 588 043 00
F +46 (0)8 588 043 99 
Stureplan 4C
11435 Stockholm
stockholm@hays.com
hays.se

Switzerland
T +41 (0)44 2255 000
F +41 (0)44 2255 299
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info@hays.ch
hays.ch

United Arab Emirates
T +971 (0)4 361 2882
F +971 (0)4 368 6794
Block 19, 1st Floor, Office 
F-02
Knowledge Village
P.O. Box 500340, Dubai
dubai@hays.com
hays.ae

United Kingdom
T +44 (0)203 465 0172
F +44 (0)203 465 0001
4th floor
107 Cheapside
London 
EC2V 6DB
customerservice@hays.com
hays.co.uk

USA
T +1 201 209 2870
F +1 201 433 3358
30 Montgomery Street
Suite 680
Jersey City, NJ 07302
recruit-us@hays.com
hays-us.com

LISTED BELOW ARE THE MAIN OFFICES FOR EACH OF OUR COUNTRIES OF OPERATION. 
TO FIND YOUR LOCAL OFFICE, PLEASE VISIT HAYS.COM
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In collaboration with

ConneCting the 
world of work 
we live in a connected world. Switched-on individuals are using social media 
for their career planning, while savvy organisations understand the need to 
communicate their brand even when they’re not hiring. we believe bringing 
these two groups closer together is the key to the new world of recruitment.
Hays has collaborated with LinkedIn to do just that. 

Our enhanced relationship gives us even greater insights and access to the world’s most powerful 
business network – giving you four powerful reasons to choose Hays. 

PlUgged  
Our reach and resources give you access to the 
broadest talent pool there is. 

tUned  
Customised, industry-leading training and support  
for all Hays consultants. 

SearCh  
Search capabilities give us richer real-time  
insights into targeted user behaviour. 

trUSt  
A strong engagement strategy that builds  
trust into our relationships. 

By nurturing talent and building long-term 
relationships, we know exactly what people are 
looking for. in other words, the people you want 
to talk to are already talking to us. follow us on 
linkedin and join in the new world of recruitment.  
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