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Editorial

EU Financial Security and Insecurity
Impacting Ability of Businesses to Diversify

I

t seems like the European Union (EU) has
been in a state of endless economic uncertainty, though 2013 offers hope of a snail’s pace
recovery. Once threatened with a breakup due
to countries unable to meet membership terms,
it appears now that the EU will remain intact.
However, between the incredibly slow recovery,
the ongoing financial insecurity of countries like
Greece and Spain, and high unemployment, businesses are faced with yet another year in which
the ability to diversify could be stymied.

ing 26 million unemployed women and men.
The staggering unemployment numbers and financial instability has a number of effects. Fewer
employment opportunities mean many business
plans for expanding staff diversity are on hold. It
is hoped is that diversity will continue to be a top
priority for the largest corporations, and that medium to small sized businesses will take advantage
of staff vacancies as they arise to continue diversity
agendas.
When global markets are weak, businesses must
rely more on domestic consumption for sales. However, as unemployment rises, consumer spending
typically falls. People have less discretionary money
to spend, and fear of potential job loss makes people
cautious about spending. Domestic consumption is
not making up for the lower export rates, and that
limits business expansion opportunities.

The 2008 financial collapse proved that business interconnectedness can wreak havoc as much
as it can promote growth. For example, the EU’s
largest trading partner is the United States. Before the recession, EU businesses had diversification options by meeting increasing U.S. demand
for imports. In addition, U.S. firms were seeking
European partners for expanding their own businesses. Since the recession, there is a lower demand for imports coming from the U.S., forcing
many EU businesses to look elsewhere, to China,
for example, for sustainability.

Uncertainty about the EU has slowed investments domestically and internationally. Entrepreneurs and investors are cautious about plowing
money into new products, technologies or locations
when the target markets are uncertain. There is
less willingness to take risks. In Germany, investments in new equipment have fallen over the last 12
months. Companies that grew in the past through
acquisition or expansion into new countries are in a
wait-and-see stance.

The good news is that uncertainty over the euro’s sustainability has kept the U.S. dollar expensive, which has improved the EU’s export competitiveness. In fact, EU member states have seen
a relatively strong recovery in exports, largely due
to China and emerging economies. This has had
the effect of softening the impact of the recession
on exports in many of the EU countries, enabling
some businesses to survive.

There are signs that financial security is growing. The European leaders agreed last month to
place 100 large euro zone banks under one central
supervisor, the European Central Bank. That lays
the groundwork for expanding the power of the
economic union and restoring faith in the financial
system. For now, businesses ready to diversify will
need to continue looking outside the EU to emerging markets. Over the long run, the recession could
prove to be a catalyst for strengthening globalization. In that case, businesses will find more, not
less, diverse opportunities waiting for them.

In typical “domino effect,” a stagnant economy has forced the EU’s unemployment rate ever
higher over the last few years. Newly released figures show that unemployment continues to rise
except in a handful of countries. The November
2012 (most recent figures) unemployment rate for
the EU is at seven percent. To put that in terms of
human lives instead of sterile statistics, another
154,000 people lost their jobs in one month, mak-

www.diversityglobal.com
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Briefs
The Netherlands
and the EU must seize
opportunities
in Latin America

A

t the recent EU-LAC Summit on
sustainable development in Santiago, Chile, Foreign Minister Frans
Timmermans delivered the following. ‘Latin America’s increasing geopolitical
influence and economic growth open up

390 million additional “middle class”
workers projected by 2017, but 1.5 billion
workers remain either poor or near poor.
The number of middle-class workers in the developing world has risen sharply over the past
decade, potentially creating a much-needed
boost to future growth and consumption in
these economies.
New figures in the ILO’s Global Employment Trends 2013 show that 42 percent of
workers in developing countries - nearly 1.1
billion workers - are now “middle-class,” living
with their families on more than US$4 per person per day. The rise is particularly marked in
East Asia.
Since 2001, an additional 400 million workers have joined the ranks of the middle- class,
with incomes sufficient for their families to
consume between US$4 and $13 a day per
person. This doubles the number of workers in
the emerging middle class. A further 186 million workers are now living on more than $13
a day.
DiversityGlobal | Q1 | 2013

political and economic opportunities for the Netherlands and other
EU member states. The EU and
Latin America share common values such as fundamental freedoms,
democracy and the rule of law, and
should therefore work together to
promote human rights worldwide.
We should also work together on
international peace and security.’
‘EU countries must make every
effort to recover from the economic crisis,’ said Timmermans. ‘We
need to focus on new markets and
regions experiencing growth. The
EU is the world’s biggest regional
trade bloc and by far the biggest
investor in Latin America. But more
can be achieved. Europe and Latin
America need one another and this
offers opportunities for the Netherlands and also for Aruba, Curaçao
and St Maarten -- the three Caribbean countries that are part of the
Kingdom [of the Netherlands.] The
fact that the Netherlands is a neighbor of Latin America gives it greater
access to the continent.’

Rise of middleclass jobs in
the developing
world could
spur growth

8

New report
reveals why
health CARE is
crucial to
European recovery

T

he health sector in Europe is
facing a period of unprecedented demand because of demographic changes, the burden of
chronic disease, as well as the first reduction in public spending on health care in
almost 40 years.
The health sector represents a significant proportion of government spending;
10 percent of employment in Europe, and
is the basis for a strong life science industries of pharmaceuticals, biotechnology
and medical devices. As the financial crisis continues across Europe, fundamental
questions are being asked about how to
reinvent and revitalize health systems. The
potential for innovation in health care is
great and seriously needed, but the key
question is how to generate momentum
for change and create space for innovation while increasing efficiency.
Friends of Europe’s Healthcare Policy
Summit - and the subsequent report on
the issue- concentrate on how to achieve
an efficient and innovative healthcare
system throughout Europe in times of
austerity with increased competition
from emerging markets.
www.diversityglobal.com

Briefs
Small tech companies explore
global opportunities

F

ourteen small technologies companies in Victoria, Australia, have explored the world’s largest nanotechnology trade show, Nano Tech 2013.
Technology Minister Gordon Rich-Phillips said the Victorian Coalition
Government provided funding to help Victorian businesses attend the
annual conference and exhibition in Tokyo in late January 2013.
Rich-Phillips said the delegation, led by the Small Technologies Cluster, helped
promote Victoria’s competitive strengths in business and small technologies.
“Nano Tech 2013 provides a unique platform to showcase our leading nanotechnology companies and their skills, products and services on an international
stage,” Rich-Phillips said. “Business matching meetings and networking events also
gave Victorian organizations an opportunity to explore international partnerships,”
he added.
“Victoria has a highly skilled workforce, low taxes and is now the only state in
Australia to hold a Triple-A stable credit rating from both major credit rating agencies, making it attractive to businesses from around the globe,” Rich-Phillips said.

Leaders Must
Refine Leadership
and Management
Approaches to Win
in the Human Age

Mara Swan
ManpowerGroup Executive Vice President of
Global Strategy and Talent.

T

he world leader in innovative workforce solutions
and World Economic Forum (WEF) strategic partner advises Human Resource (HR)
leaders to refine leadership and
management approaches in order to
build effective, flexible work models
that make Human Age companies
resilient in the face of unpredictable
business challenges.
“In the Human Age Corporation,
leadership style needs to change
dramatically to become more parwww.diversityglobal.com

ticipative and collaborative, as leadership that drives a culture of collaboration must be the heart and soul of
tomorrow’s organization,” said Mara
Swan, ManpowerGroup Executive Vice
President of Global Strategy and Talent.
“Tomorrow’s leaders will be visionary
Human Age leaders, developing new
skills to become curators of information
and coaches for their teams. They will
possess opposing skill sets; strategic yet
tactical, conceptual yet action-oriented,
the ability to anticipate and react, and
always pushing the limits of what’s
next.”
In “Leading in the Human Age”, ManpowerGroup calls for leaders to become
more collaborative and transparent,
and to think, operate and lead differently, so that they become more effective
coaches to grow, develop and unleash
the human potential of their workforces. In an increasingly hyper-connected
world, as much agility as possible must
be built into an organization.
9

IFC, Center-Invest
Bank Expand Access
to Finance for
Small Businesses in
Southern Russia

Vasily Vysokov
Chairman of Center-Invest Bank.

I

FC, a member of the World Bank
Group, is providing a loan of 900 million Russian rubles (around $29 million) to Center-Invest Bank to help it
expand access to capital for small and medium enterprises in the Russia Federation’s
southern regions.
The loan will help the bank increase lending
to smaller businesses in less-developed frontier regions, helping create jobs and diversifying the local economy.
“We are grateful for IFC’s long-term financial
support and valuable advice, which help us
provide our clients with innovative products,” said Vasily Vysokov, Chairman of Center-Invest Bank. “We look forward to further
successful cooperation with IFC, with which
we share a commitment to the sustainable
banking business model.”
Jim Yong Kim, World Bank Group President,
said, “Regional banks have a vital role to play
in the development of Russia’s economy.
Long-term partnerships with regional banks
allow us to channel much-needed finance to
local companies, contribute to the creation
of jobs and the development of infrastructure, and to promote sustainable banking in
Russia’s regions.”
Q1 | 2013 | DiversityGlobal

Briefs
Deloitte Achieves
Its Highest Ranking
in Fortune’s “100
Best Companies to
Work For” list

D

eloitte has achieved a top spot
on Fortune magazine’s list of
“100 Best Companies to Work
For” for the 14th year and its
highest ranking in more than a decade.
The annual survey is the national benchmark that rates employers who consistently raise the bar on talent initiatives and
corporate culture improvement for all employees.
“This recognition by Fortune is tremendously gratifying because our most
important asset -- our people -- determine if we make the list or not,” said Jen-

Opportunities in
Brunei for Dutch
companies

Jennifer Steinmann
Assistant U.S. Trade Representative

nifer Steinmann, chief talent officer,
Deloitte LLP. “Making the list once
is an achievement but 14 times
speaks to our culture. As the talent
landscape continues to evolve, this
is a testament to Deloitte’s commitment and ability to stay ahead
of the curve and foster an environment where leaders thrive.”

BRICS group to promote
green economy

T

he BRICS countries - Brazil,
Russia, India, China and South
Africa - have pledged to support one another in their collective fight against global warming and
climate change.
Delegates attending the 5th BRICS
summit in Durban recently signed a
multilateral agreement on climate cooperation and the green economy,
which will see the exchange of technical and financial support to address the
impact of climate change on developing countries.
DiversityGlobal | Q1 | 2013

Speaking at the conclusion of
the two-day summit, Indian Prime
Minister Manmohan Singh said the
BRICS countries needed to respond
to climate change by investing more
in development that supports the
green economy.
“We need to respond to all the
persistent weaknesses that threaten
the world economy ... All of us need
to work together to for the green
economy and cooperation in energy,
food security, health care and education,” Singh said.
Earlier in the day, President Jacob
Zuma also said South Africa would
continue to work tirelessly to forge
stronger ties with developing nations
in promoting the green economy,
mineral beneficiation and infrastructure finance.
“The multilateral agreement on
the green economy would not only
benefit BRICS member states but the
entire African continent,” Zuma said.
10

Lilianne Ploumen
Foreign Trade Minister

A

t some time in the future, the oil
and gas fields that form the mainstay of Brunei’s economy will run
dry. For this reason, Brunei is currently seeking to diversify its economy. In
the opinion of foreign trade minister Lilianne
Ploumen, this offers numerous opportunities for the Dutch business community. In
the margins of the current state visit to Brunei, the Minister held talks with directors of
Dutch and Bruneian businesses and highlighted the mutual economic importance of
broader cooperation.
“Dutch interests in Brunei are largely
related to the presence of Shell, which accounts for over 90 percent of Brunei’s total
export revenue. But there is also scope for
other businesses and disciplines,” said the
Minister. “We have discussed possibilities
for cooperating on maritime infrastructure,
port development, water management, the
environment, sustainability and food and
agri-technology. These are typically Dutch
themes where our approach and expertise
could be of benefit to Brunei. For instance,
development of the port of Muara offers
opportunities for our transport and logistics
sector, and also for dredging and engineering firms. In a country that ranks as one of
the richest in the world and is keen to diversify its economy, there are bound to be excellent prospects for Dutch companies.”
In Ploumen’s view, trade has been slow
to get off the ground because Brunei is
relatively unknown. “Now is the time for the
Netherlands to show more initiative and take
a greater interest in this country,” she said.
www.diversityglobal.com
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Ramp Up

Talent Management
Strategies in Tough
Economic Times

- by Ricardo Nunes

H

uman Resources (HR) executives participate in a strategic process responsible for
ensuring the right people for
available jobs are found and
placed, and that the workforce has the right opportunities to develop
skills and full capabilities. The implication is
that the business is committed to integrating talent management into its
operations and provides
the resources necessary
to follow through on that
commitment.
During
tough economic times,
the unfortunate fact is that
many of the very activities
ensuring a business will
remain competitive in the
future are the first ones
that experience cutbacks –
recruitment, training and
development, networking events, mentoring
programs, and so on.
In truth, the tough economic times have
proven that Human Resources must be a
strategic function because the intense global
competitive environment leaves no room
for slack. HR executives as talent managers
must find the right person for the right job
at the right time, in support of the organization’s mission and long-term success. HR

There is a natural
proclivity to reduce the
organization’s investment
in talent management
strategies during tough
economic times. That
approach can have
serious competitive
consequences.

www.diversityglobal.com
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must take a leadership role in finding the
right staff and in the retention and development of hired talent. Simply placing workers
into positions offering few opportunities to
develop their skills will quickly lead to a disengaged workforce.

Staff Development Should Not
Be the “First to Go”
One of the critical issues HR executives
must address during periods of cutbacks
is the natural inclination of the business to
cut workforce development budgets. Peter
Drucker, a management consultant, author
and educator, addressed this during a discussion of counter-productive organizational
practices when he included the following:
a concern with costs alone that “smothers
opportunities.” He also included a concern
with increased productivity at the expense
of working smarter, an appraisal system that
rewards routine work activities rather than
innovative performance, and an inability to
recognize that creative tension is not the
same as conflict. It is the uniqueness of individuals that must be managed so that people
are fully contributing. In fact, high potential
employees can develop themselves to a large
extent if the business gives them the opportunities through in-house workshops, funding training courses at the local educational
institutions, allowing the talented to attend
workshops offered by organizations promotQ1 | 2013 | DiversityGlobal
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promotes worker networks, gives employees access to company leadership,
encourages unconventional problem
solving, and offers employees opportunities to close their skill gaps and build
on their talents.

Using Scarcer Resources
Wisely

ing diversity, and so on.
HR executives must be prepared to
make a case for the competitive advantage that talent management brings the
company. Though Drucker wrote during a time when the information-based
society was just emerging, he had an intuitive understanding of the importance
of giving organizational members the
tools to engage and motivate employees
to perform at a higher level. Executives
can be the most talented people in the
industry, but if the people on their teams
are unable to make use of the executive’s
ideas, directions, vision, and contributions, then the organization becomes
less competitive.
Another critical issue for talent
management executives is ensuring that
each employee feels respected and understands that innovative ideas are welcomed. This sounds nice on paper, but
accomplishing this goal is much more
difficult in reality. When people are concerned about their job security first, or
are hanging on to jobs they would leave
if the economic conditions were better,
the entire team performance is degraded. When Proctor & Gamble (P&G)
DiversityGlobal | Q1 | 2013

purchased Gillette in 2005, CEO A. G.
Lafley was able to successfully integrate
the two companies largely due to his
ability to select and lead the right people.
He learned within three months of the
acquisition which of his team members
were engaged and motivated and able to
make tough decisions needed during the
transition. One of the mistakes companies make is assuming that current leadership is right for the times, when it may
not be. Talent management executives
must be talented themselves, and have
the skills to navigate tough economic
times. Employees who see managers
struggling to cope without consequences are less likely to see the point of excelling in their own jobs.
In the ensuing months, Lafley solidified P&G’s strategy of focusing on developing and profiting core capabilities,
and a major piece of that was ...selecting, developing, training, teaching, and
coaching the leadership team. P&G gave
every employee a pamphlet describing
the company’s values, its respect for the
individual, and its belief that innovation
is the key to success. From the core principles emanate the firm’s culture that
14

Instead of cutting back on the implementation of talent development and
management strategies when budgets
are being cut, businesses should use
scarcer resources to ensure each employee is contributing in a productive
and meaningful way. People must be
aligned in the organization in a way
that ensures they are in the right job
and have ample opportunity to develop leadership skills. There are many
ways to incentivize people other than
through money. For example, they can
assume stretch roles that enable them to
showcase their abilities, or participate in
a mentoring program, thus sending the
message that personal development as a
team member is important.
Finally, it has been shown over and
over again that diverse workforces are
more innovative and creative. Companies that significantly reduce their recruitment efforts through community
outreach are stepping back into an old
model of operation. Even as domestic
economies struggle, the globalization
of the market economy continues. The
companies with the diverse workforces
are the ones best aligned for the competitive future.
It is suggested that, rather than
spending less on employee development
during tight budget times, companies
should be spending more, but in a highly strategic manner. Businesses must
develop an employment brand that attracts talent and a culture and practices
that retain and develop the talent. How
the company’s leadership is perceived
will play a large role in the success of the
talent management efforts. Even in a job
market conducive to employees staying
put, the top performers will always have
options.
www.diversityglobal.com
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Managing

Resistance
to Change

C

hange is something that
every
company
goes
through, but for women
and other minorities, it can
also introduce a new level of
discomfort or uncertainty.
During periods of growth, change can
be exciting as it opens up opportunities for diverse staff members when
traditional management searches for
new talent are able to help sustain
the growth. However, when the company suffers cutbacks, you can expect
a much different reaction especially
among newer staff, including minority professionals and women hoping

DiversityGlobal | Q1 | 2013

to continue working on an upward career path.
Staff members need to know why
the change is happening and how it
will affect their work environment and
careers. Naturally, the most important
question on their minds is job security.
The volatility of the economy makes it
an imperative to reassure employees
that their jobs are secure. Talk with
them; let them know that the change
is happening and answer all pertinent
questions. In addition, women and minority professionals need reassurance
that they can continue on their hardearned career tracks.
16

- by Malibu Kothari

The Value of Engagement
Engagement is necessary for effective
management of change. First, identify
employees who will lead, and those who
are potential resisters, and then make
an action plan for each group. Initially,
engage the group identified as leaders.
Make the change something that buzzes
with excitement and encourage a positive outlook. Then ask them for assistance in spreading that excitement and
positivity.
Speak with staff leaders about
what they feel will be the most
difficult aspects of the upcoming
transition and use that to build
your resistance management
strategy. For minority employees, leadership can often be found
among in-house networks already
in place. Resistors, on the other hand,
will tend to follow a behavioral pattern. Signs of discontent, taking
more sick days, less productivity,
and increased mistakes are good
indicators that people feeling resistance to upcoming changes. If
they show these signs of resistance,
attempt to have one of your leaders encourage them.

Analyze Results and
Monitor Progress
Measuring the resulting success of the
change process will start well before
management shares the information
with employees. Be sure the Human
Resources department has statistics on
things such as sick days, productivity,
and no-call no-shows. Once the change
is made public knowledge, it is then possible to compare the current statistics to
the ones gathered before the change was
common knowledge. Ongoing monitoring is then conducted.
www.diversityglobal.com

HR Strategy

Continuous Improvement
Effective Strategies That
Have Been Proven to Work
There are a few tried and true strategies for managing resistance to change
within your company.
l
Educate – Upfront education and
acknowledgement of the change
your company is about to undergo
is important to the people in your
company. By educating them, they
will see the logic that led you to decide the change was necessary, and
will reduce any unfounded rumors.
l
Negotiation – Allow for a few negotiable areas in your planned change.
These will be invaluable in assisting
change resistors to feel they have a
choice in the activity of the company. Allowing them to go elsewhere
within the company can be a viable
option, as well as allowing the veto
of smaller details within the plan.
l
Support – A support strategy
should be put into place well before
the transition begins. Employees
who feel supported during difficult
personal and professional times often feel a stronger sense of loyalty
to the company. This is where staff
networks can play an important
role. Any change can cause feelings
of fear and anxiety. Encourage upper management to support employees with special training and to
frequently communicate with the
staff and professional networks.
l
Involvement – Employees involved
in the transition effort are more
likely to embrace changes. Allow
them to participate in the decision
making involving small details. For
example, employees could participate in choosing breaks or lunch
schedules. Their involvement and
participation does not have to affect
the bottom line. Mid-level managers also need to be full participants
in the change process.
l
Coercion – Negative and usually
mean spirited, coercion is one strategy to avoid. Forcing employees to
accept change by threatening the
loss of a job or promotion does not
www.diversityglobal.com

foster a healthy corporate culture.
Everyone in business knows that
happy employees are more productive and loyal than those who are
disgruntled.

Outline the Effects of the
Change on Diversity
It is important not to overlook the impact of change on the diversity of your
workforce. Have a clear outline on how
this change will affect diversity initiatives and career paths. Unfortunately, in
the past, there was a tendency for large
corporations to downsize diversity efforts by cutting back on community networking or recruitment efforts. This is a
poor strategy because it sends a signal
that diversity was not truly embraced
as integral to business success. This can
have a negative impact on the future viability and innovativeness of the business, and on how women and minority
staff members view their current or potential importance to the organization.
Diagnosing and solving employee
engagement problems always relies on
effective communication. Maintaining open lines of communication keeps
managers in touch with staff concerns
during the change cycle. Approaches to
17

solving any issues that arise are as varied as the number of company individuals. While it is not feasible to solve every single complaint, a small group with
the same issue deserves management
attention. Left unattended, small complaints can become large issues. Your
entire corporate culture can shift with
the simple act of ignoring engagement
issues as staff members resist company
changes. This is especially true when
staff communication networks are in
place.

They Have to Know That
You Invest in Them
A healthy corporate culture is the most
important ally during the change process. If your company is focused and
aware of its employees and takes a vested interest in their concerns, resistance
to change is lowered. An important factor of the change equation is addressing
how diversity will be impacted. Management interest in employee issues and
honest efforts to ease the transition creates an atmosphere of loyalty and trust.
Your employees know that the change
is for the benefit of the company and
that translates into long-term benefits
for them.
Q1 | 2013 | DiversityGlobal
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Continuous Improvement

F
Partnerships:
Creating a Willingness to
Co-Invest and Share Risk
Partnerships can take many
forms, but they all have
one major goal: strategic
strengthening while
minimizing risk. Therefore,
identifying both strengths and
risks are equally important.
DiversityGlobal | Q1 | 2013

- by Simone Summers
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orming partnerships is a common
business strategy for generating
mutual benefits for the companies
involved. They often represent collaborations between competitors,
meaning the companies are agreeing to share profits as well as risks. Convincing another firm to enter a partnership is
not always easy because it usually requires
a willingness to give up some trade secrets
and control, while assuming a share of the
risk at a financial price. That is why large corporations often tend to choose mergers and
acquisitions as their route to gaining market
share or innovation. They are able to retain
control in exchange for assuming all the risk.
For smaller businesses, partnerships make
better sense because they limit risk while
creating a larger pool of resources, and they
require less permanent investment. However, smaller businesses can still learn from
the successes and mistakes of the big companies.
Given the economic difficulties that
persist today, it is not surprising that large
corporations are going through a series of
mergers and acquisitions, partnering, and
joint ventures. Pooling assets is a common
strategy for growing a business or entering a market. A good example is the 2008
Belgian company InBev buyout of the U.S.
www.diversityglobal.com
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Continuous Improvement
brewery firm Anheuser-Busch. In one
fell swoop, InBev gained access to the
largest beer market in North America;
however, even the brewer giant InBev
faced significant risks besides the obvious financial ones. What if the U.S.
market resented the buyout because
Anheuser-Busch is not just any brewer?
It has roots in American history, having
been started by a German immigrant in
the mid 1800s.
As it turned out, there was consumer
resentment, coupled with a new fascination for specialty beers. As a result, the
sales of Budweiser, Anheuser-Busch’s
best selling product, have significantly
fallen since the acquisition. It is all in
a day’s business when companies join
forces, no matter what form the joining
takes.

may have a brilliant idea for a new software product but not have the technical capability to bring it to market. Each
company working alone is capable of
success, but it is the synergy that brings
greater benefits to both companies. To
convince a business that a partnership
makes sense and justifies an investment
requires two things. First, the benefits or
synergies must be clearly identified and
supported by the facts of the operations
so that a win-win is created. Second, the
assumed risks are identifiable and controllable to the largest extent possible.
Once the specific partnership synergy is identified - whether it is increased
scale, increased market share, innova-

Creating a Stronger ‘Whole’
Small to medium sized enterprises
(SMEs) can learn much by watching
the corporate giants. Mergers and acquisitions are not legal partnerships,
per se, but they represent the joining of
two companies to enhance competitive
strengths. Partnerships take the form of
joint ventures, outsourcing agreements,
cooperative projects, product licensing,
or partnerships. In each case, the alliance
is intended to create a stronger whole
based on the parts, which was InBev’s
ultimate goal. The parts may be types of
technology or technological knowledge,
market share, market location (global
versus domestic), brand positioning,
specific competencies, operational efficiencies, scale, procurement, or financing for product development or sales. In
some cases, partnering is a way to ‘shake
up’ a company to encourage innovation
and creativity, but it must still be a financially viable option.
SMEs can partner with each other
or with large corporations. Either way,
the partnership will not come about unless there is a willingness on the part of
each company to invest in the arrangement. Investments can be, and often
are, monetary, but companies can also
invest human resources, equipment,
knowledge, and so on. One company
www.diversityglobal.com

tive product development, cost savings,
capital access, and so on – the next step
is ensuring the organizational culture
and model supports the partnership.
Right away, risks enter the picture. Are
the business values similar? Who will
be the decision-makers? Who will manage the joint effort? What happens in
cases of disagreement? A potential partner may agree that goals could be met
through a partnership that merges staff
talent, but each will still want to know
what the chances of loss are before
committing resources. Two businesses
could partner, give up trade secrets and
make staff commitments that leave each
potentially unable to maintain profitability.
19

Risk is a Two-Edged Sword
The interesting fact about risk is that
it can derail a partnership, but it can
also drive them to formation. One of
the reasons businesses form partnerships in the first place is to minimize
risk. Before a company is willing to
invest in a partnership, both the probability and extent of possible loss, and
the means for minimizing risk have to
be identified because they work hand
in hand. Minimizing risk means an effective strategic fit has been identified
between the partners; the economic
case is fully developed; and the organizational impact of the arrangement
has been thoroughly assessed. Strategic risks are first identified and provide the context for operational risk
assessment. Operational risks include
financial, legal, technical, stakeholder,
human resources, and procurement.
One of the issues that impacts
both risk and investment is the scale
of the partnership. Scale influences
whether a risk is high or low. In a low
risk partnership, there is usually a
smaller investment, an easy entrance
into the partnership, a clear exit strategy, clearly established objectives and
responsibilities, and clear lines of accountability. Should the joint project
fail, the risk of loss cannot ruin the
pre-partnership businesses. A high
risk partnership presents potential
long-term threats to services, reputation, brand image, and financial viability, and can lead to the demise of the
partnership and the pre-partnership
businesses.
Partnerships offer a way to achieve
strategic results not possible otherwise. However, they should not be
entered lightly. Companies must have
a shared vision and objectives and be
able to identify a collaborative advantage by working together. The strategic dependence on each other is then
measured in terms of risks. There
must be a strategic fit, the ability to
identify potential shortfalls, and an
understanding of the full impact the
partnership will have on the businesses in terms of people and finances.
Q1 | 2013 | DiversityGlobal
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2013 Diversity Executives of Distinction
Guide D&I into the Future

T

he 2013 Diversity Executives of Distinction awards showcase the talents and accomplishments of men and women who
have been groundbreakers and leaders in
diversity and inclusion over the past decades. Long before diversity became a recognised workplace and social issue, these executives
were leveraging their respective positions to advance
opportunities for minorities and women. Over time, their
efforts expanded to include other special needs groups,
like the LGBT community and people with disabilities.
As groundbreakers, it is quite noticeable that the executives have extraordinary leadership abilities. They
are movers and shakers who initiated diversity programs from the ground up during a time that has experienced rapidly changing demographics, globalization,
and increasing governmental requirements. Throughout this evolutionary period, the Diversity Executives
helped their respective companies embrace diversity
and inclusion as a strategic business initiative to attract,
hire, retain, and promote diverse talent.
Most of the executives have worked their way up
through the ranks, gaining the business and industry
knowledge and experience that make them particularly
suitable for their current roles. It is apparent that they
have developed a deep understanding of the importance of giving people opportunities to develop their
capabilities and utilize talents, both on a personal and
business level. They work with customers, peers, company employees, franchisees, and suppliers to ensure
diversity is thoroughly embedded in company policies,
operations, and customer services, no matter where
the business operates in the world or what type of organizational structure it has assumed.
These honorees are people of distinction, having
developed innovative and rigorous approaches to promoting diversity. Reading their stories gives a sense of
the energy they put into their efforts. It is evident that
Sharon Harvey Davis, Vice President and Chief Diversity Officer at Ameren, is a people person. She has developed a wide range of diversity initiatives that range
from creating numerous Employee Resource Groups to
instituting a company-wide communication system, but
all focus on encouraging people to network and share
perspectives, cultures, and experiences. Stuart Ishimaru took on the enormous responsibility of developing
diversity policies and initiatives for a new U.S. federal
agency, the Consumer Financial Protection Bureau,
www.diversityglobal.com
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and guiding the diversity policies of regulated banking
firms.
Size is no barrier for these Diversity Executives. Anthony P. Carter, Vice President, Global Diversity & Inclusion, Chief Diversity Officer, drives strategies and initiatives for Johnson & Johnson’s global workforce and
Sharon Orlopp, Global Chief Diversity Officer & Senior
Vice President, oversees Walmart’s diversity program
with its 60,000 participating associates. In fact, there
is a sense that the larger or more international the
firm, the more these executives anticipate meeting the
challenges presented. As diversity efforts evolve into
strategic business initiatives, the executives must have
extraordinary leadership abilities to successfully blend
diversity goals with the business mission and goals.
They have expanded the diversity concept as one that
umbrellas the organization. Once focused on the workforce, these remarkable executives work closely with
the higher management and their peers to embed diversity in all of the company’s efforts.
For example, as the VP and Chief Diversity Officer
for Burger King, one of Jerrell Moore’s strategic goals
is to align diversity goals and company goals so that
all locations are ready to serve a widely diverse customer base while maintaining a competitive position.
Marc Bland, Head of Diversity and Inclusion at Polk,
promotes company goals but works within the broader
industry context by developing and sharing datasets
containing information that can be used to better serve
minority, women, and special needs populations in the
auto industry.
Despite their enormous responsibilities, the Diversity Executives also find time to work in their respective
communities. Each executive has a passion for finding
solutions to special community needs, such as homeless women and children, civic leadership development,
community advocacy, and school outreach initiatives.
The executives were chosen for this award because
they have proven that it is possible to translate a passion for diversity into undeniable strategic successes,
using replicable, exciting and creative methods.
These are the people guiding diversity and inclusion
efforts into a broader venue that embraces everyone
from employee to customer to franchisee. Please join
Diversity Global Magazine in congratulating the 2013
Diversity Executives of Distinction and wishing them
future success in their continued efforts.
Q1 | 2013 | DiversityGlobal
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Anthony P. Carter

A

nthony P. Carter, Vice President, Global Diversity
& Inclusion and Chief Diversity Officer for
Johnson & Johnson, is focused on developing
D&I cutting edge, visionary strategies that are
aligned with the company’s strategic business objectives.
He has been instrumental in designing and implementing
inclusive global organizational systems and D&I initiatives
that support the company’s responsibility to and respect for
customers, employees, communities, and shareholders.
Anthony fosters a culture of inclusion and innovation by
developing opportunities for Johnson & Johnson diversity
champions to maximize diversity in business outcomes. He
has also created pipelines and forums for the exchange
of ideas by partnering his office with global Employee
Resource Groups. As a result, ERGs such as the Gay and
Lesbian Organization for Business Leadership have had
a direct influence on the adoption of Human Resources
policy changes.

Vice President,
Global Diversity & Inclusion,
Chief Diversity Officer,

Johnson & Johnson

Favorite Quote:
“Diversity and inclusion describe
how we can work together to bring
innovative ideas, products and
services together to advance the
health, well-being and the quality
of life of those we serve.”
- Anthony P. Carter

DiversityGlobal | Q1 | 2013

Anthony oversees an office that plays a key role in
the development of world-class, diverse leaders by
ensuring programs like Crossing the Finish Line, a
career acceleration program for people of color, are fully
supported. He was also instrumental in the development of
The Gateway to a Healthy Community (GHC) – Healthier
Kids program, an effort by Johnson & Johnson to address
the prevalence of childhood obesity, a significant health
threat, through a classroom based health, science and
technology initiative. Anthony reports directly to the
Chairman and Chief Executive Officer of Johnson &
Johnson and works closely with the Vice President and
Executive Committee Member responsible for Worldwide
Human Resources and the Human Resources Executive
Committee. Also active in the community, Anthony is
a member of the Executive Committee of the Board
of Visitors of Howard University and the Georgetown
University Chief Diversity Officers Consortium and a Board
member of National Medical Fellowships.
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Jerrell Moore

A

s Vice President and Chief Diversity Officer
for Burger King Worldwide, Inc. (BKW),
Jerrell Moore focuses on ensuring that
diversity commitments at all company levels
are aligned with business strategies. Appointed to
the newly created position in January 2013, he is
driving diversity and inclusion efforts for the Burger
King workforce and franchisees and works closely
with BKW managers to ensure restaurant locations
and operations meet the needs of a diverse customer
base. He is in the process of developing initiatives to
expand community, employee, franchisee and supplier
diversity commitments that integrate with the company’s
business strategies. Prior to joining BKW, Jerrell was
the Director of Diversity and Inclusion at MassMutual
Financial Group, where he led initiatives involving the
formation of Employee Resource Groups, diversity
training, women’s leadership initiatives, and people of
color diagnostic work. Jerrell’s experience also includes
Human Resources and diversity management at Nike
and CSX Transportation.

Vice President and
Chief Diversity Officer,

Burger King
Worldwide, Inc.
Favorite Quote:

“Why am I here? To
influence people by
providing purpose,
direction, & motivation
while helping them reach
their full potential. ”
- Jerrell Moore

DiversityGlobal | Q1 | 2013

Jerrell is a well-known executive coach, strategist,
inspirational speaker, and thought leader in areas of
diversity and women’s leadership. As an inspirational
voice on branding, strategic planning, and diversity and
inclusion, he is often invited to speak to groups focused
on personal branding and career realignment. His
brand coaching client list includes C-Suite executives
and Hollywood actresses. Jerrell is very active in the
community and has held a number of board positions
with nonprofits, including My Sister’s Place, which
serves homeless women and children, New England
Public Radio, and the Greater Springfield YMCA Board
of Advisors. He is also a Big Brother with Big Brothers
Big Sisters.
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SHAPE US

differences

At Burger King Corp., we believe that a diverse and inclusive environment for
our people—employees, franchisees, suppliers and restaurant guests—will help
us to achieve our goal of being the most profitable QSR business in the world.
The BURGER KING® brand has a longstanding commitment to diversity in the
workforce and to supporting the communities in which we live and work.

www.bk.com
TM & © 2013 Burger King Corporation. All rights reserved.
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Marc Bland

M

arc Bland joined Polk, a global automotive
market intelligence firm, in 1999 and has held
a number of positions, including Multicultural
Marketing Lead, Product Strategist, and
Systems Engineer. Currently the Head of Diversity and
Inclusion, he brings broad automotive industry knowledge
and expertise, together with international experience, to the
position. Marc has been instrumental in Polk’s development
of strategic alliances with organisations like the Michigan
Black Chamber of Commerce, the National Association of
Minority Auto Dealers (NAMAD), 3AF (the Asian American
Advertising Federation), and Rainbow Push Coalition, led
by the Rev. Jesse Jackson.

Head of
Diversity & Inclusion,

Polk

Favorite Quote:

“Learn, Apply and Share”
- Marc Bland

DiversityGlobal | Q1 | 2013

Bland’s product development experience makes him
particularly suited for working across the Polk organisation
to ensure a broad suite of products and custom solutions
meet the unique marketing needs of automotive
manufacturers, dealers, advertising and marketing decision
makers focused on diverse automotive communities.
He has initiated several sophisticated measurement
and analytical processes to drive change at Polk and in
the automobile industry. They include the development
of datasets and special population profiles used to
improve auto products and services to support business
development opportunities within diverse communities.
Marc’s efforts have helped to position Polk as an
automotive industry leader in helping its customer base
develop multi-cultural business opportunities.
Marc Bland is a recognised thought leader and sought-after
speaker. He is often quoted in prestigious publications like
Black Enterprise, The Michigan Chronicle, and Advertising
Age and is actively involved in the community as a speaker
at ethnic-based automotive industry events like NAMAD
and the Rainbow Push Auto Symposium. He has earned
national recognition for his expertise and successes,
including 2011 Emerging Leader award from Rainbow
Push, 2012 Michigan Chronicle Man of Excellence, and
2012 National Research Executive of the Year from Target
Market News in Chicago.
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When you look closely…
the world isn’t just full of people who drive cars, it’s
full of individuals who make car buying decisions.
The worldwide automotive data and marketing solutions leader can help you
gain market share and increase your return on investment by understanding and
effectively reaching diverse groups with the highest levels of purchasing power –
women, Hispanics, African Americans, Asians and other automotive communities.

www.polk.com/div
1.800.Go.4.Polk
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Sharon Harvey Davis

A

s the Vice President and Chief Diversity Officer at
Ameren, Sharon Harvey Davis has developed a
vigorous program to promote workplace diversity.
She established metrics to ensure the company
made continued forward progress, formed a number of
Employee Resource Groups (ERGs), and developed
corporate-wide quarterly diversity training programs. The
ERGs represent a major effort to encourage employees to
share perspectives as a strategy for changing stereotyping
and to generate ideas for positively impacting inclusion.
Sharon also formed a Corporate Diversity Council and
instituted an effective diversity communication system
that includes a website and newsletter. To ensure the
organization was fully engaged, she developed the peer-topeer Ameren Diversity Ambassador Program that includes
nearly 300 Ameren employees contributing to diversity
training and supporting diversity initiatives.

Vice President and
Chief Diversity Officer,

Ameren

Favorite Quote:
“…. Companies that are able to
do both diversity and inclusion
well create a synergy that
provides a positive business
advantage. Seeing that synergy
in action is what makes diversity
and inclusion and my job
exciting… ”
- Sharon Harvey Davis

DiversityGlobal | Q1 | 2013

One of the notable features of Sharon’s leadership is her
boundless enthusiasm for diversity. It is especially apparent
in the accomplishment she is most proud of, which is the
development of the Annual Diversity Day Celebration
started in 2004. It is now a weeklong event involving over
9,000 employees who celebrate the importance of the
diversity of cultures and employee uniqueness. Sharon
developed an outreach program to schools, colleges and
organizations, and she works closely with ERGs in their
efforts to take Ameren diversity efforts into the community
for recruitment efforts.
Sharon’s efforts have led to Ameren winning a number of
top awards including the Human Resource Management
Association of Greater St. Louis Diversity Leader Award,
DiversityInc Top 5 Utility and the Association of Diversity
Council’s Top 25 award. Sharon is certified as a Senior
Professional in Human Resources by the Society of
Human Resource Management and as a Certified Diversity
Professional Advanced Practitioner by Cornell University.
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What if our differences were our greatest strength?
When we ask “What if?” we always seem to have smarter
discussions and make wiser decisions. It helps us focus on what
matters. It makes a difference in everyone’s lives.

Ameren Corporation is a Fortune 500 Midwest energy company:
UÊ
UÊ
UÊ

Ranked among the top 5 utilities in the nation for diversity
Diversity council is ranked among the top 25 councils in the country
Ranked 31st among the top 100 military-friendly employers in the U.S.
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Sharon Orlopp

A

s the Global Chief Diversity Officer & Senior
Vice President, Sharon Orlopp can quickly
list the major advances and achievements
in diversity and inclusion she has seen at
Walmart. Most notable is the significant increase in the
promotion and placement of women and people of color
in management positions in Walmart U.S. locations.
With a passion for helping others succeed, she has
designed several unique initiatives. Sharon oversees
the global efforts to rollout the successful “Women in
Retail” program to facilities across the world. This game
changing program was initiated in Walmart Canada
three years ago, aiming to create the best workplace
for women at all levels. The unique component of
this program is having a champion associate in each
Walmart facility to promote the development and
advancement of women. Believing that touching people’s
heart is critical to diversity and to changing behaviors,
Sharon engineered Diversity Immersion Trips. The trips
involve associates visiting places with a historical context
or associated with significant events concerning people
of color, women, and people with disabilities.

Global Chief
Diversity Officer &
Senior Vice President,

Walmart

Favorite Quote:

“My life is my message.”
- Mahatma Gandhi

DiversityGlobal | Q1 | 2013

To integrate diversity and inclusion into the company’s
business DNA, this year Sharon has challenged senior
leaders to develop customized diversity and inclusions
plans that are linked to their respective business
strategies. Plan progress will be evaluated twice a year.
She oversees a diversity goals program with more than
60,000 participating associates. The program holds
Walmart’s management team accountable for elevating
the standards for diversity and inclusion throughout the
company. The program can impact up to 15 percent
of officer and senior field manager bonuses, based on
their diversity goal achievements. Those achievements
also account for 10 percent of annual performance
evaluations for all management associates who have
diversity goals.
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Spark Leadership.
Developing the leaders of tomorrow. Providing opportunities to learn, grow
and advance. Making a difference in our communities every day. Helping people
save money so they can live better.
Learn more at walmartstores.com.
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Stuart Ishimaru

S

tuart Ishimaru began serving as the head of
the Office of Minority and Women Inclusion
(OMWI) in the Consumer Financial Protection
Bureau (CFPB) as of April 2012. Having
spent much of his professional career to date fostering
workplace diversity for government agencies, he
brought a wealth of valuable experience to this position.
Previously, he was a Commissioner and then Acting
Chairman of the U.S. Equal Employment Opportunity
Commission (EEOC) and held senior positions at the
Commission on Civil Rights and the Civil Rights Division
at the Department of Justice. His work has included
developing policies that effectively promote workplace
diversity and creating opportunities for minorities and
women in federal contracting.

Head, Office of Minority
and Women Inclusion,

Consumer Financial
Protection Bureau

Favorite Quote:

“There are those that
look at things the way
they are, and ask why?”
- Robert Kennedy

DiversityGlobal | Q1 | 2013

Stuart has worked tirelessly throughout his career
to promote work place fairness. He is credited with
rebuilding the weakened EEOC during his tenure as
Acting Chairman. In his current position, he focuses
on setting hiring standards at the CFPB, increasing
diversity of the agency’s workforce and contractors,
and assessing and promoting diversity policies at the
financial firms the agency regulates, which include
banks, credit card companies, and mortgage lenders.
Stuart has been a passionate advocate of employee
rights and has testified before Congress on proposed
legislation like the Employee Nondiscrimination Act
and the Paycheck Fairness Act. He has a history of
demonstrating the ability to help government agencies
adapt to issues of diversity and inclusion and the long
time civil rights leader is often referred to as a “game
changer.”
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Anytime
Anywhere
Any device*

Experience the latest in digital technology by subscribing
to DiversityGlobal Digital Magazine. It’s the same look
and feel of the hard copy magazine with the convenience
of reading it anywhere, anytime! For the busy traveler, one
click and you’re there! The magazine is delivered into your
email box the minute it hits the news stands with all the
bells and whistles that you are used to.

Don’t hesitate, Get DiversityGlobal Digital Today!
For more information:
Call: 973-275-1405
email: sarah@diversityglobal.com

1 Year 2 Years 3 Years -

$30
$50
$65

or Mail to:
Post Office Box 178,
South Orange, New Jersey 07079.
www.diversityglobal.com
Bringing Innovative Human Capital, Diversity and Inclusion to a Global Workforce
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One On One

Chairman and CEO
John Veihmeyer

sends a clear message from the top.
Integrity, ethics, and diversity are
foundations of the organization’s culture.
DiversityGlobal | Q1 | 2013
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One On One

Diversity,
Ethics, are
Hallmarks of

KPMG’
s
Culture

- by Paul Lachhu

It takes some courage in this age of financial crisis, regulation, and sophisticated technology
to operate an audit, tax and advisory services firm. Yet that is exactly what global giant
KPMG International successfully accomplishes in 156 countries by relying on over 152,000
professionals, while maintaining a sterling reputation and a brand of excellence. This level of
achievement is only possible if a company operates using the highest ethical standards and is
able to hire and retain top talent.

www.diversityglobal.com
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A

ccording to John Veihmeyer, Chairman and Chief
Executive Officer of KPMG LLP, the U.S. member
firm of KPMG International, ethics and integrity
are cornerstones of the firm’s corporate culture.
Maintaining a brand of excellence relies on the integrity, knowledge, and professionalism that each
person exhibits while interacting with clients and colleagues,
and KPMG LLP has 90 offices across the U.S. and more than
22,000 employees and partners.
An important part of the talent equation is diversity and
inclusion, which is a strategic priority for KPMG, said Veihmeyer, because diversity, is not only having the best individuals, but the best teams comprised of people who can provide
different strengths, perspectives, and approaches that complement each other. The firm has a variety of diversity initiatives
in progress. One of the characteristics that sets KPMG apart
from many other companies is its focus on building a sustainable, diverse talent pipeline through long-term strategic investments in programs from early childhood and throughout
the education continuum, including helping to increase the
number of diverse professors in academia.
KPMG also invests in environmental sustainability internally and through its client services. KPMG’s Climate Change
and Sustainability Services practice assists enterprises in understanding the complex and evolving policy, regulatory,
and business environment risks and opportunities related to
climate change and sustainability. Internally, KPMG’s Living
Green Initiative has set ambitious goals of being a recognized
leader in environmental stewardship by reducing its carbon
footprint and water and paper consumption, increasing technology recycling, and more.
From a corporate citizenship perspective, KPMG’s people
also participate in a variety of programs designed to improve
the communities in which they live and work.
Maintaining an ethical organization requires talented leadership that is passionate and committed to the firm’s values
and philosophy. John Veihmeyer certainly fits that description.
In addition to serving as Chairman and CEO of KPMG LLP,
he is also the Chairman of the Americas Region (U.S., Canada,
Central America, South America, Israel) for KPMG International (KPMGI) and a member of the KPMGI’s Global Board
and Global Executive Team. He is an influential and soughtafter voice on ethics and integrity in leadership, and the importance of diversity.
In an interview with Diversity Global Editor In Chief Paul
Lachhu, John was asked to describe his leadership philosophy
and style and to give insight into how he plans on ensuring the
firm’s continued success in these areas.

KPMG Global Headquarters, Netherlands

sions: our clients, our people and our communities. When we
provide audit, tax and advisory services to our clients, we’re
helping them to improve business performance and strengthen their financial reporting, which benefits the economy and
helps the capital markets to better understand and trust the
information they’re receiving. When we hire, train and develop our people, we’re giving them opportunities to learn new
skills and apply them in ways that help them build meaningful
careers. And when we unleash the energy, ideas and passion
of KPMG’s employees, we’re helping to build and enhance our
communities. We know that we are making a significant and
sustainable positive impact now and on the future. The concept of stewardship is at the heart of this.

KPMG has a reputation for diversity and inclusion. What decisions from the top are driving
these initiatives?
We are an organization that attracts top diverse talent because
our people believe KPMG is a great place to work and build a
career. We work hard to create a workplace where every person feels that way regardless of their gender, race, ethnicity,
sexual preference, or physical abilities. The drive to create this
culture of diversity and inclusiveness begins at the top. I am
passionate about diversity and inclusion. It’s a strategic priority for our firm and we work hard to build the commitment to
diversity throughout our organization’s strategy, structure and
governance.
In addition to the commitment to diversity, there is a system of measurement and accountability. We have established
clear, achievable metrics for managers to help us get to where
we want to be as an organization. It is difficult for people to

As one of the best known global brands, what
is KPMG’s role in the world?
Recognizing the unique role we play in servicing the capital
markets, our responsibility to the world rests in three dimenDiversityGlobal | Q1 | 2013
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believe and rally around the kind
of organization we want to build,
unless it is physically possible to
measure progress. For example,
there are goals established for diversity, turnover of diverse population members, and engagement
team diversity.

How is the global economic environment shaping
corporate decisions?
The ups and downs of the global
economic environment do not
weaken our commitment to diversity. There is an inclination to contrast building a diverse organization with building a profitable one,
but they are not mutually exclusive
goals. Many of the things we need
to do to achieve commercial success are identical to the things we
need to do in terms of creating a diverse organization. Both
sets of decisions are about talent. We cannot be a successful
firm if we cannot attract and retain the right talent needed in a
professional services firm. We will not be able to attract diverse
talent if people do not believe they can have a successful career.
With the right talent, we can achieve commercial success.

How do you get your workforce to make ethical
decisions?
Ethics and integrity are of course important in any business –
but they are a cornerstone of our work at KPMG. Our clients
rely on our work to shape critical business decisions, and with
the enormous trust that our clients and the capital markets
place in us, our conduct must hold itself to the highest standards of integrity and transparency.
The best way to ensure ethics and integrity is to create a
culture in which every individual feels, not just a personal responsibility, but a sense of empowerment for building the ethical environment of the organization. That’s what we’ve done at
KPMG. We also have the right tools and appropriate governance structure. There also is accountability and communication when issues arise.
Ethics is so important that one of the eight executives reporting directly to me is responsible for overseeing our ethics
and compliance program.

What does sustainability mean to a company
like KPMG?
At KPMG we talk about the four pillars of sustainability which
comprise our corporate responsibility vision: market, environmental, talent and community. Market sustainability is conwww.diversityglobal.com

cerned with integrity and our responsibility to clients and
the capital markets system. Environmental sustainability is
embodied in our Living Green Initiatives that are focused on
areas such as reducing our carbon footprint and recycling
and waste management. Talent sustainability addresses the
diversity issues just discussed. Community sustainability is
related to corporate citizenship and social responsibility.

Where does corporate social responsibility
(CSR) end and social strategy begin?
Our corporate citizenship encompasses social responsibility, and our intentional focus on education represents a
social strategy for ensuring we have a pipeline of diverse
talent for years to come. For example, our PhD Project was
founded on the premise that if we want a more diverse
talent pool for our profession then we need more diverse
professors in the classroom. This program has increased
diversity in the teaching ranks nearly four-fold at business
programs nationwide.
We work closely with Junior Achievement’s Finance
Park program to increase financial literacy amongst middle
school students and the National Academy Foundation’s
Finance Academies to encourage high school student interest in the accounting profession. In addition, we realized
that promoting education needs to start at a very early age.
Our primary educational program is the KPMG Family
for Literacy program. It is a comprehensive program that
puts books into the hands of children who would not get
them otherwise. So far, we have distributed over two million books.

How do you build a workforce for the future
and foster a culture for diversity and growth?
Building a workforce for the future means attracting the
best and most diverse talent to our firm. The markets we
serve are dynamic and diverse, and, to thrive in the 21st
century, we need to reflect that. It’s also about reflecting
the values of our people and creating the firm we want to
be. We want to build an organization where everyone feels
welcomed and included – but we want to go beyond that,
and make our firm a place that people are proud to be a part
of. Building a culture of diversity helps us accomplish that.
We also proactively cultivate the skills we need. We
work closely with our talent supply chain, the universities,
to develop and find the right people for our organization.
University curricula and the focus of academic programs
have a direct bearing on our ability to meet future workforce needs.
Once talent is attracted and hired, they have access to
our world class training programs that encourage a mindset
of lifelong learning and skill building. In addition, we have
various programs – including mentorship and sponsorship
– to foster professional growth and development.
Q1 | 2013 | DiversityGlobal
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Coaching Talent
to Full Potential
Coaching is a process that facilitates people’s broad
understanding of their roles in an organization by exploring
talents and capabilities. The knowledge can lead to
improved leadership skills and career advancement.

T

he terms “coaching” and “mentoring” are often used interchangeably, but they are not
the same. The International
Coach Federation (ICF) defines coaching as, “An ongoing partnership that
helps clients produce fulfilling results
in their personal and professional lives.
Through the collaborative process of
coaching, clients deepen their learning
about themselves and the opportunities
and issues in their lives, improve their
performance, and enhance their quality
of life.”
Mentoring, on the other hand,
primarily focuses on helping people
progress along a career track within
the organization. Coaching is a broader
process designed to facilitate learning
and development so that people use
their full capabilities and talents. For
this reason, coaching may address any
of a number of needs, including leadership development, improved work
performance, enhanced interpersonal
skills, and career advancement. Coaching challenges current personal or work
related constraints and identifies development needs for success.
Business coaching is typically a oneon-one relationship between a coach
and a coachee. The coach is an advisor, facilitator, mentor, and challenger.
The coach does not exercise authority,
do personal counseling, or push the
DiversityGlobal | Q1 | 2013

- by Ingrid Johnson

coachee towards a target. The
coach might be an organizational member or an external
person. In some cases, the
organization will contract
external coaches to train and
guide internal coaches. The
decision to use internal or
external coaches depends on
the abilities of the existing
staff or whether it is believed
an outside perspective would
be most valuable. In either case, the
coach must be willing and able to challenge the coachee.
Coaching is used for career development, process improvements, to implement organizational change, change
management, or to enhance a new executive or manager’s integration into
the institutional culture. It is used to
develop high potential talent by helping
the coached adjust to expanded roles,
implement new strategies, enhance
competencies, and supplement existing
leadership programs.

Finding the Most Value
in the Learning Process
The coachee is typically an executive or
mid-level manager. It is a collaborative
process that concentrates on developing
sustainable learning. This could be argued as being the most important function of coaching – facilitating learning.
38

For example, a coachee is encouraged
to accept stretch assignments, with
the understanding that mistakes will
be made while working towards goals.
However, some level of mistakes is considered acceptable, if the person being
coached expands learning. Instead of
only celebrating outcomes, the coachee’s
learning is recognized as being just as
valuable. Employees are encouraged to
accept challenges, and the coach provides the affirmative support. However,
the support is customized based on an
assessment of the coachee’s abilities and
need.
People able to accept work challenges without fear of reproach for mistakes
made during a learning process are going to be much more likely to leverage
problems as opportunities. It is human
nature that they are more likely to explore their capabilities if learning or
knowledge growth is appreciated for
www.diversityglobal.com

Coaching

its business value. The potential benefits are unlimited – increased talent
self-awareness and growth, increased
organizational energy accompanying
growth and learning, tapping of previously undiscovered talents, development of skill sets, enhanced succession
planning, better matching of knowledge
and talents to real world problems, better adaptability to change, increased
productivity, enhanced ability to resolve
conflicts, and many others. In a globally
diverse workforce, coaching can improve cultural awareness and sensitivity and enhance relationship building
across teams or units.
Coaching programs are structured
and have purpose, and ideally will flow
through and permeate the organization.
An executive coaching, program leads
to managerial coaching which leads to
employee coaching, whether formally
or informally. The stakeholders and
participants involved in the coaching
program must be committed because
it is an in-the-trenches type of program
requiring organization-wide cooperation. Top leadership, like the CEO, must
develop the right messaging to show full
support. The structure includes setting
objectives and goals, developing training materials, completing assessments,
and developing and using performance
tools.
Coaching is done within the organizational context, requiring the coach to
have a clear understanding of the business structure, mission, goals, and so
on. In a global company, or a company
based in Asia or Europe, the context also
includes cross cultural issues, meaning
the coach must be able to overcome
personal biases or assumptions about
countries or groups of people. This may
be a good reason for using an external
trained coach if cultural biases are too
embedded within an organization. Ultimately, the coach must balance individual needs with assessments and organizational processes. The coached executive
www.diversityglobal.com

gains an in-depth understanding of the
implications of his/her behaviors for the
larger organization. Coached mid-level
managers gain a better understanding
of the organization as a whole and their
role in it now and in the future.

Only the High
Performing Need Apply
Coaches can choose to use from among
a variety of measurement and training
techniques, tools, models, instruments
and frameworks. They include Appreciative Inquiry, assessment and feedback,
Myers-Brggs, benchmarking, Assessment-Challenge-Support, Hofstede, Edward T. Hall, and others. Best practices
are focused on making sure the coachcoachee relationship is productive, but
the fact that each association is customized means the coach must be able
to adapt to the individual’s personality
style, build trust, and establish boundaries; identify the coachee’s function and
place within the organization and place
it within the broader context; select and
apply the right tools or frameworks for
each particular coaching engagement;
and help the coachee grow self-awareness and set goals that have the greatest
potential impact on their learning process.
39

The coach is an
advisor, facilitator,
mentor, and challenger.
The coach does not
exercise authority, do
personal counseling,
or push the coachee
towards a target.
Coaching is a customized practice
designed to develop talent in a high
performing and learning culture. To get
commitment and sponsorship from key
stakeholders and participants, a case
for coaching is built based on research
evidence. The case is then framed according to the organization’s needs and
strategies. The next step is to persuade
the top executives of the need for integrating coaching with talent. Coaching
represents a balance between meeting
organizational goals and meeting the
needs of individual staff members. It
enables the coached to take responsibility for professional and personal development, and the organization to get the
benefit of maximized talent potential.
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Ishimaru
is a Change Agent at

New Consumer Financial
Protection Bureau
A new federal agency established after the 2008 financial
crisis addresses failures of consumer protection and hopes to
bring improvements to the consumer market. It takes change
agents like Stuart Ishimaru to turn hope into reality.
- by Joseph Warren

T

Stuart Ishimaru
Head, Office of Minority and
Women Inclusion,
Consumer Financial Protection Bureau

It is an intriguing
challenge to create,
maintain and
encourage diversity
and inclusion at a brand
new agency in areas
of employment and
procurement, and also
create standards for the
regulated entities.
DiversityGlobal | Q1 | 2013

he 2008 financial collapse
causing global angst proved
that near-disaster can lead to
positive consequences. The
Consumer Financial Protection Bureau (CFPB), a new U.S. federal agency
that began operations on July 21, 2011,
is proof. Created by the passage of the
Dodd-Frank Wall Street Reform and
Consumer Protection Act, its purpose
is to consolidate oversight of consumer
financial products and services and address failures of consumer protection.
The financial watchdog is dedicated to
promoting marketplace fairness, so it
made perfect sense that it created the
Office of Minority and Women Inclusion (OMWI) to promote diversity in
its workforce, in dealings with private
contractors, and in the financial firms it
oversees.
As change swept through the financial industry, the CFPB found itself in the
middle of controversy. There were partisan political arguments over the need
for the CFPB, what should be the extent
of the agency’s authority, the appropriate
procedures to follow for appointment of
its Director, and even whether OMWI
is merely a cover for affirmative action.
40

Change is seldom easy, and especially
when it requires balancing a multitude
of governmental and private interests in
the middle of political turmoil. Getting
OMWI off the ground and functioning
required a leader with a specialized skill
set, and that is where Stuart Ishimaru
entered the scene.

The Right Background
Developed in the
Midst of Turmoil
Stuart has a long background working
with the government. From 1984-1991,
he served as assistant counsel for the
House Judiciary Subcommittee on Civil
and Constitutional Rights, followed by
two years of subcommittee service on
the House Armed Services Committee. In December 1993, he was selected
to serve as the Acting Director of the
U.S. Commission on Civil Rights. In
1994, Stuart began working as counsel
to the assistant attorney general in the
Civil Rights Division and by 1999, if
was a deputy assistant attorney general.
All the positions were held during politically tumultuous periods, giving him
plenty of opportunities to exercise leadership and collaborative skills. Stuart
www.diversityglobal.com
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worked on high-profile litigation cases,
dealt with hate crime and slavery prosecutions, advised on management and
political issues, and worked on matters
concerning enforcement of the Americans with Disabilities Act.
In 2003, Stuart began serving what
would be close to two terms on the
Equal Employment Opportunity Commission (EEOC), during which he
served as Acting Chairman of the Commission from January 2009 to April
2010. At the EEOC, his ability to bring
about change was never more evident.
During his tenure, Stuart was instrumental in reinvigorating and rebuilding
a weakened agency, tackling difficult
issues like caregiver gender discrimination, instituting a system for the collection of data on multi-race workers, and
opposing efforts to weaken EEOC race
and age discrimination protections. In
April 2012, Stuart was named the head
of OMWI.
The litany of Stuart’s achievements
reflect accomplishments made during
periods of great turmoil generated by
politics, economics, and a rapidly increasing rate of change in the diversity
of the U.S. population. Stuart has long
been recognized as an advocate for all
people and was an early supporter of
legislation prohibiting discrimination
based on sexual orientation. He is a passionate about promoting diversity and
has a dynamic personality coupled with
a bit of a bulldog quality in his efforts to
pave the way for change.
As he describes the opportunity to
lead the OMWI, “It is an intriguing challenge to create, maintain and encourage
diversity and inclusion at a brand new
agency in areas of employment and procurement, and also create standards for
the regulated entities.”
Just the thought of trying to develop
diversity and inclusion at both the government and industry levels in a highly
charged political atmosphere would
www.diversityglobal.com

scare off less experienced and confident
people. However, Stuart relishes the opportunity to be a change agent, and is
currently working with regulators to develop standards for financial entities. He
plans on quickly advancing the OMWI
agenda by relying on his past experience
and knowledge of best practices employed by businesses.

Getting to ‘Yes, we can’!
As CFPB grows, there are three initiatives on Stuart’s goals list. First, he
wants to make sure the Bureau develops internal diversity and that people
feel included and valued. Second, he
wants to ensure there are fair procurement opportunities. Third, he wants to
make sure there are standards for regulated entities that set achievable goals.
His plan is to establish metrics that can
be used to measure progress in both the
Bureau and regulated entities.
The CFPB procurement footprint
is relatively small compared to other
regulatory agencies. MWBEs can find
the 2013 forecasted solicitations on the
agency’s website at http://www.consumerfinance.gov/doing-business-with-us/.
Stuart is focused right now on getting
the word out that the CFPB exists and
has employment and procurement opportunities. Currently, the OMWI expends a lot of its effort just letting com41

munities know that it stands ready to
help.
The growing diversity of the U.S.
population has created a vibrant but
challenging environment. The reason
that the OMWI was created in the
first place is that business as usual will
not serve the best interests of a U.S.
defined by its diversity. Stuart is working on answers to questions like, “How
do we make sure we understand what
all consumers are up against? How do
we get past cultural barriers that keep
people from accessing resources? How
do we make sure that language barriers have been addressed so that consumers are treated equally?”
Since establishing metrics is critical to proving diversity and inclusion
success, Stuart is currently working on
pulling together accurate data. “One
of the tenets of this agency is that we
should incorporate date driven analysis, but I must first identify the reliable
data sources,” explains Stuart. One of
the benefits that Stuart sees emanating from working with a new agency is
that he never hears, “No, we don’t do
that,” or “No, we can’t do it that way.”
Even if told “no”, he is the kind of person who refuses to allow anything to
impede progress. That is precisely why
he is the right man with the right experience for the right job.
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petitiveness, and one of those models is
shared services.
The fiscal reality is that businesses
must deliver ever increasing value with
fewer resources. Shared services is a
business model in which providing efficiency and value is derived through a
process of consolidation, while avoiding
the creation of a centralized function
that becomes bureaucratic or unresponsive. Typically, the back office operations of a company’s multiple divisions
are consolidated into a single business
entity, and that entity becomes a unique
core competency. Typical functions
converted to shared services include
information technology, procurement,
facilities support, finance and accounting, legal, and human resources.

Driving Value Through
New Business Models Utilizing

Shared Services
The question is: Will diversity suffer?

- by Belinda Jones

G

lobal competitive pressures are forcing companies to streamline
processes, cut costs, and increase value, and to do so without jeopardizing customer service quality. However, businesses processes
are interconnected and do not operate in a vacuum. If there are
reductions in staffing levels, there is a good chance that workforce
diversity could suffer. If expenses must be cut, there is often internal
pressure to shift business to large, global suppliers that offer economies of scale and
capacity, and that can harm the ability of small to medium sized minority businesses to compete. Companies are approaching these complexities with new business
models that enable them to meet increased pressures for greater efficiency and com-
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The Deloitte 2011 Global Shared
Services Survey Results indicated that
labor considerations, like quality, availability, costs, and language skills, are
primary determinants of the shared
services location. Business functions are
treated like internal businesses and the
providing entities must deliver support
services that are defensible in terms of
process costs, service levels, elimination of redundancies, ability to improve
business competitiveness, creation of
optimal value, and process improvements.

Leaner, Flatter,
More Competent,
More Valuable
Shared services is a best practice designed to create a leaner, flatter organization able to take advantage of economies of scale, talent pools, and business
alignments to reduce support costs and
free up resources so they can be redirected to a greater value proposition in support of the business mission and goals.
It is important to understand that this is
not a centralization process. The shared
services entity serves multiple company
units, manages its own resources, and
even establishes contractual agreements
www.diversityglobal.com
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with internal customers. By its very nature, there must be standardization and
consolidation so that productivity and
quality are stabilized and the outputs
are measurable, timely, and predictable.
The shared services units are businessoriented and must focus on delivering
the highest value services in order to
justify their existence.
Unfortunately, there are also risks
associated with this business model,
especially in areas of diversity. For example, the pressure to consolidate a
business function may lead to
the elimination of jobs. Proctor
& Gamble reduced its Human
Resources staff by a third after
moving towards a Human Resources shared services model.
Staff reductions can easily result
in a less diverse workforce unless
standards are established and
management follows through in
its commitment to maintain diversity. P&G now has a vigorous
Diversity & Inclusion program
that emphasizes principles that
easily integrate with the shared
services principles of value creation and peak performance. To
maintain diversity, corporations
must avoid the temptation of using criteria for layoffs that are primarily based on seniority, since
many efforts to expand diversity
still remain relatively new.
In relation to staffing, a second risk is that the availability of fewer
jobs due to consolidation of business
functions limits opportunities for new
hiring. In addition, there is likely to be
fewer opportunities for smaller, diverse
suppliers to serve business units, since
shared services usually focus on providing large scale services.
There are upsides, though, and capitalizing on them is the key to successfully maintaining a shared services business model without sacrificing diversity.
For example, staffing may initially be
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downsized, but as the company grows,
so will the need for new talent. Within
the shared services unit, employees may
find they have more career advancement
options in the larger unit than previously existed. In addition, companies committed to diversity can re-assign people
to positions in other areas of the company or retrain them to move into other
positions. In fact, these kinds of commitments can ensure the ability to find
and retain key talent is preserved. On
the supply side, organizations will need
to adhere to diversity goals and can even

require that diversity be a condition of
the shared services business unit in a
way similar to the requirements placed
on Tier 1 suppliers for Tier 2 utilization.

An Evolutionary Process
Goes Global
There are many examples of corporations moving towards shared services
centers. It is not a new idea, but it continues to evolve. The evolution is seen in
the emergence of global business services systems, as opposed to the fairly
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simple consolidation of disparate processes into a single location. Business
processes involving cross-functional responsibilities are organized into global
business services units. It is the crossfunctional feature of the next generation
of shared services models that reflects
the pressing need to take advantage
of enterprise-wide core competencies
to cut costs, while driving exceptional
worldwide performance. Capitalizing
on core competencies is much different
than consolidating business function.
Norway’s Statoil ASA, an
oil and gas production company, and PepsiCo, a food and
beverage company, are two
good examples of companies
that drive value by utilizing
cross-functional shared service centers. Statoil established
the Global Business Services
unit, which provides a broad
range of services for processes in IT, finance, procurement, finance, and others. The
business unit has service level
agreements with its customers. PepsiCo International Europe managed rapid growth of
enterprises in multiple countries by standardizing IT and
minimizing the complexity
of IT processes. The shared
services IT unit could better
absorb expansion without disruption and provide the services the enterprise operations needed
across countries.
To excel, companies will need to
become even more market driven than
they are now, and that requires efficiencies and an ability to take advantage of
the best talent. Management will have
to be diligent to ensure that the corporate culture and values are maintained,
so diversity practices are not sidelined.
The reality is that the shared services
business model makes diversity an even
stronger imperative.
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Taking

Leadership
Lessons
from Amazing
Brazilian Women
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Brazil’s roaring economy
is, in no small part, due to
the leadership of pragmatic,
educated women.
- by Dave DeSouza

E

ver-increasing numbers of
women are entering the
American workplace, continuing a pattern that has
been going on for the last
40 years. However, there
are still mountains to climb and rivers to
cross as professional women attempt to
break through the glass ceiling of corporate
America and enter leadership positions. To
expedite the process, women managers are
always looking for effective advancement
methods. Perhaps one of the best lessons
to study is the success of women in Brazil,
where they had to overcome significant stereotyping before moving ahead in the business world. Today, the new “Brazilian Model” is showing substantive progress by using
success strategies based in pragmatism and
technical education to propel women into
leadership positions.
In the past, Brazil was socially vibrant
but economically quiet. That has changed
dramatically in the past few years. There is
nothing slow about Brazil’s economy nowadays, as the largest country in Latin America
becomes a giant of global commerce. Interestingly, women have played a major role in
the growth of Brazil, and that is more than
simple rhetoric. Statistics indicate the participation of women in the Brazilian labor
pool grew from 44 percent in 1985 to 59
percent in 2007, which is a figure just two
points below the average reported by the
Organization for Economic Co-operation
and Development (OECD).
There is clear evidence Brazilian women are breaking free of old stereotypes and
forming an integral part of the labor market. Women are instrumental in creating
the new economy through their leadership
abilities.
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A New Economy Needs
New Leadership
To understand how important women
are to Brazil, look to the presidential office. Dilma Rousseff became the nation’s
president in 2011 and is a driving force
behind major entrepreneurial efforts.
The pragmatism she brings to the table
inspires other Brazilian women.
Once a radical politician, President
Rouseff spent time in prison during the
days of the Brazilian military dictatorship. As president, rather than pursue
a course of extreme socialism, Rouseff advocates a pro-growth economic
policy that offers incentives for small
business operators. This commitment
to progress is one of the reasons why
a Brazilian opinion poll in June 2012
gave her a 77 percent approval rating.
Her ability to make the right decisions
for the country, rather than pursue a
personal agenda, has turned her into a
Brazilian Model for successful women
in powerful leadership positions.
Traditionally, Brazil is well-known
for having women in positions as models and domestic servants. However,
there are women who have competently broken through the glass ceiling in male-dominated industries. For
example, Maria das Gracas Foster is
now the head of Petrobras, the statecontrolled oil company. One of her colleagues, Magda Chambriard, is the new
head of the National Petroleum Agency.
The promotion of women to leadership
positions in businesses typically ruled
by men does not come as much of a
surprise to insiders. They note that das
Gracas Foster and Chambriard, both
appointed by Rouseff, are educated as
chemical engineers.

Networking and Role
Models are Essential
Ingredients
Rather than reflecting any pro-gender
nepotism, the past record of each woman strongly points to promotions based
on merit, not politics or gender. However, it did take a role model like Rouswww.diversityglobal.com

seff in a position of authority to provide
das Gras Foster and Chambriard the
opportunities needed to advance. Networking among professionals proved to
be the final impetus for advancement,
but it is only a successful strategy if the
women themselves are fully qualified.
Education, particularly in technology, is becoming more important as the
country continues to progress. Women
in Brazil eagerly take advantage of educational opportunities, and are more
likely to attend a university than their
male colleagues. Consequently, the literacy rate for men and women is almost
equal.
Roughly one-third of the workforce
in Brazilian technology is comprised of
women, which is unusually high for a
Latin American country and demonstrates the growing appeal of this industry. There is also increasing awareness
that technical education and expertise
are major vehicles for women to become
successful in future years. Academia is
supporting the movement of women
towards technology careers, and the
Brazilian Academy of Sciences sponsors a number of initiatives to increase
computer literacy among women.

Lessons to be Learned
Women in the United States occasionally use ideology and promoting
gender balance as a correction of past
discrimination when addressing issues like corporate representation. The
women leaders in Brazil do not focus
on the past. Like President Rouseff, the
head of the Brazilian Secretariat for
Women’s Affairs, Elenora Menicucci,
spent time in prison during the military
dictatorship. Once coming into positions of authority, neither woman felt
the urge to take any kind of revenge in
the form of show trials or suggestions
of reparations. Instead, Rouseff and her
female colleagues are working to create
a legal system that provides justice for
all Brazilian peoples, including women
and minorities. This effort is providing
yet more continued opportunities for
women in Brazil.
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Education,
particularly in
technology,
is becoming
more important
as the country
continues to
progress. Women
in Brazil eagerly
take advantage
of educational
opportunities,
and are more
likely to attend
a university
than their male
colleagues.
Pragmatism does not mean ignoring
issues such as child care and reproduction rights, but it does mean that success
strategies like promoting entrepreneurship and micro loans take front seat in
creating a more gender sensitive economy. Rouseff has appointed no fewer
than ten women to Cabinet positions,
and there appears to be general acceptance of her actions.
Chambriard and das Gracas Foster
hold commanding positions in petroleum because of their technical expertise
and not due to enforcement of anti-discrimination policies. Chambriard and
Foster were ready for promotion when
the time came. Without the right educational background, they would have
been unable to advance.
The Brazilian model, success through
pragmatism and technological education, is proving to be working extremely
well in one of the largest economies in
the world. It is a strategy that holds lessons for U.S. women as they strive for
leadership positions.
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Women-Owned
Businesses
Increasingly Turn to

Social Media for
Success

- by Joshua Ferdinand

W

omen business owners make up one of the
fastest growing segments of small business. Certainly, a factor
like increased access to
capital has had a major influence, but
access to capital has not had as much influence over the last few years as social
media has had. Growing a business has
become much easier thanks to the ability to develop social media networks,
and women entrepreneurs are embracing this technology with enthusiasm.
According to information businesses
submitted to the Women Presidents’
Organization (WPO), as many as four
out of every ten businesses led by women
report their revenue grew as a result of using social media.
If 40 percent does not seem like a very
high number, rest assured it will change.
The 40 percent represents women heading
some of the fastest growing companies.
Behind them are entrepreneurs ready to
emulate that growth once they gain more
familiarity with the power of networking
via social media. In fact, in the same set of
WPO responses, only 16 percent said they
do not use social media at all, meaning 44
percent are using it for some business reason.
DiversityGlobal | Q1 | 2013

Study after study confirms women
made up the majority of the people who
first embraced social media networks for
personal reasons. Women are culturally
conditioned toward networking, so the
leap from personal to business use of social media makes perfect sense. There are
a number of social media sites available
today; however, there are a select few that
mainly appeal to women.

Networking
Social Media Sites to
Network with Clients
There are a wide variety of social media
networking websites currently being used
today on the internet. The most popular
include Facebook, LinkedIn, YouTube, Instagram, Twitter and Pinterest. However,
even simple blogging has been used as a
powerful and successful marketing strategy. The appeal of social media as a business
tool lies in the fact it allows executives,
managers and their staff to add a human
touch to their brand through postings of
valuable content reflecting problem solving expertise and responsiveness to customer needs.
Social media is about relationship
building, and turning it to a business ad46

vantage can bring stunning results. Brightstar Franchising is a home healthcare and
medical staffing company with headquarters in Illinois. Shelly Sun, CEO and cofounder, indicated in a 2011 interview with
Forbes that she attributed a quadruple
growth in revenue over a two-year period
to the use of social media. Her secret is not
really a secret – company staff blog about
industry news, write informative content
that provides helpful tips on home healthcare topics, and post a variety of links to
other websites.
A study published by the marketing
firm Digital Flash NY reported that close
to 60 percent of the people using Facebook
www.diversityglobal.com
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changes that are made to the social media
site.

The principle
behind social
media is that what
you like is good,
but what others
like about your
business is great!
seem to be more drawn to than men today.
They go by the acronym T.I.P. – Twitter, Instagram and Pinterest. Even though Twitter was developed years after Facebook, it
has still been able to acquire a massive audience that is mostly composed of women
(64 percent). The nice feature of Twitter is
that it is easy to manage and enables a business to reach out directly and immediately
to its network using mobile technology like
smartphones to promote customer retention and connectivity.

are women. That same study also reflected
the regularity of their Facebook usage, because 18 percent of women updated their
statuses every day (in comparison to only
11 percent of men). LinkedIn is another
popular site that is specifically designed
for business building and professional networking. At the present time, more men
than women have embraced LinkedIn,
but that is changing. It is a better forum
for thought leadership and for promoting
a professional brand because postings are
not buried in more personal information
like those found in Facebook.
Aside from Facebook, there are three
other social media websites that women
www.diversityglobal.com

Instagram and Pinterest are fairly new
to the social media equation, but both have
made a significant impact in the social
media market. Businesses use these social
media sites to showcase images of skills or
products that also contain links to their
business websites. Close to 97 percent of
the Pinterest fans on Facebook are women.

Planning an Approach
The one key element that allows social media sites to grow and expand over time is
simply other people. The principle behind
social media is that what you like is good,
but what others like about your business
is great! Each of the social media websites
discussed has an integrated system that allows you to build your own audience and
fan base of friends, followers and/or likers. When others join your network, they
are automatically notified of updates and
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Building a social network takes a
planned approach. Though it is easy to
explore a social network, the ultimate
goal is to attract people most likely to be
customers who can be retained over the
long-term. That is why it is so important to
develop a social media marketing program
that is relevant to the business and not just
friendly chatter.
There are several ways to direct networking activities. Women-owned businesses that are suppliers to large corporations can take advantage of their
connections by making useful suggestions
or displaying expertise through content on
the corporate social media sites. Corporations can help small businesses grow by
developing Web 2.0 sites where suppliers
can interact with each other and corporate
management. Reaching out and linking to
other businesses is another way to build an
online network.

Get Started
to Get Growing
Attending events held by industry-specific
organizations is an excellent way to get
started as they are forums for networking where people exchange online contact
information. The National Association of
Women Business Owners at (http://nawbo.org/section_9.cfm ) is a good resource
for locating relevant events. Women 2.0
(http://www.women2.com/about/) is a
women-owned media company that helps
women business owners learn how to take
advantage of online networking opportunities by using the power of technology.
There are many other organizations available that can help.
The first step is building on the networks already in place. They include corporate accounts, current customers, and
even friends. Develop an online brand using one or more social media sites and start
blogging. As the statistics indicate, the important thing is to just get started.
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Small Reach for
Technology Can Lead
to Big Competitive
Advantage

Access to quality
marketing info via
technology asset
to MWBEs
- by Karen White

I

t is generally agreed that properly employing technology
applications and tools can increase an organization’s competitive advantage. However,
that advantage can take different forms, making the use of technology adaptable to any size of business, including the small to medium
sized enterprises (SMES), many of
which are minority and women business enterprises (MWBEs). Whether
it is enabling the faster processing of
data, making the retrieval of information simpler, or utilizing social media
marketing, technology has the power
to generate business growth. Just as
importantly, strategic use of technology gives even the smallest MWBEs a
big competitive advantage by allowing
a reach into the marketplace for the
collection of competitor and consumer
information worth its weight in business gold.

Managing Rather Than
Using Technology
Technology is so alluring that it is easy
to get bogged down in using rather than
managing information technology. It is
not technology alone that can increase
a business advantage; it is the strategic
use of technology that improves marketplace competitive standing.
In other words, an MWBE needs to
determine if it is using technology to
accomplish goals and not just to make
life easier or more entertaining for the
DiversityGlobal | Q1 | 2013
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staff. For example, does the technology
provide customer demographics that
enable managers to design products
and marketing programs efficiently attract the largest number of paying customers? Facebook added “timeline” to
user pages for a very good reason, and it
was not necessarily to please customers.
The program allows Facebook to collect and analyze consumer data to better match advertisers and users and to
better understand the how, when, and
why of postings. Now, instead of paying
millions of dollars to a marketing firm to
collect demographics, Facebook can do
it by simply letting people make postings and then using software to analyze
them.
Social media is also used to gain information about competitors and their
customers. Ten years ago, a company
would have been thrilled to read Facebook pages, LinkedIn posts, and Twitter
feeds generated by companies and people who are in their market space. Any
size business can peruse competitor social media sites and get the kind of information that used to only come from
professional marketing firms. Managers
can find out who is hiring or expanding, new product news, future growth
plans, and what keeps their customers
satisfied.
To prove that small businesses can
use technology to improve competitiveness, consider the San Francisco company Happy Goat. The three-person
business makes handmade candies
using goat milk from goats raised on
chemical free fields and fed only natural
feeds. CEO Michael Winnike wanted
to know if consumers across the U.S.
would buy his products at his set price.
Instead of paying for expensive marketing consultants, he used SurveyMonkey,
an affordable online provider of surveys.
Though that sounds a bit innocuous, the
expansion plans based on survey results
include growing from $250,000 annual
sales to $1 million. Winnike also wants
to expand the distribution system to
2,000 retail stores from the current 500.
The survey information will provide
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guidance on product pricing, packaging,
distribution, and what will best generate
customer satisfaction.

Being a Small Company
is Not a Barrier
Small businesses may not have the
budget to accommodate sophisticated
technology and software programs on
the level of Facebook, but that should
not stop them from growing businesses
through strategic use of technology. The
first affordable technologies that come
to mind are social media, smartphones,
tablet computers, and in-house Web 2.0
for staff networking. However, handing
a smartphone to every employee or setting up an intranet does not accomplish
anything unless the technology is specifically used to improve competitiveness. For example, the intranet can be
used as a tool for improved communication among diverse groups or to enhance staff collaboration and innovation. Smartphones can serve as links to
the office so field representatives can
give customers quick responses about
inventory availability and pricing or to
process orders on the spot.
On a larger scale, a number of businesses are moving to enterprises systems that can improve competitiveness
by reducing costs and increasing the
quality of customer service. Good examples of enterprise systems are customer
relationship management programs and
supply chain management systems. The
strategic goal of these programs is to
create a link between consumers and
suppliers or suppliers and their customers that leads to more business over the
long-term.
Another technological heavyweight
is the innovation of cloud computing and what it can offer to MWBEs.
Cloud computing, the next generation of the Internet’s evolution possessing the transformative ability to deliver
services when and wherever a business
needs them, means that many of the
constraints of space, time, power and
cost, found in traditional computing are
eliminated. Innovative cloud comput49

ing provider, Verizon Terremark states
that 60 percent of enterprises will adopt
cloud computing by the end of 2013,
since it changes the way business is
done.

Being Small Does Not Mean
Being Left Out
Taking advantage of this option sooner
rather than later is another potential way
MWBEs can get an advantage over their
business competition through technology. It is worth noting that according
to Insights for Women in Business, IT
consulting services is a growing industry for women-owned companies. Glow
Touch Technologies, led by company
president Vidya Ravichandran, provides
clients with application and software
development, web design and business
intelligence services, utilizing a hybrid
business model, with client relationship
and project management teams in the
US and production teams based overseas.
MWBEs that want to enhance their
competitive status can make use of the
dynamics associated with technologies
like cloud computing, social media,
and mobile technology. This discussion
only touches on the ways SMEs can
utilize technology, while living within
their budgets, to expand locally or globally. Traditional expensive and elaborate marketing studies are beyond the
reach of most MWBEs, simply because
they are small. However, as Happy Goat
knows, small does not have to mean ‘left
out’ or ‘limited.’ Any manager can reach
for the internet.
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In China’s
Shadow,

Taiwan
Offers MWBEs
Tremendous
Business
Opportunities

- by William Bell

Taiwan’s
small size does
not match the
enormity of
its business
opportunities
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T

he interest of the Western world in the People’s
Republic of China (PRC)
is understandable, given
its population of over one
billion people and explosive economic growth dominating global economic data. Within the shadow
of China, however, is a far smaller country with a robust economy. Taiwan is an
economic powerhouse that holds many
opportunities for minority and women
owned businesses (MWBEs).
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Located off the southeast shore of
mainland China, Taiwan has easy access
to seven major cities, including Hong
Kong and Sydney. While European
countries have faced economic difficulties in recent years, Taiwan has experienced impressive GDP growth. The
ability of this small country to continue
economic expansion despite a weak global economy makes it tremendously appealing to foreign investors, particularly
MWBEs interested in business growth
and expansion.
The U.S. has maintained strong
commercial ties with Taiwan since
1979. Though Taiwan, now called the
Republic of China (ROC), is officially
recognized as belonging to the People’s
Republic of China, the status of Taiwan’s economic relationship with the
U.S. has strengthened and not weakened. Taiwan is interested in expanding
its economic position and so promotes
overseas private investments and global
imports and exports. It is in the enviable
and unique position of having ready access to both U.S. and Chinese markets,
giving MWBEs a remarkable route for
business expansion.
www.diversityglobal.com
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Powering Up the Economy
Taiwan is not a country to sit still, as evidenced by its 4.27 percent unemployment rate as of November 2012. Clearly,
the low unemployment rate is indicative of its successful economy, spurred
on by Premier Sean Chen’s “Economic
Power-Up Plan” designed to address the
industrial structure, labor supply and
demand, and exports. The ultimate goal
of the plan is to promote sustained economic growth, meaning the time is ripe
for MWBEs interested in international
expansion.
According to the July 2012 Taiwan
Economic Planning and Development
statistical data book, the ROC economy
grew by 4.9 percent in 2011, compared to
1.7 percent in the United States and 9.2
percent on mainland China. As MWBEs
face domestic economic uncertainties,
there appears to be almost unlimited
opportunities in Taiwan. They include
importing inexpensive goods from Taiwan to increase price competitiveness,
exporting goods and services to Taiwan
and to mainland China through Taiwan,
and forming partnerships with Taiwanese businesses.
If one economic sector had to be
named as the most productive, it would
be technology. Taiwan holds the top
spot as the world’s largest producer of
22 technology products, including notebook PCs, tablet personal computers,
desktops, and a host of computer components, and cables. However, Taiwan
is also the top producer of golf heads,
power wheelchairs, and instant noodles.
Another 12 items, most of which are
technology, hold second place ranking.
Overall, Taiwan accounts for more than
70 percent of the global market share
of semiconductor, information, optoelectronic, and telecommunication and
communication products. This industry
has sizable needs for research and development, and for material resources.
Giving MWBEs an idea of the sectors
Taiwan considers important for development and the economy is the way the
2011 government development assistance was distributed. Some of the main
www.diversityglobal.com

Using Confucian
philosophies to guide
capitalistic activities,
Taiwan business people
place emphasis on
developing relationships,
paying attention to small
details, maintaining
industriousness, and
maintaining respect.
areas are education, health and medical,
social infrastructure and services, transportation, and agriculture. The ROC has
also supported sustainable development
and tourism. In other words, MWBES
can choose from among a wide range of
industries from software development
to health care.
Taiwan has always been synonymous with technology, but other sectors of the economy are also growing in
importance. The health care industry,
particularly long term care and nursing,
are focal points for government investment. Taiwan is also seeing significant
expansion in the entertainment industry, which includes television, film, digital content, and popular music. Taiwan
hopes to eventually turn the entertainment industry into a trillion dollar segment of the economy.
Taiwan’s access to mainland China
also creates important opportunities to
MWBEs willing to partner with Taiwanese businesses. In fact, Taiwan serves as
a testing ground for the many ethnic
Chinese markets. U.S. businesses also
get the advantage of important cultural
training imperative to master before
dealing with Chinese markets.

Recognizing Cultural Issues
Forming partnerships or creating joint
ventures with existing Taiwanese businesses makes perfect sense. Before attempting to do business in Taiwan, it
is important to understand the culture,
which is quite different from Westernized cultures. Using Confucian philosophies to guide capitalistic activities,
Taiwan business people place emphasis
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on developing relationships, paying attention to small details, maintaining industriousness, and maintaining respect.
Though there are large corporations,
much of Taiwan operates as small to
medium sized businesses, usually family
owned and managed. Since this a similar
demographic for MWBEs, there is common ground. This characteristic of the
Taiwan economy also means there are
fewer barriers to market entry because
markets are not controlled by a handful
of major players.
One very important feature of the
business culture is the fact Taiwan is
male dominated. Women are generally not given the same status as men,
and in Taiwan they tend to hold lower
level positions. Western women used to
equal treatment may be taken aback by
the fact some Taiwanese (and Chinese)
business men will ignore seniority and
give preferential attention to male business associates. It is essential to work
closely with the patriarchs of Taiwan
businesses, who are not only protective
of their staff, but are also the decision
makers. Though the Taiwanese culture
is slowly changing, Western business
women must be willing to defer to men
in business meetings.

Getting Started
Taiwan is a value-added economy in
that it relies heavily on foreign trade
and investments for economic success.
MWBEs interested in pursuing business
opportunities will find a wealth of assistance. The World Bank International
Finance Corporation, the International
Chamber of Commerce, the U.S. State
Department, and the American Institute in Taiwan are excellent places to
start discussions concerning business
opportunities and partnerships.
Taiwan is a country of proud, industrious, and successful people. As it
looks ahead to the future, there is no
doubt of its success. MWBEs ready to
expand or looking for new markets will
find plenty of opportunities in Taiwan.
Best of all, Taiwan will greet them with
open arms.
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Ecotravel and Emerging
Economies Employment:
A Match Made in Nature
Ecotravel brings travelers
and conservation together
to promote appreciation for
fragile wilderness.

- by Pamela Grant

“Ecotravel” is not just another buzz
word created just to please environmentalists. It is an environmental and economic sustainability practice that has
real economic value in numerous ways.
Ecotravel generates much needed revenue that supports the operations and
maintenance of parks and reserves. To
many people, ecotravel plays an increasingly important role as an economic
engine for under-developed countries
in desperate need of new employment
opportunities and the formation of new
small businesses that generate income
and tax revenues. Ecotravel has proven
to be a boon to countries like Mexico,
Ecuador, Kenya, Tanzania and Costa
Rica by reducing unemployment and

giving local communities a way to earn
money that promotes, rather than destroys, the environment.
Ecotravel is defined as, “purposeful
travel to natural areas to understand the
culture and natural history of the environment; taking care not to alter the
integrity of the ecosystem; producing
economic opportunities that make the
conservation of natural resources beneficial to local people.” If that seems like
the proverbial mouthful, it is solely due
to the fact ecotravel blends three things
– conservation, sustainable travel, and
communities.
In the current economic climate,
the importance of generating jobs takes

Ariau Amazon Towers Hotel
in the middle of Amazon Rainforest

precedence over everything except human rights. Almost everyone is aware
of the fact that the destruction of the
Amazon rain forest or the poaching of
elephants for their ivory tusks is intricately related to the lack of local people’s
financial resources. In under-developed
countries, extreme poverty and a dearth
of economic opportunities drive people
living near the fragile biodiverse areas to
commit environmental atrocities.

Boosting Local Economy
Clearly, one of the solutions to the problem is to bring employment opportunities to the areas where impoverished
people live. Ecotravel makes that possible in several ways. Local communities
can be incorporated into tourism operations, working with overseas travel
agencies or as independent businesses.
In some cases, local people work in the
parks as guides, caretakers, and rescue
personnel. In the Montes Azules Biosphere Reserve area, in the Selva Lacadona region in the State of Chiapas in
southeast Mexico, the Mexican govern-

kitich camp
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Costa Rica Zip lines

Spiny Green Lizard

Opposing Bookends
of Development
ment invested in community-based
lodging in Chiapas to serve Biosphere
visitors. The lodging is operated by indigenous peoples and visitors are directed to the lodging by local tour operators.
Another success story is the Kapawi
Ecolodge & Reserve, located deep in
the Ecuadorian Amazon Rainforest on
Achuar people’s land. The lodge is only
reached by air. This tourist destination
was specifically developed in 1996 as a
result of a partnership between the indigenous Achuar and Canodros, an Ecuadorian tourism enterprise. The goal
of the partnership was to develop an
economically sustainable project that
promoted preservation of the Amazon
and the Achuar culture. In 2008, the
Achuar took over full ownership of the
Kapawi Ecolodge. A remarkable success story, the Kapawi Ecolodge demonstrates how ecotravel should work.
Originally foreign tourism agencies
developed ecotrips for wealthier travelers and invaded remote areas without
forming community partnerships.
www.diversityglobal.com

There are also examples of how not to
do ecotravel. The Masai Mara National
Park, a large game reserve in southwestern Kenya, is an example of early
ecotourism development that took a
wrong direction. Land was forcibly
taken from indigenous people, tourism
vehicles began heavily damaging natural
resources, and valuable trees were cut to
make room for lodges operated by nonlocal people. The Masai Mara National
Park, first developed in 1948, and the
Kapawi Ecolodge & Reserve, developed
in 1996, are like opposing bookends of
ecotourism development.
Lessons were learned from Masai Mara,
and now there is an ongoing effort to
form partnerships with Maasai tribes
and develop employment opportunities with new attractions that include
traditional ceremonies and guided nature tours. In North Tanzania, a recent
hard fought negotiation process led to
the cooperative ownership of land by
Maasai tribes and the Manyara Ranch
Conservancy. The land, held in trust by
the Tanzania Land Conservation Trust
(TLCT), is leased to investors, who built
a permanent luxury camp on it. The
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camp generates employment and profits. The local population of Maasai peoples has a say in the business through the
TLCT.
A third example of successful ecotourism is the Koija Starbeds Lodge in the
Laikipia region of Kenya, a safari camp.
An enterprise of the African Wildlife
Foundation (AWF), it is a model for the
development of conservation tourism.
The Koija Starbeds represents a partnership between the AWF, the community,
and a private tourism operator. The Kaija
community (1500 people) provided the
land and owns the camp. The Kaija also
created a 500-acre community conservation area. Local people are employed
at the Lodge, meaning employment and
profits have raised the economic status
of people who would have likely never
qualified for commercial development
opportunities otherwise. The annual
profits from the camp and conservation
area support water projects, education
and healthcare.

Ecotravel
as a Partnership
This discussion focused on partnerships
leading to the development of lodges,
parks and preserves that have successfully created employment opportunities for largely ignored peoples living in
poverty. It could have talked about other
ways ecotravel creates jobs. For example, the Costa Rica Carara Biological
Reserve employs local people and supports the park with entrance fees paid by
tourists. In fact, ecotourists have significantly contributed to Costa Rica’s higher
standard of living among developing
nations. The tourists paying the fees to
enter the Reserve also rode a bus, stayed
in a hotel, ate in a restaurant, and bought
local products.
Ecotourism can honestly be viewed
as a successful economic development
strategy, but only when projects partner
with local communities. For countries
and people, ecotourism brings much
needed revenues and employment. It
also enables poor countries to protect
their greatest national treasure, which is
biodiversity.
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In an Increasingly
Unpredictable World,
Swaziland Food Comforts

vegetable stews
chocolate and beetroot cake

Liphalishi mealie meal

Swaziland meals ideally suited to the
environment and lifestyles of its peoples
- by John Jacobs

T

o many people, the African
continent is called “mysterious” and “fascinating” because it continues to reveal
clues that enhance our understanding of human and
earth history. Each discovery of human
fossils, new animal and plant species,
and precious metals reminds us that Africa can no longer be called the “Dark
Continent,” a term created by early EuDiversityGlobal | Q1 | 2013

ropean explorers who did not understand its peoples and treasures. African
nations have stepped into the modern
world and enlightened us on the beauty
and power of appreciating unique cultures. It is the cultural uniqueness that
sets apart the Kingdom of Swaziland,
one of the last remaining African monarchies, and a country that embraces
tradition, including food.
Landlocked Swaziland is mostly
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bordered by South Africa, but a section
of the eastern border touches Mozambique. The country has a complicated
history, and many of the popular dishes
today reflect past events. The evidence
of past cultures is dated to the Middle
Stone Age, nearly 300,000 years ago, but
it was not until the 1830s that Swaziland first came into contact with British colonists and South African Dutch
farmers called Boers. However, in 1968,
www.diversityglobal.com
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chicken dust

the independent Kingdom of Swaziland
was created, ending a long period as a
protectorate of foreign nations. Today,
Swaziland is ruled as a modified traditional monarchy, which is dedicated
to the preservation of a rich cultural
history. The population is comprised
primarily of ethnic Swazi, some Zulus
and a small group of Europeans who are
mostly British and Afrikaners (Dutch).

Starting with Porridge
and Creating a Meal
Historically, the type of food making
up meals was closely tied to the seasons. There is little variety of foods in
the winter and spring, but late spring
and summer bring many fruits and vegetables that broaden the table offerings.
Swazis developed a staple porridge
food called liphalishi or pap, which is
made from mealie meal (also spelled
as mielie meal), the sub-Saharan term
for ground maize (corn). Often beans,
groundnuts and a liquid are added for a
more nourishment. As a frame of referwww.diversityglobal.com

ence, it is similar to the versatile polenta
when made firmer and to grits when
cooked thinner. The pap can be eaten
alone, fried, or served with vegetables
and meat. Spices are often added also.
Naturally, over the decades, new
foods and spices were introduced. A
favorite dish that developed and is still
popular has the delightful name of
chicken dust, which is
grilled chicken. Tender,
tasty and filling, it is
sold in numerous food
stands on the side of
the road, which is why
the dish has this particular nickname. Food
stands sell accompaniments like shredded
beetroot cakes or emafeti (fat cakes). Fat cakes
are boiled dough balls,
reminiscent of hush
puppies popular in the
Southern U.S. As a restaurant entrée, chicken
dust is accompanied
with pap, a salad and
perhaps some spicy mango chutney or
something similar. The salad may be a
type of coleslaw tossed in a tangy dressing or made with ginger and avocado
(slaai). Ginger, lime juice and garlic are
commonly used in Swazi dishes, and
that is actually a French influence.
In Swaziland, the cooked meat may
be goat, antelope (impala or deer) or
ostrich. Braai is the term for barbecued
or grilled meat, and is often the main
dish at social gatherings. Swazi Bobotie
is a classic spiced meatloaf made from
minced meat, like goat. The delicious
mixture of spices includes cloves, curry
powder, cumin seeds, ground turmeric
and black pepper. Chopped peanuts,
orange leaves and lemon juice add yet
more flavors. The meatloaf is baked in
spiced egg custard.
The Karoo Roast Ostrich Steak is
marinated thinly sliced ostrich meat.
The marinade is made from red wine
and juniper berries. The steaks are
served over a pumpkin and mealie meal
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mash and then covered with a sauce
made from white wine, cream and green
bell peppers.
Visitors dining in Swaziland restaurants speak enthusiastically about
foods like vegetable stews, fresh spinach picked from someone’s garden and
chicken dishes that melt in the mouth.
Fish dishes are served in higher priced
restaurants, but the fish must be imported since Swaziland is landlocked. Sustainable travelers may want to seek out
the restaurants that try to buy locally as
much as possible. These restaurants are
likely to be following traditional recipes
as part of the overall effort to preserve
Swaziland culture.

The First Taste
is Reserved for Royalty
It is impossible to talk about food and
not mention at least one of the many
festivals held to honor the changing
seasons. The Swaziland Marula Festival
is one of the largest, longest and most
spectacular. Beginning in February, King
Mswati III and the Queen Mother initiate the festival that celebrates the harvest of the marula fruit. The green fruit
falls from trees to the ground, is gathered
and stored until it turns yellow. Marula
fruit is used to make Marula beer, and
the royal family gets the first taste each
year. The fruit flesh supplies Swazis with
vitamins and minerals.
Travelers will find plenty of restaurants in Ezulwini, Mbabane and Manzini, and one or two each in Big Bend,
Nsoko and Malkern. Not all of the restaurants serve authentic Swaziland food,
so it is important to talk to the locals to
find out which ones serve true Swaziland versus European dishes. These restaurants may require a little more effort
to find because they tend to be off the
beaten track.
Swaziland food is simple but flavorful. It could be called comfort food, in
that it is healthy and reflects an age-old
food culture that is perfectly suited to
the local environment. In this day and
age of unpredictability, we could all use
a little comfort.
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Women Leaders
are Out in Front of
Asia’s New
Economies
Despite cultural
barriers, the
leaders of the
‘New Asia’ are
often women.
- by Sadiq Yusuf

I

n 2004, the book Winning in Asia
by Peter J. Williamson foresaw the
changes in attitudes and approaches that Western multinational corporations would have to adopt in
order to compete in a stronger,
more economically dependent and
self-assured Asia. In the past, Western
multinationals focused on establishing
operations in Asia for the purpose of increasing current profits through cheap
labor and materials, but did not view
the foreign locations as a key to global
prosperity in the future. Plants and subsidiaries opened, moved and closed as
economic conditions dictated, and the
talent pool was largely ignored.
Much has changed in the last decade
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as New Asia emerges as a global competitor offering its own talented leaders. Much to the surprise of many, those
leaders are women. Past cultural biases
and taboos are slowly but surely falling
by the wayside. It has been like a curtain
pulled back to reveal a remarkable stage
filled with women leaders who are ready
to help businesses succeed in the 21st
century.
One of the interesting facts of
women Asian leaders is that they have
emerged despite the odds. Cultural limitations, religious beliefs, and struggling
economies have kept an enormous talent pool in the shadows, while tending
to give Asian women an image of weakness and submission. Interestingly, it is
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the political successes they are accruing that have accelerated the reshaping
of the role of Asian women as leaders.
Yingluck Shinawatra is Thailand’s first
female Prime Minister. Gloria Arroyo
was the Philippine’s second female
President and was in office for 10 years
(2001-2010). Prime Minister Hasina
Wazed heads Bangladesh, and South
Korea elected President Park Guen-hye
in December 2012, the first woman to
hold this office. There is no doubt that
women are rising to positions of power in what has been dubbed the ‘New
Asia.’

Strong Leaders with
Social Concerns
In the 1980s and 90s, Asia was mostly
acknowledged for its low cost labor
and exports. Western multinationals
established subsidiaries and manufacturing operations that were extensions
of the corporation in a hub-and-spoke
approach, rather than being distinctly
Asian. During the 2000s, the economies saw a shift to increasing domestic demand, which meant greater local business opportunities and greater
opportunities for Asian companies to
extend their global competitive reach
into neighboring countries, Europe,
and North America. Asia is now an
economic engine playing an essential
role in driving the global post-recession
recovery. This one-minute history lesson serves as the background for understanding the emergence of powerful women in this New Asia who are
assuming leadership positions at the
government level and in businesses and
NGOs.
Traditionally, Asian cultures presented significant barriers for women
working outside the home, particularly
in male dominated positions and industries. However, despite the hurdles
placed on their paths, there are a growing number of women who are sitting
on Board of Directors, serving as heads
of companies, expanding family enterprises, and starting their own businesses.
www.diversityglobal.com

Simply reading
the business
achievements of
these corporate
leaders without
knowing the names
of the companies or
their locations would
not make a reader
suspect they are
started, owned, led,
and/or operated by
Asian women.
Forbes recently assembled a list of
Asia’s 50 power businesswomen. The
criteria for inclusion on this particular
list included being actively engaged in a
for-profit business. Interestingly, some
of the women did not want to be singled
out for inclusion on the list because it is
gender specific. Reading the list makes
it abundantly clear that these barrierbreaking women are in their positions
because of experience, talent and leadership abilities. They also represent a
wide variety of industries, but also quite
interesting is the social responsibility
many bring to their positions.
For example, Vinita Bali assumed the
position of Managing Director of Britannia Industries in India. She proved her
business acumen by turning the troubled biscuit making company around,
doubling the marketing capitalization
to $1.1 billion. In addition, she made
the biscuits healthier for consumers, removing trans fats and adding iron, minerals, and vitamins. Using her position
as a springboard for helping a struggling
nation, she started the Britannia Nutrition Foundation, which addresses child
malnutrition by selling food products at
cost to public schools.
Shinta Widjaja Kamdani is the Managing Director of the family-owned Indonesian firm Sintesa Group, and was
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one of 13 Indonesians who recently met
with U.S. President Barack Obama to
discuss the development of an initiative
to promote entrepreneurship in developing countries. Kim Sung-Joo defied
her parents who ordered her to not enter business. Instead, she began her own
fashion business, Sungjoo Group, and is
recognized as a champion of women in
business and promotes small business
development.

Winds of Change are
Blowing Stronger
Simply reading the business achievements of these corporate leaders without knowing the names of the companies or their locations would not make a
reader suspect they are started, owned,
led, and/or operated by Asian women.
That fact alone is testament to their
leadership abilities in cultures that have
largely discouraged women in business.
However, the Asian winds of change are
blowing stronger. The Asia Society has
been working for more than 50 years to
connect Asians and Americans in areas
of culture, business, and global affairs.
The Asia Society launched the Women
Leaders of New Asia initiative, dedicated
to developing a network of Asia-Pacific
region women leaders who will inspire
the next generation of Asian women.
Asia is growing as a dominant force
in the global economy, and increasingly
the New Asia women are assuming the
leadership positions. Until now, they
have quietly become powerful government and business leaders, because they
simply love what they do. How else do
you explain a woman like Chua Sock
Koong, President of Green Electric Appliances in China, who has not had a day
off in 20 years? The focus and dedication
of the New Asia women leaders have
enabled them to reach positions in spite
of many barriers. It is difficult to even
begin to predict what the new generation will be able to accomplish thanks to
today’s leaders clearing the way for their
success.
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European Diversity
Charters Ask for Voluntary
Commitment to Change

- by Jill Motley

T

eaching companies about diversity is the easy step. Convincing
them to embrace the concept and
implement it as a strategic corporate issue is much more difficult.
Managers can attend training and
development sessions and then walk away,
never acting on the information presented.
Developing and implementing policies, procedures, and practices that promote diversity
and inclusion require an
ongoing commitment. RecDiversity charters ognising this fact, the Euare bringing about ropean Union developed a
change instrument called a
the changes that Diversity Charter that asks
laws alone have been businesses to voluntarily
unable to accomplish. sign a nationally adopted
commitment to accept and
integrate diversity in their
respective companies. The psychology of this
approach is impossible to miss. A company
executive physically signing a commitment is
more likely to follow through than one who
sits in a meeting and nods in agreement but
never takes the first action step.
In the United States, the approach to diversity has largely been legislative and legal in
nature, generally awarding and withholding
federal contracts based on minority business
participation and supporting hiring through
equal employment opportunity laws.
The Canadian approach has been much
softer, having virtually no legislated mandates
for businesses but being highly supportive
of diversity through visa laws. The European
Diversity Charters, on the other hand, use a
voluntary system that has the strength of gov-
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ernment backing and sets a multinational tone of
inclusion.
The Diversity Charter is not intended to act like
a law, which is why it is voluntary. However, this
is not a lackadaisical approach, though it would be
easy to get that impression. The business Diversity
Charter signed by company executives is a document that promotes diversity policies impacting
recruiting, hiring and retention decisions based on
merit and performance, and professional training
and development. It drives Human Resources and
management best practices intended to achieve
excellence, and that improves competitiveness, financial performance, social responsibility, and the
ability to attract top talent.
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Diversity as a
Social Commitment
A member EU state adopts a Diversity
Charter that is aligned with the country’s profile and needs. Businesses then
adopt the charter as the guiding commitment and policy, and then adapt it to
the specific company. SNCF, a French
national railway company, adopted the
charter in 2004, leading to additional
efforts to make the workplace more accessible for the disabled. The bottom
line: The railway was then able to hire
talented disabled workers who bring
new perspectives and ways of thinking
to the company.
SNCF not only embraced diversity,
it sees it as central to the company’s social commitment to promote community cohesion. As such, the company
actively seeks ways to increase railway
services accessibility to the underprivileged and reducing incidences of
discrimination. Signing the Diversity
Charter was not a one-time act. Rather,
it was the first step of a long-term action plan. SNCF now carries out broadbased initiatives in neighborhoods to
attract non-traditional applicants dur-

ing job recruitment. What began as an
internal diversity initiative has expanded to include external community service actions. The company reaches out
into the communities, instead of hoping
the community members will come to
the company.
Initiating change is not always easy.
Passing laws may expand diversity opportunities, but laws alone do not
change attitudes. They force business
compliance that is usually tied to financial penalties for lack of compliance.
From the job seeker or holder’s perspective, laws do not provide any assurance
that discrimination can be proven. They
only give a person an avenue for addressing the issue.
To date, there are 11 Diversity Charters across the EU: Austria, Belgium,
France (the first), Germany, Italy, Spain,
Sweden, Poland, Finland, Ireland, and
Luxemburg. As the first country to
adopt the charter, France has almost
2,900 signatories, and most of them
are small or medium size enterprises.
In fact, 30 percent of them employ less
than nine workers. On the Diversity
Charter website, France makes the remarkable statement that, “70 percent
of them are committed to diversity for
moral and ethical reasons.”

The Right Thing to Do
That is another way of saying that embracing diversity and inclusion is the
right thing to do. When Luxemburg
signed the Diversity Charter, 40 signatories participated, representing more
than 24,000 employees. In one fell swoop,
companies across the nation voluntarily committed to promoting workforce
quality. It brings to mind the expression
“there is power in numbers.” The power
is further enhanced as the charter members network and exchange information
about best practices. The pharmaceutical service provider and trader company
Celosia AG, located in Stuttgart and a
Diversity Charter signatory since 2008,
has the power to influence diversity on a
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Initiating change is not
always easy. Passing
laws may expand
diversity opportunities,
but laws alone do not
change attitudes.
global basis. With 21 different nationalities working in the Stuttgart head office,
Celosia was inspired to use its intranet
to offer mini language programs that
assisted employees at pharmacies working in 16 countries and employing more
than 40,000 people.
Once again, that brings up an important point about policies promoting
diversity and inclusion. The tenets of the
Diversity Charter promote workplace
diversity, but they also are instrumental
in giving companies the tools they need
to be competitive in a global environment. They are best practices tenets
that apply to Human Resources practices and workplace culture, but they also
lead to higher quality and innovative
customer service. A case in point is Celosia’s language initiative prompted by
signing the charter. Its Irish pharmacy
chain published pamphlets in Polish and
DocMorris, Europe’s oldest and largest
mail-order pharmacy, published a brochure in Russian about the mail-order
pharmacy. In addition, the French Distributor OCP committed itself to hiring disabled persons and to provide the
training they needed to succeed.
An interesting question is whether
some type of Diversity Charter program
could accelerate diversity efforts on all
fronts in the United States, Canada,
Africa, and Asia. Admittedly, that is
thinking about diversity on a global basis. What works on one continent may
not work on another. Yet the expanding success of the Diversity Charters is
a reminder that real and sincere change
comes from actionable commitment
and not just laws.
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Business Leaders
Call to Include Social Goals in
Corporate Decisions
“ Businesses have
more power and
money than ever
before. They can
destroy large parts
of the planet. If your
impact is high, your
responsibility is high ”
- Feike Sijbesma,

Feike Sijbesma, Chief Executive Officer and Chairman of the Managing Board,
Royal DSM, Netherlands

B

usinesses must include social
goals in their mission and
incentives, or they will eventually
collapse and humanity will not
meet its challenges for the next century,
business and civil society leaders said at
the 43rd World Economic Forum Annual
Meeting in Davos, Switzerland, in January
2013.
“Businesses have more power and
money than ever before. They can destroy
large parts of the planet. If your impact
is high, your responsibility is high,” said
Feike Sijbesma, Chief Executive Officer
and Chairman of the Managing Board,
Royal DSM, Netherlands. Sijbesma said
that governments cannot solve world
problems such as climate change, resource
scarcity and food shortages on their own,
so companies must step in.
William W. George, Professor of
Management Practice, Harvard Business
School, Harvard University, USA, said, “Any
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company that focuses only on shareholder
value will eventually self-destruct.” George
listed GM, Kodak and Sears as examples
of companies that entered crises because
they paid attention only to short-term
profit. He said that for a company to
flourish, “it must create a shared sense of
purpose and values, then align incentives
to reflect the needs of all the people you
are serving.” Many companies had lost
their way, especially in the run-up to the
2008 financial crisis, George said. “We got
distorted. We started bowing to Wall Street.”
George said that if companies do their job,
which is to create value for society, their
shareholders will be rewarded, too.
Carlos Danel, Co-Chief Executive
Officer, Compartamos, Mexico, who has
created a profitable publicly-traded bank
by focusing only on microfinance, said his
firm set metrics and incentives to ensure
employees focus on social value as well
as economic value. One such incentive
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is that loan officers are compensated
based on the number of clients served,
not on the volume of funds loaned. The
bank’s average loan size is US$ 400. “We
need to be profitable to attract money
from the capital markets, but if that is all
we do, we have not fulfilled our purpose.”
Danel admitted that there can be tension
between social and financial goals, but he
said “there is common ground”.
Many companies are already making
the shift to include societal goals. Mary
Robinson, President, Mary Robinson
Foundation-Climate Justice, Ireland, cited
widespread corporate approval of the UN
Guiding Principles for Business and Human
Rights, which include the obligation for
businesses “not just to do no harm, but to
perform due diligence and look at their
supply chain.” Robinson said this change
in business must accelerate quickly, since
“we probably only have seven or eight
years left to avoid a climate cliff.”
The panelists agreed that governments
must create incentives for businesses
to adopt social goals. “Governments
can’t solve problems any more, but they
can help change the system,” Sijbesma
said. There was a strong consensus that
fiscal incentives would spur businesses
to change their focus, with suggestions
including a capital gains tax based on the
length of time an investor owns shares,
reduced taxation on labor and increased
taxation on resources, and tax benefits
for companies that create value for all
stakeholders, not just shareholders.
“The market cannot work, especially
in the long term, if there is no moral
foundation,” said Jim Wallis, President and
Chief Executive Officer, Sojourners, USA.
Wallis said that even Adam Smith would
have agreed that governments must step
in “when the invisible hand lets go of the
common good.” Wallis said that many
people no longer trust business and
government leaders, and that the World
Economic Forum, with its representatives
from different sectors, has the potential to
restore trust across different parts of society
and to create a new social covenant. “But
the world is looking for values decisions,
not just values discussions,” he added.
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Volkswagen Workforce
Initiative “A Chance to Play”
Supports Disadvantaged
Children and Youth in Brazil
Back row, from left to right: Nilton Junior (Volkswagen
do Brasil, Human Resources Director), Peter Maffay, Frank
Patta (General Secretary of the Volkswagen Global Group
Works Council) and Valdir Freire Dias (Vice President of the
Volkswagen Global Group Works Council) and kids of the
Association to Support the Children in Risk (ACER), which is
included in the program of “A chance to play“

T

he Volkswagen Group Works
Council and the child rights
agency “terre des hommes”
are helping to improve future
prospects for children and youth in poor
districts of Brazil with the “A chance to
play” initiative. The project was officially
launched recently in the country hosting
the 2014 soccer World Cup. “A chance
to play” supports sports, learning and
training projects for several thousand
girls and boys. The program’s patrons
include musician Peter Maffay and former
professional soccer player Giovane Elber.
As the program kicked off, the
Member of the Board of Management
of Volkswagen Aktiengesellschaft for
Human Resources, Dr. Horst Neumann,
underscored: “For the Volkswagen
Group, entrepreneurial initiative and
social responsibility are inextricably
linked. Volkswagen is supporting Brazil’s
development by investing billions and
is at the same time committed to many
social projects. One new and outstanding
example is ‘A chance to play.’”

Global
Economy is
improving but
Europe lags
behind,
says OECD
www.diversityglobal.com

The Chairman of the Volkswagen
Group Works Council, Bernd Osterloh, said:
“’A chance to play’ is a strong expression of
international solidarity on the part of the
Volkswagen workforce. As employees of a
global carmaker, we are very aware of our
social responsibility. Together with local
organizations, we will be implementing
aid projects to the tune of two million
euros.”
Josef-Fidelis Senn, Vice President for
Human Resources at Volkswagen do Brasil,
emphasized Volkswagen’s decades-long
commitment in Brazil: “For 33 years, our
Fundação Volkswagen social foundation
has testified to our social responsibility
and to our support for education and
social development. The Fundação has
already reached out to one million school
children with its educational projects. ‘A
chance to play’ is a very welcome addition
to this work.”
The distinguished ambassadors of
“A chance to play” include musician
Peter Maffay, who is a member of

the board of trustees of “Volkswagen
Belegschaftsstiftung”
(Volkswagen
Employees’ Foundation). Maffay said:
“The foundation will also play a part in
the success of ‘A chance to play.’ For me,
it is a point of honor to gain a first-hand
impression of the projects. That means
I spend several days with my colleagues
from the Group Works Council and ‘terre
des homes’ visiting the local initiatives.”
The Volkswagen Works Council and
the child rights agency “terre des homes”
launched the initiative called “A chance to
play” in 2010 on the occasion of the soccer
World Cup in South Africa. The initiative is
committed to helping children in need at
Volkswagen locations all over the world.
In South Africa, it reached out to more
than 50,000 children. To mark the 2014
World Cup, it is supporting 14 projects to
fight child poverty in Brazil, reaching out
to 60,000 children. The projects include
aid for a crèche (day care for children) in a
slum area as well as anti-violence training
in poor districts.

G

lobal economic activity is picking up, but the continuing crisis in the euro area is delaying a
meaningful recovery, The Organization for Economic Co-operation and Development (OECD)
said in its latest Interim Economic Assessment.
The Assessment, presented in Paris by Chief Economist Pier Carlo Padoan, says that the G7 economies
are expected to grow at an annualised 2.4 per cent rate in the first quarter of 2013 and at a 1.8 percent
rate in the second. It notes that financial markets are out-pacing real activity, which has been held back
by weak business and consumer confidence, and highlights the risk that asset prices may rise beyond
levels justified by fundamentals.
“The global economy weakened in late 2012 but the outlook is now improving for OECD economies,”
Padoan said. “Bold policy action remains necessary to ensure a more sustainable recovery, particularly in
the euro area, where growth is uneven and remains slower than in other regions.”
61
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New policy Ensures no ‘wasted’
Opportunities to Victoria’s Economy
and Environmental Health

T

he Victorian Coalition Government’s new 30 year plan to better deal with waste will grow the
state’s economy by unlocking the
hidden value from recovered materials
while protecting the health of communities and the environment, Minister for
Environment and Climate Change Ryan
Smith announced today.
Mr Smith released the Coalition Government’s Getting full value: Victoria’s Waste
and Resource Recovery Policy aimed at ensuring Victoria is a national leader in waste
management and resource recovery.
Mr Smith said the policy would transform the state’s waste management system while further strengthening health
and environmental standards.
“The Coalition Government’s new
waste and resource recovery policy provides industry and local government with
much-needed certainty, establishing a 30
year vision for waste and resource recovery
with policy priorities to guide actions over
the next 10 years,” Mr Smith said.
“The policy aims to reduce Victoria’s
growing waste generation and make
the best use of the resources available
from materials that are currently going to
landfill. At the same time this new vision
ensures public safety and environmental

Norway
Doubles
Funding to The
International
Labor
Organization
DiversityGlobal | Q1 | 2013

Ryan Smith,
Minister, Environment and
Climate Change
health are given the utmost priority.”
Mr Smith said the new policy direction
followed a critical Auditor-General’s report,
which slammed the previous Labor Government for failing to act to properly deal
with waste.
The June 2011 report found that “ineffective planning, leadership and oversight
have resulted in inadequate co-ordination
of implementation and limited progress”
in reducing municipal waste.
Mr Smith said the Coalition Government’s policy provided clear rules about
what is expected from industry in delivering integrated waste management and

Minister of International
Development Heikki Eidsvoll Holmås
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resource recovery systems to the highest
standard, from planning, building and
operating facilities, through to managing
landfills after they close.
“The Coalition Government is adopting
a more sophisticated and sustainable approach to resource recovery to benefit our
environment and economy for the next 30
years, with a major focus on allowing the
markets to drive demand for resource recovery,” Mr Smith said.
“The northern metropolitan green
waste recovery facilities, currently being
built in Bulla and Wyndham, will alone unlock around $30 million of industry investment in infrastructure and around $200
million in local government expenditure
over a 15 year period.
“It will also generate up to 100 new
jobs during construction and dozens more
ongoing employment opportunities.”
Mr Smith said the waste and resource
recovery policy clearly identified the Government’s role to:
* ensure markets can grow without undue burden from red tape;
* provide policy and regulatory certainty by identifying where and when infrastructure and services will be needed;
and
* strategically reinvest into the sector
where appropriate.
The policy has been developed after
extensive research and consultation with
the waste industry, local and state government, business and the community.

“The Norwegian Government is making a historical
commitment to promote better working conditions for people in developing countries through
the ILO,” said Minister of International Development
Heikki Eidsvoll Holmås.
Mr. Holmås and Director-General Guy Ryder of
the International Labour Organization (ILO) signed
a new cooperation agreement in connection with
the ILO European Regional Meeting that takes place
in Oslo this week. Norway has been one of the ILO’s
most important cooperation partners for many
years, and provided NOK 90 million (Approx. US$
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Technology
Holds the Key to
Economic and
Social Reform in
Accra, Ghana

BM recently announced the launch of
a report entitled “A Vision for Smarter
Growth: an IBM Smarter Cities Report
on Accra, Ghana” that highlights how
the rapidly emerging West African city
should turn to technology to transform its
key urban systems. Based on the opinions
of local experts from across public and
private sectors and civil society, the report
identifies city services, transportation, and
energy as essential for Accra’s urban reform.
According to the International Monetary Fund, Ghana is one of the fastest
growing economies in the world, driven
by an emerging oil and gas industry, a

growing base of consumers and significant foreign investment. Its capital, Accra,
is one of Africa’s fastest emerging cities.
According to Mastercard’s African Cities
Growth Index, Accra is ranked Africa’s top
city in terms of economic potential over
the next five years. Accra has also experienced significant demographic growth,
the city’s population expanding by over
1 million people - a 35 percent increase in
the past decade, placing increasing strain
on the city’s resources.
“As Ghana’s capital, Accra is emerging as one of Africa’s economic success
stories,” said Alfred Vanderpujie, Mayor of
Accra. “But such growth is not sustainable

in the long term if we do not act now to
put in place the systems and processes of
the future. Technology is clearly one of the
fundamental building blocks for creating a
smarter and better functioning Accra.”
The publication of the IBM report follows the launch of the Ghana government’s National Urban Policy Framework
and Action Plan, which is aimed at improving infrastructure and raising revenue in
Ghana’s cities to reduce poverty and tackle
urban growth challenges.
“Cities across Africa are facing the dual
challenge of rapid urban and economic
growth, said Joe Mensah, Country General
Manager of IBM Ghana. “IBM’s approach is
to enter a dialogue with key stakeholders
and experts on the ground to understand
the challenges and explore where technology can be successfully applied to transform the systems on which our cities depend. The scale of Accra and its challenges
creates a manageable environment for
implementing smarter systems that could
really improve lives and business.”

15.76 M) to support its efforts last year.
“We have decided to double our contribution to NOK 180 million (Approx. US$
31.5 M) for 2013 in order to substantially increase our efforts to create access to work
for poor people and to strengthen their
rights. Job shortages and unacceptable
working conditions are huge obstacles to
the world’s economic and social development,” said Mr. Holmås.
Last week he presented a new Government white paper on democracy, fair

distribution and growth in the context of
development policy. It emphasises the
importance of strengthening Norway’s efforts to promote labor regulation in developing countries.
“Doubling our support to the ILO is the
first concrete step in the follow-up of this
white paper. Many poor countries are experiencing economic growth, and wages
should increase in line with this growth to
ensure fair distribution,” said Holmås.
The additional support includes NOK

15 million (Approx. US$ 2.6 M) to labor
organizations and NOK 5 million (Approx. US$ 875 885 Thousand) on the
fight against discrimination, with emphasis on gender equality. NOK 20 million (Approx. US$ 3.5 M) will be used to
promote youth employment, for efforts
in the informal sector, for labor inspection mechanisms, and to enhance protection against unacceptable working
conditions, in line with the ILO’s reform
agenda.

Joe Mensah, Country General Manager, IBM Ghana (left) presents report on the city of
Accra, to Alfred Vanderpujie, Mayor of Accra (Credit: IBM)
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Learn a Person’s

Golf Temperament

for a Competitive Advantage
Golf temperament is a
good indicator of office
temperament. If poor
shots lead to on-course
tantrums rather than
more effort, it may be
time to rethink doing
business with that
person.
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- by Vincent Pane

A

n executive or manager,
like a golfer, is involved
in a mental game every
day. There are traps to
overcome, unexpected
conditions requiring rapid decision making, frustrating partner
or player issues to resolve, and strategic
moves to plan to win the game. How a
person responds to unpredictable conditions reveals the true competitive nature. A lot can be learned about a person
just by observing responses to circumstances that occur suddenly and unexpectedly. There is no better place to do
so then on a golf course where weather,
playing partners, and poor golf shots can
present spur-of-the-moment challenges
that can be met with professionalism or
club throwing.
The golf course is like a mini-business
environment in that it has all the essential elements. Though the golf course
design remains consistent, the wind
can change direction without notice, playing partners may be co-
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operative or difficult, and a player can
have a bad day and make poor decisions.
That is true for any day in business. For
example, a company with a quality business plan may find that the marketing
section became obsolete overnight when
a new competitor appeared. How a golfer
responds to the stiff wind or poor drive
conveys a lot of information about how
the business person will respond to unexpected competitive challenges.
Any golfer can make a bad drive shot.
A slight turn of the wrist or the wrong
twist of the hips can lead to a golf ball
that insists on curving. The ball can
even slightly change direction at the last
minute, while seemingly sailing smoothly through the air. The question is: What
happens when the golf ball lands in the
sand trap, veers off in the wrong direction, or disappears into the woods?

Adapting to the
Sand Trap or the Green
There are two possible responses. The
golfer can immediately begin strategiz-
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ing as to how the next shots can make
up for the most recent failure. The golfer
can also throw a golf club in anger and
let the one bad drive influence the rest
of the game.
Everyone in business has worked
with people who are unable to adapt
well to change. How people manage a
golf course and respond to their own
failures or successes reveals a lot about
their personalities. The personalities exhibited on the golf course are the same
personalities carried into the office.
Golfers who lose their temper on the
golf course will most likely do the same
during business negotiations because of
their temperament. Realistically speaking, golf is not nearly as important as
conducting business negotiations; so,
if someone loses their temper playing
a game, it is reasonable to expect the
golfer would lose his or her temper as a
business person.
Of course, it works in reverse too.
A golfer who is able to adapt to unforeseen circumstances and make necessary
changes to overcome adversity is displaying a competitive nature. In other words,
a golfer who works harder to overcome
adversity, whether it is due to climate or
partners having a bad day or a bad shot,
will be a business associate who will try
harder during contract negotiations or
when company revenues fail to meet
goals. Golf is a highly competitive sport,
which is why it corresponds so closely to
the business environment. Golfers have
personality traits that influence how
they play the game, and business people
have personality traits that determine
their management or negotiation style.
They are the one and the same.

matter how many times a putt is missed.
There are golfers who talk too much, too
loudly, and do not care if other golfers
overhear their bad jokes.
There are even golfers who are willing to accept advice from more experienced players in a desire to improve their
game. Some golfers are always working
so hard on improving that they fail to
notice changing conditions during a
game. In the business world, this ‘golfer’
is the driven manager who relentlessly
pursues a strategy and fails to notice
that economic conditions have changed
or the marketplace has evolved. A golfer
cannot help but display a true personality on the golf course. The golfer who
takes a putt because it is possible or who
purposefully kicks the ball in the rough
is going to be a rule-bender or untrustworthy while conducting business.
Golfers can exhibit a number of per-

sonality traits that reveal the nature of
the competitive spirit. Is the golfer cool
under pressure or always tense? Does
the player think ahead by three holes
or only focus on the immediate shot?
During play with partners, is the golfer
demanding and dominant or cooperative and compromising? Are there indications of emotional stability or emotional flare-ups?
How a person responds competitively on the golf course is revealing. If
someone proves to be a tough minded
player, it is likely that person will be a
tough negotiator. Knowing someone’s
personality traits in advance of business dealings can give an important
competitive advantage. In other words,
a single round of golf can actually reveal more information about someone
than several hours of interviews, and it
is information that cannot be bought.

Paying Attention
on the Course
There are many ways personality is displayed on the golf course. A golfer may
race through a golf game and show little
regard for playing the best game possible. Some golfers purposely break the
rules or at least take liberties with them
at every opportunity. Enthusiastic players are those who remain cheerful no
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