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Managing organizational politics is becoming one of the areas 
of management where HR professionals have to effectively 
develop their competencies. This issue of the 2019 MAHRP 
Annual Magazine raises concerns about office politics which 

is alarmingly on the rise.  Organizational politics is about the activities 
undertaken by individuals or groups to obtain power, enlarge the power 
and use power to obtain outcomes they desire. These individuals or groups 
always start by finding ways and means to obtain power so as they can 
exercise some control on decision-making, utilization of resources and 
distribution of rewards. They are always trying to pull the blanket towards 
themselves and to have the best of everything.

The office politics will continue as those who have obtained power now 
want more of it. The individuals or groups that have obtained power will then 
undertake different activities to enlarge the power. These individuals and 
groups will make sure that they use this power to exercise control. When there 
is uncertainty or disagreement, these people become more visible. The real 
problem is that organizational politics lead to conflicts. The managers who 
use power to obtain outcomes they desire do so at the expense of others who 
are frustrated for not achieving their goals: a real source of conflict.

We have heard about reward power, coercive power, referent power, 
legitimate power and expert power. Now we have to add other categories of 
power to this list, such as position power, personal power and opportunity 
power. HR Professionals will have to be well aware of the tactics used by 
their colleagues to gain power and to be able to identify the subtle and 
demanding craft of ‘’politicking’’ in their business organisations. The well-
known tactics include: assertiveness, friendliness, ingratiation, rationality, 
sanctions (or rewards), higher authority, bargaining and coalition. It has to 
be emphasized that political behavior comprises those activities that are 
not required as part of one’s formal role, but most importantly, influence 
the distribution of advantages, and disadvantages.

HR Professionals need to identify the elements that contribute to 
organizational politics. The Association of Human Resource Professionals 
of Mauritius advocates that there are organizational factors as well as 
individual factors that cause political behavior. The organizational factors 
include poor leadership, ambiguous goals, lack of strategic clarity, 
scarcity of resources, low trust and lack of collaboration, subjectiveness 
in performance evaluation, corporate culture, readiness to cope with 
changes in the environment and technology. The individual factors 
would relate to the personality or motivational disposition of people. 
For example, Machiavellian individuals are more disposed to engage in 
political behavior. And individuals with a high degree of power, autonomy, 
security or status are more likely to behave politically. HR Professionals 
need to be skillful in navigating office politics and find effective ways of 
reducing conflicts in their businesses.

AREFF SALAUROO
PRESIDENT 

&
PRESIDENT 

ASSOCIATION OF HUMAN RESOURCE 
PROFESSIONALS OF MAURITIUS 

AFRICAN HUMAN RESOURCE 
CONFEDERATION

Navigating Organisational Politics
FROM THE PRESIDENT'S DESK
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It is indeed a great pleasure for me to be with you at 
this official opening of the 2019 Human Resource 
Congress. I gather that each year you choose a 
topical issue of particular concern to your profession 

upon which you deliberate so as to come up with ideas 
to improve. And for this 2019 HR Congress, you have 
chosen to focus attention on “The Importance of 
Ethics for Human Resource Professionals”.

Let me congratulate you for the choice of topic. When 
you are ready to talk about Ethics and how high you 
aim in your profession, it also shows how far you have 
reached as a professional association. Mauritius and 
Africa are well embarked in their journey towards 
promoting best practices in people management. And 
I can assure you that you will not only always have my 
full support, but also that of all stakeholders as a happy 
workforce is an important pillar for attracting investors 
and for demonstrating ease of doing business and 
showcasing success built on ethical practices.

The Association of Human Resource Professionals 
of Mauritius and the African Human Resource 
Confederation have been well advised to consider 
giving great importance to ethics for HR Professionals. 
In fact, employment is the most important sector of the 
economy where ethics should be omni-present. We are 
here concerned about people management. So we are 
talking about human beings who naturally expect to be 
treated with respect and to be treated fairly.

Ethical Human Resource Management is based on 
“fairness”: fairness in employee policies and practices, 
which takes into consideration equity, reciprocity 
and impartiality. It has been proven that treating 
employees fairly sends a powerful signal that they 
are valued stakeholders; they are made to feel that 
they are our most important assets. If this is so, 
employees will become willing and high performing 
ambassadors to attract and retain talent in the 
businesses, they become agents for superior quality, 
they contribute in building sustainable businesses and 
most importantly, they determine our comparative 
and competitive advantages.

A look at the day’s programme show a number of 
interesting issues you will speak and debate on during 
the day.
I am sure you will give due importance to ideas 
concerning:
- how employees can build trust in management?
-  how can we ensure fairness in recruitment, training, 

promotion, appraisal and remuneration?
-  under what conditions do we expect our employees 

to work?
-  how can we promote impartiality and consistency 

in discipline?
- How best to manage the whole employment cycle?

The answers to these questions will show your 
preparedness for and ethical approach to Human Resource 
Management. Indeed, employees – our most valuable 
resource in Mauritius, should always be considered as 
part of long-term business strategies. They are capable 
of assisting us in building sustainable businesses with 
inimitable competitive advantage. It is nowadays a 
must for modern businesses to view employees - who 
represent capacity that can be built up through training 
and development - as an investment rather than as a cost.

An ethical approach to human resource management 
always translates into better financial results, better 
working environment, better employer brand, and 
superior customer responsiveness.

Ladies and Gentlemen, I can only encourage the 
members of the Association of Human Resource 
Professionals of Mauritius and of the African Human 
Resource Confederation to persevere in your efforts to 
promote strategic human resource management and 
raise the standards of practices for managing people. As 
I said earlier, the very fact that you are talking about the 
importance of ethics for human resource professionals 
demonstrates your willingness and readiness to face the 
challenges of your noble profession.

With these words, I wish to declare the 2019 HR 
Congress officially opened and I wish you fruitful 
deliberations. And I thank you all for your attention.

Speech of Mr Paramasivum  
Pillay Vyapoory, G.O.S.K.
Ex-Vice-President of the Republic of Mauritius
on the occasion of the Official Opening Ceremony of the HR Congress 2019
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By Mike Clayton

How to navigate office politics

Some of us love it. Others hate it. But the one 
thing you cannot do is ignore it. It might 
not be all Starks and Lannisters where you 
work (if you’re a Game of Thrones fan, you’ll 

know what I mean), but it’s a game nonetheless. 
The only thing you can do is learn the rules.

Accept it
You can’t change the political culture where you 
work. And if you ignore it, you risk seeing your 
career progression grind to a halt. There’s only so 
far that talent alone will get you. But you don’t 
have to embrace dark arts or sharp practice. Look 
at politics as getting to know people, building 
friendships, and arguing for what you believe in.

Understand it
Learn how the game works. Get to know the 
culture and the players. Learn the unwritten 
rules about how to get things done, when to 
show up and say yes, and even what and what 
not to wear. You don’t have to follow every 
convention, but the balance between standing 
out and fitting in is a fine one. 

Find the power
The real decision-makers are not always who you 
think they are. They influence the top people’s 
choices, set events in motion and select staff for 
teams and tasks. Learn about the other players, 
how they play the game and what they want 
from it. Start building your relationships.

Map the networks
Map out the links and connections between 
people at work. Who knows whom? Who likes 
whom? Who influences whom? Who knows 
what’s going on? And who calls the shots? 
Use this network to build a web of alliances, 
friendships and informers. 

Plan your campaigns
It’s not enough to have a good case behind your 
proposal – whether it is for a business project or 
a promotion. You need to anticipate objections 
and prepare your defence. Secure your network, 
build a coalition, and think about approach, 
place and time. Know how your proposal fits 
with the objectives of the people who can 
influence and make decisions. 

Promote your wins
Good public relations lie in-between humility 
on the one hand, and shameless self-promotion 
on the other. If you aren’t promoting yourself, 
no-one else will. But this isn’t to say you can’t 
get them to. The best part of your strategy is 
getting others to sing your praises, while you 
look humble. 

Grow your charisma
People like those who smile, are confident, make 
time to listen, do favours, stay calm in a crisis, are 
polite under pressure – and, importantly, who 
know their name. Study the successful players: 
what do they have that you don’t... yet? Acquire 
their skills. Emulate their style.

Keep it clean
Never stoop to bullying, deceit, lies or 
manipulation. They never form a sustainable 
strategy in the long term; they merely offer a 
short-term advantage. If anyone steps over the 
line, call it out. Your popularity may take a brief 
hit, but the people whose respect you value will 
stick with you.  

*Printed with the kind permission of Edge,  
the official journal of the UK Institute of 

Leadership & Management 

You don’t have to play dirty to make your influence felt
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By Dr Christian Busch 

Follow the star

More and more leaders are now 
choosing to acknowledge the 
environmental and social impact 
of businesses. Tackling societal 

issues and solving meaningful problems can 
potentially help to attract and retain talent, 
increase innovation and creativity, and shape 
personal and organisational legacies. Time and 
time again, however, leaders report that they 
feel overwhelmed by the need to create an 
organisation that combines doing good with 
doing well financially. So how can we develop 
competitive organisations that go beyond the 
occasional corporate social responsibility (CSR) 
initiative and the well-meaning, yet ineffective, 
narratives on ‘purpose’ that abound? 

Research undertaken at the London School 
of Economics and international collaborative 
Leaders on Purpose suggests how we can 
develop ‘Impact Organisations’ – organisations 
that manage to integrate profit and purpose at 
scale. 

1.  Link the organisation’s mission with 
global issues. Many leaders recognise the 
importance of a ‘real company purpose’, but 
there is often a void in terms of how to develop 
a ‘north star’ that is truly relevant. So how can 
we address this challenge? Organisations 
such as risk management services provider 
DNV GL and nutrition company DSM use the 
United Nations’ Sustainable Development 
Goals (SDGs) to inform their purpose. They 
also integrate their purpose with a modern 
understanding of their legacy and roots. 

Research by Leaders on Purpose, entitled 
North Star: Purpose-driven Leadership for the 
21st Century, shows that in companies such 

as confectionery giant Mars, food company 
Danone and furniture retailer IKEA, principles 
are being integrated into decision-making 
processes and performance reviews. Given 
that we tend to only value what we measure, 
it is important to commit to non-monetary key 
performance indicators as well as monetary 
ones. 

2.  Operate in effective ecosystems. In a 
changing world that presents many complex 
challenges, it is imperative that organisations 
think and operate in the context of 
ecosystems. These ecosystems should consist 
of public and private partnerships that build 
on agreed frameworks such as the SDGs, 
which act as a common denominator to 
connect diverse stakeholders. Traditional 
companies are already engaging with a broad 
variety of stakeholders in order to achieve 
both a financial and a social impact. For 
example, in Colombia, food services provider 
Sodexo is working with the government, 
local farmers, brewer Anheuser-Busch InBev 
and rebel organisation the FARC to rebuild 
peace in the area by introducing barley as a 
commercial crop. 

3.  Use local resources and simple, embedded 
technology. The potential to use new 
technologies, such as artificial intelligence 
and the internet of things, for more purposeful 
activities is enormous. Basic technologies, such 
as mobile phones, can also serve as platforms 
for low-cost innovation. For example, social 
enterprise RLabs, a Cape Town-based social 
enterprise that helps drug addicts and their 
families, has used simple mobile phones to 
enable people to support and train each 
other, and often move on to develop their 

How can we develop companies that integrate profit and purpose at scale? 
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own products, services and even companies. 
RLabs, with almost no central resources, 
managed to scale into over 15 countries – not 
because of fancy technology, but because it 
identified local champions (for example, in 
local hospices), gained a good understanding 
of local structures, and enhanced, rather than 
substituted, local social and human capital. 
Rather than having (or pretending to have) all 
the answers themselves, RLabs’ leaders asked 
the right questions and let locals adapt, based 
on the respective context. Leaders should 
note this shift from ‘managing’ to ‘inspiring’ 
networked structures and communities, 
which can be found both within innovation 
hubs and larger companies, such as the 
world’s biggest white goods group, Haier. 

4.  Cultivate a serendipity field. One of the 
most surprising insights from our research 
is how receptive purpose-driven leaders 
are to gleaning unforeseen insights. Many 
successful executives delight in fostering 
cultures where serendipity and sense-making 
spontaneously emerge – for example, by 
establishing zero-distance user interaction 
or project funerals (celebrating the learnings 
from failed projects). By celebrating the art 

of the unexpected, they promote innovation 
and secure long-lasting organisational 
success in a world where we cannot predict 
what will happen next. Developing the 
ability to ‘see’ potential triggers and use the 
unexpected to achieve positive outcomes – 
the ability to cultivate ‘serendipity spaces’ – 
becomes a major skillset for individuals and 
brings dynamic capability to companies in a 
rapidly changing world. 

There are no silver bullets. Constant iteration 
and learning are core to surviving and thriving 
in a world that is characterised by high 
uncertainty. Success requires a real – rather 
than ‘fake’ – commitment to societal impact. 
By following these four steps, organisations can 
start to balance profit and purpose, and develop 
companies that are truly fit for the future. Not 
only is this good for business, it offers a big 
opportunity for leaders to contribute to the shift 
towards a more enlightened form of capitalism, 
a journey that we can proudly tell our children 
and grandchildren about.

*Printed with the kind permission of Edge,  
the official journal of the UK Institute of 

Leadership & Management 
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By Achanah Chiniah

How office distractions are 
messing up workers' morale

I n a few minutes it takes to read this article, 
chances are you’ll pause to check your 
phone, answer a text, switch to your laptop 
to read e-mails or glance at Facebook or 

Twitter messages popping up in the corner of 
your screen. Off-screen. in your open-plan office, 
crosstalk about a colleague’s pre-schooler might 
lure you away or a co-worker may stop by your 
desk for a quick question. And bosses wonder 
why it is tough to get any work done.

Distraction at the office is hardly new, but as 
screens multiply and managers push frazzled 
workers to do more with less, companies say the 
problem is worsening and is affecting business.
While some firms complain about workers 
wasting time on the internet, companies are 
realizing the problem is partly their fault. Even 
though digital technology has led to a significant 
productivity increases, the modern worker 
seems customer built to destroy individual 
focus. Open-plan offices and an emphasis on 
collaborative work leave workers with little 
insulation from colleagues’ chats.

REAL WORK
A ceaseless tide of meetings and internet emails 
mean that workers increasingly scramble to 
get the ‘real work’ done on the margins, early 
in the morning or late in the evening. And the 
tempting lure of social networking streams 
and status updates make it easy for workers to 
interrupt themselves.

I recall a CEO saying ’It is an epidemic. At most 
companies, it’s a struggle to get work done 

on a daily basis, with all these things coming 
at you’. Office workers are interrupted or self-
interrupted in every three minutes, academic 
studies have found its numerous distractions 
coming in both digital and human forms. Once 
turning off-track, it can take more than 20 
minutes for a worker to return to the original 
task. says Gloria Mark, a professor of informatics 
at the University of California

Companies are experimenting with strategies 
to keep workers focused. Some are limiting 
internal emails while others are banning them 
entirely. Simultaneously others are reducing the 
number of projects workers can tackle at a time. 
One company director told me recently that 
his 200 employees had grown stressed trying 
to squeeze in more heads down, focused work 
amid the daily storms of emails and meetings.
‘It became personally frustrating that they were 
not getting the things they wanted to get done’, 
he said to me. At meetings attendees were often 
checking email, trying to multitask and in the 
process obliterating their focus.

THE TELEPHONE
Part of the solution was that often forgotten 
piece of office technology: the telephone. One 
CEO and his Productivity Consultant found out 
that employees communicated almost entirely 
over email, whether the matter was mundane or 
urgent, like an equipment issue. They, therefore, 
instructed the workers to let the importance 
and complexity of the message dictate whether 
to use cellphones, office phones or emails. Truly 
urgent messages and complex issues merited 

Distraction at the office is not new, but as bosses push workers 
to more with less, companies say it’s hurting their business 
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phone calls or in-person communications, while 
email was reserved for messages that could wait.

Workers now pick up their phone more, logging 
fewer internal emails and say they have more 
clarity on what’s urgent and what’s not, although 
he said staff still have to stay current with emails 
from clients or co-workers outside the group. 
Recently he instituted a no-device policy during 
some team meetings, a change that has made 
gatherings more efficient. 

SQUEEZING TASKS
But not all workplace distractions harm 
productivity. It has been found that people 
tended to work faster when they anticipated 
interruptive, squeezing tasks into shorter 
intervals of time. Workers’ accuracy suffered 
little amidst frequent interruptions but their 
stress level rose significantly. 

Other studies have revealed that occasional, 
undemeaning distractions such as surfing the web 
can help increase creativity and reduce workplace 
monotony, which may help boost alertness.

EMAIL PROBLEMS
After an internal study found that workers spent 
some two hours a day managing their inboxes, the 

CEO vowed to phase out internal email entirely.
Workers can still use email with outside customers, 
but managers have directed workers to 
communicate with colleagues via an internal social 
network, which the company installed last year.

The CEO added that he did not know whether the 
experiment will be a success but in an anti-email 
manifesto posted on the company’s website, he 
compared his company’s effort to reduce digital 
clutter to measures to reduce environmental 
pollution after the industrial revolution.

STAY ON TASK
Office workers are not the only ones struggling 
to stay on task. At Robins Air Force Base. in 
Georgia. in the USA, fewer than half of planes 
were being repaired on time because employees 
were working on too many planes at once and 
toggling too many tasks on each. 

So it was decided to reduce the number of 
aircrafts in work in the maintenance docks. For 
example, with one type of aircraft they reduced 
the average number In work to six from eleven.

Fewer projects led to better focus and more on-time 
results. A year after changing workflows, almost all 
the aircrafts are now repaired on time. 
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By Hanane Benkhallouk

Working Ahead : Considering 
the Future of Employment

Even the most optimistic innovator 
views the future with caution, though 
she might not admit it. The path ahead 
promises innovation in technology and 

society alike, welcoming in often-irreversible 
shifts to our social landscapes. This unformed 
potential for change thrills, energizes, and 
empowers those of us seeking progress – and 
yet, the onward march towards innovation 
also comes paired with a sense of uncertainty 
and anxiety. Today, working individuals across 
the globe look nervously towards the future, 
wondering if those same thrilling advances 
in technology will render their labor moot in 
fifty, twenty, or even five years. Theirs is a valid 
and timely concern – but I would argue that 
the future of automation is not necessarily one 
that we should shy away from. After all, we have 
been at these crossroads before.

I invite you to delve back into the past, towards 
early decades of the 20th century. In those 
days, a trip to the department store held more 
interpersonal experiences than a similar journey 
today might entail. Upon entering the store’s 
elevator, clients were greeted by its operator 
and asked what they were looking to purchase. 
Once informed, the operator would promptly 
set to work at a panel of complex wheels and 
controls to close the elevator’s doors, change 
the lift’s speed and direction, and bring the 
passengers to their desired floor as comfortably 
as possible. This was no small feat at the time, 
given the bumpy that a clumsily-handled lift 
could provide. Today, however, advances in 
automation guarantee a smooth ride at the 
push of a button. The elevator operator’s job 
was valid and needed in the early- and mid-
20th century, but having a paid employee fill 

the role today would seem redundant – odd, 
even. Now, we barely notice the time we spend 
in an elevator car.

While the scale of our current situation with 
large-scale automation and AI is obviously 
much broader than the rise and fall of the 
elevator operator, I think the anecdote speaks 
to my point: automation is on the horizon, and 
while we will likely lose some jobs because of it, 
we will ultimately come to adjust. Researchers 
are already forecasting change; according 
to a 2017 study by analysts at the McKinsey 
Global Institute, 5% of today’s jobs could 
be fully automated with currently-available 
technologies. Additionally, an estimated half 
of the activities employees are paid to carry 
out could be at least partially automated – 
especially in fields such as manufacturing, retail, 
and accommodation services. The study further 
projects that given improved technology, 
roughly 50% of work humans do today could 
be outsourced to automation by 2055.

These statistics sound like the start of a science 
fiction novel – but they aren’t frightening, 
not really. The study referenced above notes 
the increased productivity and importance of 
what they dub “knowledge work:” leadership 
and decision-making, interpersonal efforts, 
long-term planning and strategy, and creative 
innovations. Machines produce, but they don’t 
create; while automation allows businesses 
to thrive with higher rates of production and 
fewer errors, it can’t compensate for a human 
directive touch. Increased automation will allow 
companies to turn their focus away from sheer 
production and towards creative innovation for 
the future. 
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Of course, this doesn’t mean that we should 
content ourselves with automating and 
expecting productivity. Rather, we must plan for 
our integrated future by mapping out exactly 
how we can pair our human intelligence with 
mechanical capabilities. Company executives 
must devote time and effort towards building 
out business structures that embrace a tech-
savvy future, rather than content themselves 
with outdated systems. After all, who is to 
say that organizational frameworks that work 
well now will function equally well in the next 
decade? We need to embrace an ideological 
corporate shift away from boosting daily 
production and towards fostering in-house 

creativity and out-of-the-box thinking. Human 
resource departments stand to become even 
more important as the question of talent 
acquisition shifts ever further from: “Can he/
she do the job?” to “Can he or she innovate 
within this role, and bring a new perspective to 
the department as a whole?” We stand on the 
cusp of a world where intelligence and thought 
leadership stand above mere production and 
mechanics. Our time to prepare and plan is now 
– otherwise, we may find ourselves lost, as it 
were, in the elevator lurch.

*Printed with the kind permission of  
The HR Observer
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Constant Change & Innovation  
to Gain the day : Here’s Why

A lot has changed in the space of 
human resources over the past several 
decades. Gone, in large part, are the 
personnel departments whose focus 

was solely processing of employee pay and 
benefits. The more pressing question for HR 
professionals is no longer how to get a seat at 
the table, it is how best to use that seat at the 
table to be a competitive advantage for the 
organization beyond the traditions of staffing 
and talent management.

To achieve this, HR needs to embrace innovative 
thinking that takes the skill team outside of 
traditional areas of “expertise,” and into areas of 
the business where their skills can be stretched, 
challenged, and impactful to the bottom line. 
Why do we need to call for change now more 
than ever?

An exclusive insight on change & innovation in 
HR with some of the top HRSE (HR Summit & 
Expo) speakers. We have:

How has HR and learning changed in today’s 
digital world?

Abdulla: In today’s VUCA World, The Learning 
& Development domain have been highly 
adaptive and lived up to the challenge by being 
dynamic through new concepts of Flipped 
Classrooms, Many to Many Learning and evolved 
into various philosophies earlier unheard of for 
instance Micro learning, Reverse Mentoring etc. 
as well as utilising new technologies of Mobile 
Learning, Artificial Intelligence and so on. For 
the future of Corporate Learning I feel needs to 
be Open Minded, Social, Personalised, utilizing 
Immersive Technologies, Gamified, promoting 
Creativity & transformative in nature. While 
the traditional methods of Collective, Visual, 

Reflective, Experiential would still have to 
continue. The ideal scenario would be to achieve 
a hybrid model based on business needs.

Mahmoud: HR is reinventing its mission and 
vision. One of the new values to contemporary 
HR is to empower employees. Empowering 
employees includes coaching them into 
becoming independent, able to craft their 
own learning journey and decide what is best 
for them. The employees’ learning journey is a 
pilot that shows reflection on their role in the 
organization, their ability to plan, lead, develop, 
innovate, cooperate and make decisions.

Ashirvad: The digital revolution changed 
the world, business and people – it affects 

“ Every once in a while, a new technology, an old problem,  
and a big idea turn into an innovation ” Dean Kamen 
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what we do and how we do it, both privately 
and professionally. The accelerated rate of 
change, relentless innovation requires a more 
flexible approach to employment and self-
development. Having multiple careers in a 
lifetime is no longer impossible but becoming a 
requirement. Reinventing oneself, the search for 
job and life fulfilment drives employees to self-
engagement and a journey of self-development 
and personal satisfaction.

What are the top 3 success factors for leading 
and driving transformational change?

Abdulla:
External Market forces
Internal Business Dynamics
Automation and incorporation of new Technology

Mahmoud:
Applying employee engagement on an 
emotional and intellectual level, as employees 
and team members should be involved in setting 
the annual plan, doing the SWOT analysis, 
building the strategy, and therefore they will 
be eligible for support in decision making and 
implementation.

HR as a business partner should initiate HR & 
non-HR initiatives which involves stakeholders 
from different departments across the 
organization. Different departments should 
work on common strategic projects which 
impacts the organizational KRA’s.

Success should be documented in form of 
knowledge management and copyrighted by 
the employees who took part in it, as form of 
recognition. This success is communicated to 
the customers as employer branding. 

Ashirvad:
People need to know the organization’s 
identity. HR and leaders need to establish 
and communicate with employees who the 

organization is, what it stands for and what it 
is trying to achieve. Employees need to be self-
aware and find the position where they can 
deliver and use their strengths and passion.  

Driving transformational change requires a self-
motivated and self-engaged workforce. During 
our research for the book “Full of Life” we found 
that people need to be given the flexibility 
and autonomy to deliver results. Flexible agile 
teams are ones where individuals can use their 
talents to deliver results which are aligned to the 
organization’s identity and purpose. Keeping 
each other and themselves accountable for the 
success of the organization as a whole.

People need to be challenged, given opportunities 
to learn, develop and experiment. They will drive 
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innovation and creativity, trying new methods, 
processes and practices. A key aspect is training 
on process monitoring and improvements that 
will help drive change in a structured manner. 

What are the latest 3 trends you are seeing 
in how organisations are developing and 
managing their talent?

Abdulla:

Gearing towards Learning Centers of Excellence 
(ISO accreditations, Awards etc.)

More into Certification Courses & Workshops with 
Continuing Professional Development (CPD) points

Transformation of systems smarter versions by 
incorporating Artificial Intelligence, smart searches, 
Machine Learning etc. 

Mahmoud:
Organizations are trying to “utilize” the talents 
of their employees however, what many 
organizations do not understand is that people 
are “multi-talented” and the diversity of talents 
is in each and every one of us. That’s why career 
shifting has become a trend now. Organizations 
should utilize the multi-talents of each employee 
to serve in his/her own department and act as 
internal consultant for other departments.

Organizations started to hire based on 
talent, ideas and project management skills 
instead of (academic degree, certificate, 
years of experience, etc), which gives a fair 
chance to everyone in the market without 
being discriminated or stereotyped based on 
education and experience.

Self-learning becomes a KPI to every employee 
where it reflects upon their performance appraisal 
based on their amount of self-learning, it’s impact 
on work and productivity, and knowledge sharing 
with colleagues. 

Ashirvad:
Organization are beginning to challenge their 
understanding of the word ‘Talent’. Some 
organizations are moving away from the 9-Blocker 
and traditional talent assessments. Virtual Reality 
Assessments and Assessments backed by data 
scientists who can analyse and predict potential 
are being used by progressive organizations.

The flipped classroom is a trend in talent 
development with organizations and employees 
questioning the real value of long term education 
program that are traditionally provided to 
Top Talent in partnership with universities. 
Many of these High Cost classroom led, 
theoretical programs have neither led to Talent 
Engagement or Business Impact. Organizations 
are moving to a blended approach to develop 
their talent by using Job Rotation, Enlargement 
and Enrichment coupled with Mobile learning.

High Potential talent usually demands 
development and growth or will find an 
organization that provides it. A new trend is using 
real time engagement and social collaboration 
apps to listen to and understand the pulse of 
the organization. Through genuine involvement 
by HR and Business Leaders these apps assist 
the organization to listen to what’s happening 
within and to understand employee motivators. 
Organizations that are able to analyse and act 
on this data are better able to identify, manage 
and develop talent. 

How will AI, machine learning and new 
workplace technologies shape the future of 
HR in the Middle East?

Abdulla: The Middle East could be on the 
cusp of renovation journey to incorporate 
New Age Technologies considering the young 
demographic profile of learners as well as 
skewed ratio of residents (citizens vis a vis 
expatriates) as well as the thirst to implement 
best practices elsewhere.
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Mahmoud: I believe that technology will solve 
the problem of unemployment, and this is 
through respecting the human talent and ability 
to generate ideas. The workplace will embrace 
innovation, and shall solve the common 
problems of every employee which is “feeling 
un utilized, having ideas that are not brought 
to light, talent unappreciated, etc.”

We will not need to work 8 hours a day, with 
AI and full automation and RPA we will be 
focused on innovation, brain storming, change 
management, collaboration, where our time will 
not be wasted in operations and routine. This 
will help us grow a work-life balance, increase 
our wellbeing, and therefore our minds will have 
more capacity for innovation.

Ashirvad: AI begins with big data. Applying 
algorithms, patterns as well as anomalies 
to vast pools of data, can prompt leaders to 
better understand, act and work with their 
teams. This applies to management based on 
past scenarios, current trends and accurate 
predictions. Analyzing workforce data, AI can 
flag employees who display signs of discontent 
and those who did extremely well. Based on 
such alerts, leaders can take action to keep 
valuable people onboard. AI can assist with 
uncovering hidden talents and match talent 
with the work they love to do. Many leaders 
currently do not know or just do not have the 
time for a lunch invitation, a deep discussion, a 
pep talk or a simple thank you. With prompts 
from AI, we can all make sure that these actions 
become an integral part of the way we work.

Why are you speaking at the HR Summit 
& Expo in Dubai, and why would you 
recommend that your peers attend?

Abdulla: The summit is to be considered a 
networking platform for Subject Matter Experts 
& Learning professionals eager to take away key 
technologies that can be benchmarked with 

their own Organization’s practices. This would 
inculcate a spirit of continuous improvement 
that is the need of the hour as we cannot afford 
to rest on our past laurels. I always believed that 
the biggest room in the world is the “Room for 
Improvement”

Mahmoud: The summit is to be considered a 
networking platform for Subject Matter Experts 
& Learning professionals eager to take away key 
technologies that can be benchmarked with 
their own Organization’s practices. This would 
inculcate a spirit of continuous improvement 
that is the need of the hour as we cannot afford 
to rest on our past laurels. I always believed that 
the biggest room in the world is the “Room for 
Improvement”

Ashirvad: After nearly 3 years of research and 
development, we are launching our book Full 
of Life – Discover the Path to Success in your 
Life, Career and Business. Having attended the 
HR Summit for the past 6 years as Delegate, 
Exhibitor, and Speaker we see the potential to 
get our message out to key players in HR and 
Business in the Middle-East. With over 5000+ 
attendees across levels and departments the 
HR Summit is a great platform to talk about 
living a life which delivers personal satisfaction, 
fulfilment and enjoyment. This message is 
applicable to individual employees as well as 
business leaders. We expect to speak with HR, 
OD and Learning Professionals about how they 
can create an organization that is Full of Life. We 
want to challenge the paradigm of traditional 
engagement that is employer led. We want to 
introduce a new way to drive engagement that 
is a partnership between an organization and its 
people. We wish to champion change through 
this innovative concept of Self-Engagement and 
Transform HR, employees, departments and 
organization around the world. 

*Printed with the kind permission of  
The HR Observer
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By Wendy Dessler 

How to Select the Best Payroll System 
Solution for Your Business

Paying your employees weekly, bi-weekly, 
monthly, or on another schedule is a 
top priority for most business owners. 
However, the process of doing payroll 

can be quite time consuming and tedious. If 
you have a limited HR staff or, as the owner or 
manager, are stuck handling this on your own, 
it may be time to consider outsourcing the task.

Today, a large number of small and big 
companies choose online payroll services to 
simplify paying their employees, while ensuring 
everything is still accurate and on-time.

When you begin looking for payroll system 
options and if you visit HR Payroll Systems 
website and other providers or these services, 
you may wonder how to choose the right option. 
This is a good question and one that needs to 
be considered carefully. Keep reading to learn 
more about payroll services and how to find the 
right one for your company.

BUSINESS NEEDS
No two businesses are exactly the same. As a 
result, each company is going to benefit from 
different features that cater to their business’s 
unique needs. Today, you can find a wide array 
of customized small business payroll software, 
which can help your business significantly.

When selecting a system for your payroll, 
you need to consider what it is you are trying 
to accomplish or what your pain points are. 
Some of the factors that are going to impact 
this decision include your company’s size, your 
budget, and how comfortable and familiar you 
are with legal and regulatory payroll factors.

FEATURES  
Besides the ability to handle your tax obligations 
and payroll processing, which are must haves 
for any payroll software, you need a few other 
features too. For example, you should find out 
if the service provides you with several pay 
options, such as prepaid debit cards, paper 
checks, and direct deposit.

It’s also a good idea to see if the system offers 
paid-time-off management, detailed payroll 
reports, unemployment insurance, workers’ 
compensation administration, garnishment 
payments, and multiple wage rates.

While you want an array of features, don’t choose 
a system that seems to go overboard. Too many 
features can make a system more complex than 
it needs to be.
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CONSIDER FUNCTIONALITY VS COST
You also need to consider the cost of the 
software when making a decision. Even if you 
have a limited budget for this purchase, going 
with the cheapest product may not be best. The 
cheaper the solution you choose is, the more 
manual work you are going to have to do.

By choosing a payroll solution that costs slightly 
more now, it can help you save money in the 
long run. Also, the more accurate you are, the 
more money you can save on compliance errors, 
tax, and payroll, along with penalties that occur 
because of the errors.

EASE OF USE
The payroll services you choose should not be 
so complex you don’t understand what they are 
or how they work. The interface should be easy 
and comfortable, and it should allow you to run 
payroll easily and add or remove employees in 

just minutes. If this functionality isn’t provided, 
it’s best to look elsewhere for a solution.

SUPPORT
Try to find a payroll service that gives you the 
help you need, when you need it. You need to 
ask about if you are going to have a dedicated 
support representative who is always going to 
be your point of contact, or if there is a general 
“help line” you call into when a problem occurs.
Finding the Right Payroll Solution

Finding the best payroll solution for your business 
doesn’t have to be a difficult task. By using the 
tips and information here, you can feel confident 
that you have found a solution that meets the 
needs of your business, while helping you save 
money, and improve employee satisfaction rates.

*Printed with the kind permission of  
The HR Observer
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Kate is a digit nomad, and she writes blog 
posts, websites, promotional material, 
and Adsword accounts. At times she puts 
together Infographics and at times builds 

full websites for clients. She is not rich, and her income 
is somewhat unstable, but Kate earns enough to 
keep traveling, and that’s a good life for her.

Kate knows how to budget. When she worked at her 
job in Australia, she saved quite a bit of money. She 
had a nice bank account but says that it’s all gone now. 
She looks at what she has in the bank and analyzes 
her future work projects before she makes travel 
plans. Kate sticks to cheap destinations that include 
South East Asia and Eastern Europe. Once she gets 
enough money ahead, she travels to more exotic 
locations, works in exchange for accommodations, 
and writes blogs for HR companies that pay her to 
promote being a digital nomad.

Kate knows that her budget will go far if she 
lives and works as much as she can in South East 
Asia and particularly Chiang Mai, Thailand. The 
living in Chiang Mai is very affordable at $1,104 
per month, and many digital nomads live and 
work in Chiang Mai. The internet is fast, and the 
city is very friendly to foreigners.

Chiang Mai is in mountainous northern Thailand 
and retains hundreds of elaborate Buddhist 
temples. This charming city is a well-established 
digital nomad community, and it’s easy to find 
short-term living spaces.  Kate writes in her 
living space in Chaing Mai, but she loves the 
countryside for its a plethora of things to do like 
weekend getaways and day trips.

Write your heart out, recruit for your HR company, 

and then take you to check an go to Lampang 
White Temples. Lampang is a place that is off the 
beaten path, and not many tourists know about 
Lampang White Temples. Explore the stunning flora 
and fauna of a small town at the end of a winding 
3-hour drive from Chaing Mai – Pai. Pai is well worth 
the trip and the drive.

Take a break at Do Inthanon National park, 
which is a great place for hiking, waterfalls, and 
exploring iconic pagodas. The park is cooler than 
Chiang Mai and if you want, sit in the meditation 
retreat and clear your head.

Budget for a Digital 
Nomad in Chaing Mai
By Frederik Haentjens
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I asked specifically about Kate’s budget, and she 
listed that living in Chaing Mai means working and 
living within walking distance of markets. Hire a 
bike, which is a very cheap way to get around, 
and Kate’s living apartment costs only USD$425. 
Kate spends $40 on the internet, $20 on water and 
electricity, and $25 on the phone. She budgets 
$200.00 for food, $70 for coffee and $20 for water. 

She does enjoy Chaing Mai’s nightlife but keeps 
her alcohol consumption to about $5.00 a month. 
Kate gives this advice, “Avoid the craft beer here in 
Chaing Mai! It’s expensive.”

You can cut costs a bit more by researching 
living places and getting cheaper rent. Look 
for inexpensive transportation or start walking 
everywhere.

If you love to travel to outlying areas, bike rental 
is relatively cheap or hire a scooter bike that 
could cost you around $60 per month. The cost 
of a scooter bike is worth it if you want to travel 
around the area.

*Printed with the kind permission of  
The HR Observer
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“I am responsible for doing daily 
standups with my team but one team 
member resists.” said one young 
Agile coach. “Why does he resist?” 

exclaimed a group of Agile coaches. “I do not 
know really. He simply does not want to stand up 
and do daily standups. That team member is a very 
senior employee and I am quite a young Agile coach. 
Maybe he thinks that he should not follow a young 
employee like me. Still, I insist that he stands up to do 
the daily standup.” responded the Agile coach in a 
very frustrated manner. This was a conversation 
I heard in a session of an Agile business meeting 
in Europe. This might be a challenge faced by 
some organisations going through an Agile 
transformation. 

Many organisations start their Agile 
transformations by implementing Agile 
practices (e.g. scrum, kanban, design thinking, 
etc), while they maintain a bureaucratic 
mindset. That is one of the reasons why many 
Agile transformations fail. According to the 13th 
Annual State of Agile report, the biggest barrier 
to adopting Agile is organisational culture. 

Numerous experts define Agile differently. Steve 
Denning is one of the leading business thinkers in 
the world and his definition captures the essence 
of Agile. According to Denning, an organisation 

is Agile, when that organisation a. continuously 
provides customer value, b. has small and cross-
functional teams working in short cycles and c. 
the whole organisation operates as networks of 
small teams. If any of these three values is missing, 
an organisation is not Agile. Below you can see 
three challenges of Agile transformations as well 
as three actionable ideas to deal with them. 

Imposing Agile: In many organisations, 
managers decide to adopt Agile and select a 
method such as Scrum to start with. A specific 
method is imposed on employees. We then see 
many teams doing the rituals of Agile such as 
daily standups without having an Agile mindset 
at all. In this article, Denning states: “Some 
instances of supposedly agile management have 
as much relation to real Agile as someone wearing 
flamenco costumes and talking about flamenco, 
without having mastered flamenco dance steps 
or displaying a feel or flair for flamenco music.”

Takeaway for leaders: Understand & embrace 
the essence of Agile and enable employees 
to adopt Agile without imposing any tool on 
them. Simply allow them to work with any tool 
or method as long as it helps your organisation 
to continuously add value to customers, work in 
short cycles and allow the whole organisation 
to work in that way. 

Mainly individual-based incentives: In certain 
organisations, incentives are based on individual 
performance. This might have a negative effect 
on employees’ collaboration with one another. 
Collaboration and cross-functional work are 
crucial in Agile to be able to continuously add 
value to customers. 

“Doing Agile” or 
Becoming Agile?
By Mehmet Baha
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Takeaway for leaders: In addition to individual-
based incentives, include team-based ones to 
help strengthen collaboration within and across 
teams. 

Lack of “Why”: Unmotivated employees is 
another challenge organisations face in their 
Agile transformations. Employees sometimes 
do not know why their organisation strives to be 
Agile or employees are not involved in creating 
this change. Therefore, the chances of resistance 
to Agile adoption can be bigger. 

Takeaway for leaders: Make sure employees 
know why they are implementing Agile. Help 
them articulate a motivation for adopting Agile. 

In fact, Agile transformation is a journey and it 
takes time. According to 2019 Business Agility 
Report, the longer the business agility journey, 

the bigger the chance to be Agile, that is to have 
a higher business agility level. 

People Operations or HR can help expand an 
Agile mindset throughout an organisation and 
create & maintain a learning organisation which 
continuously adds value to its customers. This 
way, an organisation is more likely to move from 
“doing Agile” to becoming Agile.

*Printed with the kind permission of  
The HR Observer
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By Stela Lupushor

Five 2019 trends that  
are redefining HR’s role

TREND 1: UPSKILLING
Over the past decade in pursuit of satisfying 
shareholders in a lackluster economy, companies 
focused on cost reductions, which would 
typically include a workforce reduction under 
the guise of skills obsolescence. With the turn 
to global growth and with fewer digitally-savvy 
candidates in the market, companies now have 
to rethink their workforce and hiring strategies 
and instead invest in upskilling their workforce.

HR has an opportunity to shape these strategies. 
Ramping up can take multiple forms such as 
partnerships with educational institutions 
and public sector or with startups, forming 
coalitions with other organisations, lessening the 
credentials requirements or a combination of all.

Most of these efforts will still be about investing 
in technical skills. Opportunities will lie in 
supplementing those with soft skills such as 
design thinking, accessibility, communications, 
collaboration, and foundational skills.

Upskilling is not only good for the business, but 
it’s also a responsible way to uplift communities 
and have a positive impact on your brand, which 
in turn will attract more high-quality talent. Win-
win for everyone!

TREND 2: WORKPLACE EXPERIENCE
Companies will continue to find it difficult to 
attract candidates who match job descriptions, 
especially if those descriptions require “unicorns.”
The opportunity is arising for hiring managers and 
HR to distill the work to its essence and reconfigure 

what needs to gets done by whom and how 
(transitioning from “jobs” to “work”). This can bring 
much-needed flexibility in choices of talent such 
as part-time, contingents, stay at home moms 
with only 2-3 hours available, disabled individuals.

It also demands new practices in designing 
and orchestrating how the work gets done, 
measured, rewarded, etc. The field of HR is 
facing a major disruption requiring adaptation 
of its traditional processes and norms to an 
agile, fluid, and distributed work environment. 
The practices of designing around the customer 
experience (CX) will start being adapted for 
the workplace experience (WX) to minimise 
the hassle points for workers and maximise 
everyone’s value creation.

Time to take a page or two from the world of 
marketing?

TREND 3: HUMAN-CENTERED INTEGRATION 
OF PHYSICAL AND DIGITAL
Everyone is going (or doing) digital. Even in 
traditional stores you will start seeing “digital 
shelves”. Digital technologies are changing how 
work gets done and necessitating a different skill 
mix and strategies to either attract or develop 
those skills (see above Upskilling).

The critical component in this transformation is the 
mindset change. “Digital strategy” as not a mere 
new name for automating your processes and 
offerings, but rather a chance to completely re-
imagine them. There is tremendous opportunity 
to re-think the product design and development. 

The Founder and Chief Re-framer of Reframe.Work Inc., identifies five 
ways in which HR has the opportunity to shape the business future.
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Those digital shelves are still in a physical location 
which also happens to be the workspace for many. 
Designing that workplace around the human 
experience (both workers and consumers) is 
where the innovation will come from.

Oftentimes many technologies and experiences 
are not inclusive (not designed with input from 
and consideration of the impact they will have on 
different segments of the population, especially 
the aging). There is tremendous opportunity to 
use digital technologies to create more accessible 
environments (both physical and digital).

This can impact the offerings’ reach and create 
a great sense of pride amongst the employees 
who are marginally involved in such work – 
leading to better engagement, retention, and 
business results.

The only question to HR is – will you take the 
lead in this transformation?

TREND 4: GENDER PARITY
Regardless of the progress we’ve made thus far, 
unfortunately, women still don’t get their fair share. 
Global gender parity is still over 200 years away. 
Analysis of 2017 Gender data from Visier’s Insight 
found that the gender pay gap widened in 2017 
rather than becoming smaller. In 2016, women made 
81 cents to the dollar, but in 2017 women made 78 
cents to the dollar – that’s 22% less than men.

Amplified by the #metoo movement and increased 
attention to diversity and inclusion, there is no 
bigger urgency for HR to take a stand than now.

Organisations have a long way to go to close the 
gap and amplified by the #metoo movement 
and increased attention to diversity and 
inclusion, there is no bigger urgency for HR to 
take a stand than now. #closethepaygap

TREND 5: SOCIAL ACTIVISM
In light of eroding trust in political systems 
and faith-based systems, the individuals are 
turning to corporations to become the voice 
of reason in addressing big systemic issues. 
Such expectations can either be bad news or 
good news for companies, and will definitely 
be an opportunity for everyone to start paying 
attention to issues beyond just satisfying 
shareholders’ demands.

All generations and especially younger entrants 
into the workforce, will demand organisations to 
put more focus on sustainability, transparency, 
equality, and ethical business practices. There 
is a broader set of stakeholders that need to 
be considered, including the workers, the 
underserved communities and underprivileged 
segments, the environment.

Tying your organisational mission to a bigger 
purpose and impact will not only create goodwill 
with your workforce, but new opportunities, 
offerings and distribution channels for the 
business. For HR the notion of employee and labor 
relations is now moving to a whole new level.

In the modern workplace impacted by many 
disruptions – political instability, global trade 
wars, volatility of financial markets, cyber-threats, 
inequality and polarisation – it is time for human 
resources to bring more “human” into the picture.

*Printed with the kind permission of  
The HR Observer
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By India Gary-Martin 

Why diversity still matters

Whilst there have been a number of 
companies that have had some 
form of diversity initiative in place 
for decades, the formal organization 

of widespread programs that are described as 
what we now call Diversity and Inclusion, began 
to appear in force in the late 1990’s. In the US, 
the reasons for implementing these programs 
has morphed based upon the climate around 
discrimination and an inherent need to protect 
the bottom line. Diversity initiatives and programs 
have been most often underpinned by financial 
need – the avoidance of expensive lawsuits in 
the first instance and later the business case for 
diversity as it related to businesses performing 
better which leads to greater revenue.

The civil rights era in the US spawned much 
of the initial talk about diversity and was 
primarily related to race. In the late 90’s those 
conversations began to include other affinity 
groups who were also suffering workplace 
discrimination. With the introduction of those 
other groups into the frame – in a perceived ‘post 
racial’ America, race was pushed to the back of 
the queue and was nominally addressed at best. 
For the next 20 years, most of the formalised 
diversity and inclusion functions, have been 
primarily focused on the women’s agenda.

The UK faced a different issue. With disparate 
Asian and Afro-Caribbean/African communities 
that self-segregate by country and often language 
of origin, there was no collective ethnic minority 
voice driving the discussions around race in the 
corporate space in the early days. The history 
around why ethnic minority groups migrated 
to the UK is very different than the reasons that 
African-Americans landed in the US some 400 

years ago. Severe and often brutal oppression, 
created a community in the US in modern 
times who were at the very least collectively 
focused on having access to opportunity and 
the burgeoning US economy. In the UK, with 
many ethnic minorities being 1st generation – 
the attitude was often assimilation as opposed to 
challenging power structures for representation 
and inclusion. In recent years, that has begun to 
change. In addition to having very few corporate 
role models, the propensity of immigrant parents 
to instil in their children the need to demonstrate 
what is more behaviourally akin to tenured jobs, 
means that more often than not, people who 
are 1st generation and from ethnic minority 
families not have had the bi-cultural corporate 
competency to know that the rules for succession 
in corporate environments are different.  Being 
on time, doing a good job and keeping your head 
down is not the golden path to promotion and 
leadership. It is critically important to understand 
those nuances when setting strategy for hiring 
and retention. It really is like being bilingual.

Though there were and are organizations in the UK 
that have focused on race in this space for decades, 
there has been little measurable change in the 
past 20 years as it relates to the recruitment and 
retention of ethnic minority talent in corporations 
themselves. For that reason, women’s diversity 
initiatives took centre stage in the UK and as such, 
women have been the primary beneficiaries of 
diversity initiatives though the LGBTQ community 
have also made good strides. That being said, 
women and all underrepresented groups are still 
underrepresented – and for all of the effort that has 
been made, much of what is different is attitude. 
The numbers have moved to some extent in each 
pillar but not materially enough – particularly in 
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sectors that have always been primarily populated 
by males like science and technology.

The social climate in the US with its current 
political leanings and the nationalism associated 
with Brexit in the UK are bringing race to the 
fore once again. Progressive organizations 
are publicly doubling down with enlightened 
CEO’s making very public statements, setting 
up specific functions to hire ethnic minority 
talent and introducing functions that focus 
on minority outreach in a big and meaningful 
way. However, more companies have diversity 
fatigue and with regime change, diversity and 
inclusion functions that once had pride of place 
at the leadership tables of corporate CHRO’s are 
being layered down into HR organizations and 
are also being defunded. Some will argue that 
diversity as a mainline is no longer required 
because it is embedded into organizational 
operations and infrastructure. The reality is 
very different. There are few that can point to 
meaningful change in terms of numbers as it 
relates to women, ethnic minorities, LGBTQ, 
disability or age. Awareness of these strands 
has certainly improved but it is far too soon to 
take the foot off the pedal and there are visible 
signs across corporate enterprise of back sliding. 
Awareness is only step one on the curve.

Moving the needle takes direct brave 
action against naysayers who believe that 
demanding a diverse slate of talent and making 
decisions to hire fully qualified talent who are 

underrepresented is being discriminatory to 
the majority. At the current rate of movement, 
there is no danger that women will become 50% 
of the leadership structure or that parity will 
come even close to being reality in corporate 
enterprise for another 60 years. If you review 
the rate of change for the other affinity groups, 
that number decreases even further.

In addition to diversity and inclusion, there are 
some evolved companies that have gone the 
extra step to add equity into the mix – that is 
taking visible steps to level the playing field for 
underrepresented groups. Without equity – you 
can’t have equality. Isn’t that what diversity and 
inclusion is meant to achieve?

Diversity and inclusion are still important and 
should be central to the operating model of 
any enterprise that wants to remain current in 
an ever-evolving global economy. Post the US 
political conundrum and a fractured UK resettling 
in a post Brexit world, only the strong will survive. 
Regaining focus when the dust settles will be 
too late. Smart organizations who have pushed 
through will make it difficult to compete and will 
attract and retain the best talent. Diversity and 
inclusion will continue to be drivers for healthy 
thoughtful businesses but only for those who 
invest. They will become the business cases for 
being on the right side of history.

*Printed with the kind permission of  
The HR Observer
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The Financial Sector has the worst mental wellbeing in the workplace

Is your employer doing 
enough to support ?
In 2017 a study found that more than a third of 

absences in the financial services have been 
due to poor mental health.

Working conditions and the environment in 
which someone works can have a detrimental 
impact on mental health, and equally, someone’s 
mental health can have a significant impact on 
their ability to perform well in their job. Research 
has shown that almost 15% of people in the 
workplace suffer from mental health problems 
with the financial sector being the most severely 
affected. 

Since 2013, 33.9% of absence days in this 
sector have been due to mental ill-health. In 
an interview with HR Magazine, Kelly Feehan, 
Service Director at CABA, stressed that from 
her research 32% of employees wouldn’t tell 
anyone at work if they felt they were suffering 
from stress, anxiety, or depression. It is therefore 
more important than ever for businesses and 
managers to consider the well-being of their 
employees.

PUTTING MENTAL HEALTH 
ON THE BOARD’S AGENDA

The 2018 absenteeism report further revealed 
that workplace absence costs the UK, as a whole, 
£18 billion, a figure that is set to rise to £21 
billion in 2020 and £26 billion in 2030. Rachel 
Suff CIPD emphasises that “if workers have a 
positive sense of wellbeing, they are more likely 
to feel engaged with their work and committed to 
the organisation. This means that they are more 
likely to exert discretionary effort” which can lead 
to higher performance levels.

The impact of stress has reached employees 
in the top positions of the banking industry. 
In 2011, Lloyds Banking Group Chief Executive 
Antonio Horta-Osorio took two months off 
after suffering from sleep deprivation and 
exhaustion. He recently wrote an article for the 
Guardian about the need to end the workplace 
taboo around mental health. He highlighted 
that despite society making huge strides in 
recent years in its willingness to ‘acknowledge, 
confront and treat mental health’, the workplace 
remains an area where we continue to struggle 
with the impacts, and the costs are devastating. 

Antonio has made mental health at Lloyds a 
priority as a result of his own personal experience, 
and stated that it was clear the most important 
change needed was that of mindset: “We must 
move to a way of thinking and recognising that 
we all have mental health just as we have physical 
health.”

Corporate mindset is beginning to change and 
there is an increased pressure for businesses 
to address the wellbeing of their employees. 
In-house activities such as lunch break yoga 
and meditation classes and counselling have 
become popular within companies who have the 
facilities and the budget to run such activities. 
An increase toward the use of digital platforms 
and smartphone applications for mental health 
also shows how self-help resources can be 
beneficial. 

The Wellbeing course by KNect365 Learning 
powered by Working Voices, part of a video-
based communication skills courses for 
business, focuses on powerful coping strategies. 
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Specifically, it teaches ways of managing stress 
and anger as well as rational strategies to help 
employees to deal effectively with pressure.  
The reason why so many people turn to digital 
resources is due to their practicality in accessing 
content and in one’s own privacy. 

The course developer which provides 
communication courses for the like of Citi, HSBC, 
Deutsche Bank and Lloyds, saw a consistent 
increase in the use of the Wellbeing course 
across all their clients base as more companies 
realise that employees’ wellbeing is at the core 
of a positive working environment, constructive 
contribution and performance.

Lloyds Banking Group is not the only company 
to address mental health and wellbeing. Mental 
Health at Work revealed that WHSmith have 
similarly began rolling out changes across their 
business. Alison Garbutt, the Head of Strategic 
Projects, understood the severity of mental 
health when one of her friends and colleagues 
at WHSmith took his own life. In a case-study 
she states, “I used to say that mental health was 
completely outside of my remit – but now I realise 
it is strategically important to the business”. 

*Printed with the kind permission of  
The HR Observer
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By Martin Reeves, Gerry Hansell, Kevin Whitaker, Tom Deegan, and Hen Lotan

Achieving vitality  
in turbulent times

Today’s leading businesses are facing many 
near-term challenges in an uncertain 
economic and political environment. 

More than ever, though, they also need to 
focus on the long term, because the keys to 
success in the next decade will be different from 
today’s. Business leaders need to reinvent their 
companies for the future while ensuring strong 
performance in the present.

In other words, businesses need to maintain 
vitality—the capacity to reinvent the business 
and grow sustainably. To identify vital companies, 
as well as the factors that set them apart, we 
developed the Fortune Future 50 index in 
partnership with Fortune magazine. This year’s 
index demonstrates that some companies 
remain vital in turbulent times—and points to 

how all leaders can make their organizations 
more vital.

The Vitality Imperative
Companies can create value in many ways, 
including pursuing efficiencies, streamlining 
assets, and raising investors’ expectations, but 
in the long run sustainable revenue growth 
is essential to value creation. Over periods of 
at least a decade, top-line growth accounts 
for three-quarters of the best-performing 
companies’ total shareholder return.

But growth is becoming harder to achieve, as 
long-run economic growth has declined (and 
is expected to continue declining as a result 
of demographic headwinds). And even for 
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companies that grow rapidly for a short while, 
outperformance is increasingly difficult to 
sustain. As the pace of business accelerates and 
new models are exhausted more quickly, the 
speed at which the fastest-growing companies 
fade to the average has doubled in the past 
three decades. Past performance is less and less 
a predictor of future success.

To sustainably thrive, businesses need to 
build capacities for continual innovation and 
reinvention. This is especially difficult for large, 
established companies: complexity and inertia 
build as businesses age and grow, inhibiting the 
ability to drive change and renew advantage. 
Compounding the challenge, the most commonly 
used metrics for business (such as growth, market 
share, and profitability) measure only what has 
happened—which is no longer a strong indicator 
of what will happen. To look forward, leaders 
need to measure, and manage, vitality.

Vitality in Adversity
It may seem naive to focus on the long term given 
the adverse conditions that businesses face 
today. Macroeconomic signals are deteriorating; 
policy uncertainty has reached all-time highs; 
digital leaders are facing a backlash against 

technology; investors are becoming more 
skeptical; and there is widespread concern 
about the environmental and social externalities 
created by business.

However, there is still plenty of opportunity to 
grow in times of adversity. Our research shows 
that even during economic downturns, revenue 
growth (not cost cutting) is the primary driver of 
financial outperformance, and companies that 
grow faster during downturns tend to continue 
growing faster after them. Additionally, companies 
that take a long-term perspective on strategy 
perform better than those focused narrowly on 
short-term issues. Finally, turbulent conditions are 
likely to increase competitive volatility – which 
means greater rewards for the companies that 
most effectively reinvent themselves.

For example, Amazon’s market share in US 
e-commerce stagnated at roughly 5% from 
2000 through 2006, more than a decade after 
the company’s founding. But during the global 
financial crisis, Amazon maintained 25% annual 
growth even as the overall market slowed 
to a crawl, nearly doubling the company’s 
market share in a three-year span. Amazon has 
continued to outgrow the market significantly 
every year since—demonstrating that even 
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when the external outlook is difficult, vitality 
can pay long-term benefits, even for large, 
established companies.

The Drivers of Vitality
Our Fortune Future 50 index, now in its third 
year, aims to quantify the factors that contribute 
to corporate vitality and to identify the large 
global companies that are best positioned for 
growth. Vitality operates over long time periods, 
so it cannot necessarily be judged by short-term 
performance, but signs are positive so far: the 
companies from the 2017 and 2018 indexes have 
outperformed peers on both growth and TSR 
since publication. (See Exhibit 1.) Innovation and 
growth are of course risky, and several individual 
companies have not lived up to their promise. 
Nevertheless, in aggregate, vitality today has 
been a good predictor of growth tomorrow.

The index incorporates factors demonstrated 
to predict long-run success, organized into five 
pillars: market potential; strategy, technology, 
and investment; people; and structure. It draws 
on nonfinancial factors as well as financial data. 
For example, we tested various ESG scores, 
recognizing that sustainability and social value 
are increasingly intertwined with long-term 
performance. We consider gender diversity at 
several levels of the organization, finding (in line 
with prior research) that diverse companies are 
more innovative. And we use natural language 
processing methods to decode strategic 
orientation from SEC filings and annual reports, 
identifying companies that take a long-term 
perspective, serve a broader purpose, and 
embrace uncertainty and complexity in their 
strategy. (See “How We Measure Corporate Vitality.”)

To survive the present and finance the future, 
especially in turbulent times, companies must also 
perform well enough in the present. Many of today’s 
high-growth companies are losing significant 
amounts of cash, in some cases triggering investors’ 

Our index is based on two pillars. The first is Future Market 
Potential: the expectation of future growth from financial 
markets, defined as the present value of growth options 
(PVGO). This represents the share of a company’s market 
capitalization that is not attributable to the earnings power 
of existing assets and business models. This pillar accounts 
for 30% of the index.

The second pillar is Company Capacity: our assessment of 
the company’s ability to deliver on this potential. It 
comprises 19 factors, drawn from a larger group of variables 
and calibrated against historical data for their ability to 
predict long-term revenue growth, and accounts for 70% of 
the index. These factors are grouped into four areas:

Strategy. From 30,000 SEC filings and annual reports, we 
used a long short-term memory neural network (a natural 
language processing model that incorporates word order 
and context) to characterize a company’s strategic 
orientation on three dimensions: long-term orientation, 
focus on a broader purpose beyond financial performance, 
and “biological thinking.” We also assess the company’s 
clarity of strategy articulation from earnings calls and use 
the company’s governance rating (according to Arabesque, 
a pioneer in ESG analytics).

Technology and Investment. We assess the company’s 
capital expenditures and R&D expenditures (as a percentage 
of sales, compared with sector averages); the growth of a 
company’s patent portfolio (from a global database of patent 
filings) and that portfolio’s digital intensity (the share of 
patents in computing and electronic communication areas); 
and the quality of the company’s startup investment and 
acquisition portfolio (based on comparison with the best-
performing global venture capital funds).

People. We measure the gender diversity of the company’s 
management and larger workforce; the age of its executives 
and directors; its leadership stability (represented by the 
frequency of executive and director turnover); the geographic 
diversity of its directors; and the size of its board.

Structure. We measure the age since company founding; 
size of the company (based on revenue); and growth track 
record (over prior three years and six months).

Companies were excluded from the Fortune Future 50 
ranking if they had negative cash flow from operations over 
the prior three years on average, indicating elevated 
performance risk.

HOW WE MEASURE  
CORPORATE VITALITY
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fears – which may increase if economic conditions 
worsen. Therefore, we have excluded from our 
ranking companies that have negative cash flow 
from operations, an indication that any growth 
potential may be fragile. Additionally, we also 
stratify our list to account for companies facing 
other significant risks that could derail their ability 
to thrive in the future.

Patterns of the 2019 Fortune Future 50
Our index reveals a bipolar landscape: 88% of the 
2019 Fortune Future 50 are located in the US or 
China (mainly in California and China’s east coast). 
This distribution is in line with recent trends: 
more than 80% of the fastest-growing companies 
over the past three years also come from those 
two countries. Whereas last year’s ranking was 
split evenly between them, this year the US 
accounts for a majority of the top 50, reflecting 
the differential in economic momentum.

When expanding more broadly to the top 200 
companies, however, a wider range of regions 
is represented. (See Exhibit 2.) Nevertheless, 
the patterns of vitality raise questions about 

the competitiveness of Europe in a bipolar 
technological world.

A majority of the top 50 companies are in 
technology and communications services – and 
several others are digital natives (for example, 
Alibaba and Amazon in retailing). This may seem 
counterintuitive, given recent signs of investors’ 
skepticism toward many tech companies 
and the emergence of a host of trust issues 
concerning technology. Indeed, the tech sector 
is coming of age, beginning to face many of 
the regulatory and social issues of more mature 
industries; some companies may not survive the 
transition unscathed. But the index indicates that, 
beyond potential short-term fluctuations, tech 
capabilities are continuing to reshape business 
in the longer run. For example, even if the recent 
hype around some technologies turns out to be 
a bubble that deflates, the investments already 
made may still lay the groundwork for the next 
generation of breakthrough business models.

But despite the tech industry’s prominence 
in the Fortune Future 50, the index displays a 
wide range of good and bad performance in 
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every sector – only 10% of overall variation in 
vitality is explained by differences between 
sectors. One strong pattern in all industries is 
the negative correlation of vitality with age and 
size, reflecting the challenge of inertia and the 
necessity of reinvention. (See Exhibit 3.)

Another pattern emerging from our index is that 
the most vital companies outperform on gender 
diversity, which is the dimension of diversity best 
captured by today’s available data. One-quarter 
of executives at Fortune Future 50 companies are 
women, which is far from an aspiration of parity 
but significantly greater than the average of 17% 
for other large companies. Similarly, 18% of the 
top 50 companies have an executive team that 
is at least 40% female, a level reached by only 4% 
of their peers. These figures reflect the fact that 
diverse organizations are able to generate and 
harness a wider variety of ideas and are therefore 
better able to reinvent themselves for the future.

Finally, our index clearly indicates that the 
businesses with the greatest potential are not 
necessarily the ones with the highest performance 
today: of the companies with an above-average 
vitality score, exactly half are also above average 

in current performance (as measured by EBIT 
margin) and half are below. (See Exhibit 4.) What 
it will take to succeed in the future is likely to be 
different from what it takes to succeed today, so 
leaders need to both run and reinvent the business 
at the same time – what we call ambidexterity.

How to Increase Vitality
Vitality is hard to maintain in large, established 
organizations, but the index points to some 
ways they can beat the odds:

Think differently about strategy. It can be 
natural for leaders to focus on the day-to-day 
issues of running their business, but to maintain 
vitality, they need to counterbalance this tendency 
with a long-term, exploratory perspective. They 
must also recognize that traditional approaches 
to strategy and execution, based on deliberate 
planning and top-down direction, are often 
insufficient in today’s business environment. 
Leaders instead need to master new strategic 
capabilities, such as adapting to shifts in the 
market, shaping the environment in which they 
operate, and renewing strategy when old models 
have been exhausted.
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For example, graphics chipmaker Nvidia (number 
26 of the 2019 Fortune Future 50) entered an 
industry that lacked a clear playbook; as cofounder 
Chris Malachowsky said, “There was no market in 
1993, but we saw a wave coming.”1 The company 
envisioned and dominated a market for graphics 
processing units, which rose in tandem with the 
video gaming industry during the 2000s. More 
recently, the company saw an opportunity when 
the rise of deep learning brought new demand 
for GPUs. In response, Nvidia built platforms to 
shape the development of artificial intelligence 
chip technology with other tech leaders: the 
company partners with Amazon Web Services 
and Google Cloud to deliver machine learning 
infrastructure solutions, and it partners with 
automakers including Volkswagen, Mercedes-
Benz, Toyota, and Volvo to develop autonomous 
vehicle technology.2

Build the right capabilities. To deliver on their 
growth potential, businesses need to build a 
range of dynamic capabilities. These include 
technological excellence (even for companies 
that are not in traditional digital sectors), a 
diverse workforce with a culture that encourages 
the collision of ideas, and the organizational 

capacity to self-disrupt before being disrupted 
from the outside.

Visa (number 43) stands out as one of the 
oldest and most-established companies in the 
Fortune Future 50. It has maintained vitality 
in part by investing in a range of capabilities. 
To manage the transition to digital commerce, 
Visa has partnered with tech giants including 
Apple, Google, and Intel on payment apps and 
hardware, and it is internally investing heavily 
in AI for applications such as fraud prevention.3 
It also maintains diversity, with above-average 
gender diversity in its executive team and in the 
broader organization. And it has demonstrated 
resilience and adaptiveness over a long period, 
becoming one of the world’s ten most-valuable 
public companies as of October 2019.

Organize for ambidexterity. Vitality alone is 
not enough for incumbents to thrive sustainably; 
strong performance in the core business is also 
necessary in order to finance growth. However, 
running the business and reinventing it require 
different skills that are hard to balance – many 
companies fall into either the “success trap” 
(over-exploiting the current business, at the 
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expense of tomorrow’s) or the “perpetual 
search trap” (over-exploring, at the expense of 
profitable commercialization).

Leaders can find an equilibrium by structuring their 
organizations for ambidexterity. This can be done in 
four ways, depending on the diversity and dynamism 
of a company’s environment: separating segments 
of the business according to their situations, so that 
each can adopt a different approach to strategy; 
switching strategic approaches over time; self-
organizing so that business units can choose a 
variety of approaches; and tapping into ecosystems 
to benefit from partners that specialize in each 
approach. (See Exhibit 5.)

For example, Tencent (number 12) restructured 
its business in late 2018 for the first time in six 
years to align its organization with its strategic 
demands.4 The company consolidated some 
business units in consumer-facing segments, 
which have historically driven its success; 
meanwhile, it created a division to focus on cloud 
computing, the industrial internet, and other 
business services it expects to be major growth 
drivers. By separating this group from its legacy 
businesses, Tencent can apply different strategic 
approaches to each part of the company.

Use forward-looking metrics. Past performance 
is no longer as likely to persist, yet businesses 
today tend to be managed with only backward-
looking metrics. Leaders need to complement 
those with forward-looking measures to 
understand their company’s fitness for the future.

For example, Thornton Tomasetti, a leading 
engineering firm, has adopted methods to 
measure and manage its vitality. The company 
monitors the share of its projects that incorporate 
recent innovations, an indicator of its capacity 
to develop new growth options, and it has 
taken actions to improve on key components 
of vitality, such as the number, diversity, and 
velocity of ideas in the organization.

As chairman and CEO Tom Scarangello said, “We 
see vitality metrics as a way to quantify that we’re 
doing what we need to do to achieve our goal of 
being the global driver of change and innovation 
in our industry.”

Business leaders face many short-term issues, 
but the need to reinvent their companies 
for the long term is more urgent than ever. 
By emphasizing vitality, as well as current 
performance, companies can thrive sustainably.
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By Shervin Khodabandeh , Ronny Fehling , Burt LaFountain , Sylvain Duranton , Philipp Gerbert , 
Annais Paetsch , and Martin Reeves

How to Win with 
Artificial Intelligence

Among the many companies investing 
in artificial intelligence, there is one 
surprisingly exclusive group: companies 

that actually generate value from AI. And right 
now, at least, the odds against gaining admission 
are sobering. According to a survey of more than 
2,500 executives—conducted for a new report 
by MIT Sloan Management Review, BCG Gamma, 
and BCG Henderson Institute—seven out of ten 
companies report minimal or no gains so far from 
their AI initiatives. Why do some efforts succeed 
but many more fail?

It’s a crucial question, as the importance and 
urgency around AI are greater than ever. Nine 
out of ten survey respondents agreed that AI 
represents a business opportunity for their 

company. And nearly half – 45% – perceive 
some risk from AI. So while companies see a 
lot of potential in AI, they also fear that their 
competitors may realize it first.

The report looked for patterns in the survey 
data—supplementing the analysis with in-
depth interviews with executives leading AI 
initiatives. The idea: to uncover the common 
strategies and approaches employed by those 
companies that do generate value.

Ultimately, a set of critical strategic, 
organizational, and leadership behaviors 
emerged: steps other companies can take to 
boost their chances of joining that select club—
and winning with AI.
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Integrate AI Strategy  
with Business Strategy
AI is often considered solely from a technology 
perspective and little wonder, since its 
capabilities rely on – and continually improve 
through – technical innovations. So at many 
companies, AI efforts have an IT-centric focus. 
But as it turns out, this is the wrong approach. 
The companies that derive value from AI view 
it as a core pillar of their business strategy and 
tightly integrate their AI strategy into their 
overall business strategy.

Tying AI with business strategy ensures that 
AI initiatives get the right focus across the 
organization. That’s vital because the vast 
potential of AI is a double-edged sword. With 
so many possibilities for applying AI across 
an organization, efforts can be scattered and 
ineffectual. Linking AI with business strategy 
helps companies zero in on initiatives that 
bring or facilitate the most important outcomes. 
That makes for a savvier, much more effective 
allocation of AI talent and resources.

In effect, AI leaders look backwards from 
strategy, not forward from AI. They ask: What 
are our business objectives—and how can AI 
help us meet them? Companies that approach 
AI in this way are more likely to take it beyond 
automation and cost savings—and take the 
impact of AI further, as well.

Consider the experience of Deutsche Bank. For 
one consumer credit product in Germany, it uses 
AI to make a real-time decision on whether to 
extend a loan—not after a customer submits 
an online application but while that customer 
is filling out the form. That’s an important 
distinction because in Germany, an individual’s 
credit rating is damaged by applying for a loan 
and not receiving it. Within eight months of 
launching the AI-enabled service, loan issuance 
for this specific product increased 10- to 15-fold. 
For Deutsche Bank, the real payoff is the ability 

to reach customers who, in a more traditional 
process, would not have applied in the first place.

Prioritize Revenue Growth  
over Cost Reduction

While some companies look to AI for its 
cost-cutting and productivity benefits, most 
executives believe the highest future value from 
AI will be on the revenue and growth side. The 
survey revealed that the organizations most 
effective at obtaining value from AI are twice 
as likely to focus on revenue rather than cost 
savings alone.

To be sure, cost-cutting and productivity 
benefits are important, and companies that 
pursue them can realize some early wins with 
AI—success stories that can spark enthusiasm 
and more green lights for further AI initiatives. 
But revenue gains can be a particularly powerful 
catalyst for taking AI deeper and broader into 
the business. And for taking the gains further, 
too.

Another motivation for an increased focus on 
revenue growth is the strategic risk from AI that 
many companies perceive.  If they don’t pursue 
opportunities, the competition will.

Take on Large Projects with  
Big Impact – Even If They’re Risky

Our analysis reveals that companies do better 
with AI if they place carefully calculated bets. 
Of the companies that invest in higher-risk AI 
projects, 50% have seen value to date. Among 
those that invest primarily in low-risk projects, 
just 23% have seen gains.

Tellingly, the willingness to take risks appears to 
increase with an organization’s AI maturity level. 
The report divided survey respondents into four 
subgroups. Pioneers (comprising 20% of the 
survey population) are organizations that both 
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understand and have adopted AI. Investigators 
(30% of the survey group) display knowledge of 
AI but are not deploying it beyond the pilot stage. 
Experimenters (18% of the total) are piloting 
or adopting AI without deep understanding. 
Passives (32%) have not adopted AI. Among 
pioneers, 29% characterized their projects 
as high risk. That figure dropped to 15% for 
investigators and to 11% for experimenters.

This isn’t to say that organizations should 
only go the high-risk route. Balance, some AI 
experts contend, is crucial. Companies should 
zero in on a few big projects with potentially 
big payback, but also pursue efforts where they 
can be more confident that the benefits—albeit 
smaller—will come, and come soon. “We don’t 
ignore those,” says Ranjeet Banerjee, worldwide 
president of medication management solutions 
at global medical technology company Becton, 
Dickinson and Company. “Especially the quick 
wins that can be done at very low incremental 
complexity or resource intensity.”

Quick wins can also bring an added bonus. By 
validating AI’s ability to spark value, they can 
keep the momentum—and the funding—going 
for longer-term projects.

Align the Production of AI with  
the Consumption of AI

Getting the most out of AI requires a team effort. 
A good rule of thumb is to consider AI to be 10% 
about algorithms, 20% about technology, and 
70% about business process transformation. 
Companies that focus solely on the production 
of AI—leveraging data, technology, and tools to 
build solutions—are less likely to derive value 
than companies that enable the consumption, 
or usage, of AI. The idea is to bring together 
the technical side and the business side so that 
both can better understand what solutions are 
needed, what solutions are possible, and how to 
build for usability as well as functionality.

It’s an iterative process. “Designing for 
consumption often means that the people 
whose work is affected must not only like the 
idea, but be willing to provide feedback and 
test out multiple versions, as well,” says Michael 
May, head of technology field analytics and 
monitoring for Siemens – Europe’s largest 
industrial manufacturing company.  To spark this 
collaborative, cross-functional approach, May’s 
group operates an AI lab that pulls people out 
of their daily jobs for a week or so to work with 
data scientists on prototype solutions.  Siemens 
also holds a yearly internal conference on AI that 
attracts around 400 employees. “We show what 
we are doing and highlight some projects to help 
people to get a feeling of what is done,” says May.

Treat AI as a Major Business 
Transformation Effort

AI doesn’t thrive in a vacuum. Companies 
that generate value from AI treat it as a major 
business transformation initiative that requires 
different parts of the company to come together 
and work as one.

For AI to work well, companies need to integrate 
it into their fabric and into the individual 
processes that power the core of the business. 
They need to tap into the right data sources, 
create the right processes (or reengineer the 
existing ones), and develop the right feedback 
loops (so the AI can get better and better). They 
also need to ensure that the users of the AI 
solution are very actively involved in the design 
of the solution from day one.

In parallel with their AI initiatives, many 
companies are also undertaking large digital 
transformations, focusing on how they can 
enhance the customer experience through 
much more seamless multichannel interactions. 
It is critical that companies tightly link AI and 
other digital transformations so they can fuel 
and propel each other.
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AI leaders understand this: 88% of companies 
that generate value from AI tightly integrate, or 
at least connect, their AI and digital initiatives.

Invest in AI Talent, Data Governance, 
and Process Change

Almost all respondents said that they are facing 
a shortage of AI talent. How do AI leaders tackle 
the challenge? The survey analysis suggests that 
the best approach is a combination of hiring 
new talent, cultivating AI skills in the existing 
workforce, and looking to outside experts. Nearly 
two thirds, 65%, of the organizations investing 
in all three routes have seen business impact 
from AI. In addition, companies that invest in 
multiple talent initiatives (such as recruiting, 
reskilling, and training) are three times more 
likely to see impact than those that have no AI 
talent initiatives in place.

Leaders approach AI not just as a technical 
capability but as a major business transformation 
initiative. 

They embrace agile methodologies: new ways 
of working that foster iterative, cross-functional 
collaboration – bringing together the data 
scientist, the business manager, the process 
owner, the technologist, and even support 
functions like finance and legal to ensure 
aligned incentives across the organization. They 
also invest in robust data governance and data 
platforms to ensure the quality and availability 
of the data that fuels AI.

AI is not all about technology. It’s much more 
about people, processes, culture, and business 
strategy. Companies that bring all the pieces 
together don’t just build AI—they build the 
right AI.
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By Christian Ketels, Arindam Bhattacharya, and Liyana Satar

Global Trade Goes Digital

Global trade has been transformed 
repeatedly throughout history, driven by 
a combination of new technologies and 

new policy rules that unlock their power. In the 
1970s, the new technology was the container, 
and the new policy environment was the GATT, 
later the WTO, which drove down tariff barriers. 
The result was a dramatic drop in trade costs, a 
huge increase in trade, the emergence of global 
firms and value chains, and the integration of a 
vast range of countries into the global economy.

Digitization is now promising another 
transformation of global trade, one with similarly 
far-reaching consequences for economies, 
companies, and individuals. Our examination of the 
evidence shows global trade in the initial chapters 
of this transformation, with some industries and 
business models already deeply affected. It is 
easy to overstate the short-term implications of 
digitization for global trade for the average firm; 

but it is equally easy to understate the long-term 
transformational potential of these technologies 
for almost everyone. Companies should recognize 
digitally enabled trade as a key emerging field, 
where early preparation has the potential to yield 
significant long-term dividends.

We argue for a de-averaged approach, in which 
companies assess their exposure to digitally 
enabled trade, integrate their digital and global 
strategies on this basis, and ground their choices 
in a sound understanding of how the relevant 
policy context is evolving and can be shaped.

Defining Digitally Enabled Trade
All types of economic activity are affected by 
digitization, and so in some ways all commerce 
has become e-commerce. We define digitally 
enabled trade as cross-border economic 
transactions in which digitization has materially 
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changed how trade happens or what is being 
traded. We break down digitally enabled trade 
into three categories: 

Digitally sold trade changes the how. Digital sales 
and marketing platforms, either a company’s own 
website or an external offering like Alibaba’s Electronic 
World Trade Platform (eWTP), dramatically reduce the 
transaction costs of extending a company’s existing 
offering into a foreign market. Trade still looks the 
same—the same goods and services cross the 
border—but it happens only because digitization 
has enabled a cost-efficient matching of buyer and 
seller based in different countries.

Digitally enhanced trade changes the what. It 
is the cross-border trade of digital offerings that 
have substituted for or complemented existing 
goods and offline services. Full substitution has 
happened, for example, through Kindle e-books, 
streaming services like Netflix, and Adobe’s SaaS 
solutions. Complements have emerged in add-on 
digital services that enhance the value of physical 
goods or offline services—for example BMW’s 
ConnectedDrive platform for predictive maintenance 
or Caterpillar’s remote diagnostics services.

Digitally native trade changes both the how and 
the what. It is centered on an entirely new offering, 
one based fully on digital technologies. It is the 
global offering of new services that have, from the 

start, been fully digital. The channels are digital, 
the offering is digital, and the value proposition is 
anchored in the provision and analysis of digital 
data. This is the very definition of digital giants 
such as Google, Facebook, and Uber.

Measuring Digitally Enabled Trade
How large is the share of current trade that is 
fundamentally affected by digitization? The 
data to answer this is surprisingly shallow and 
fragmented. We have tackled this question in 
two ways: First, we have taken a bottom-up 
approach, using the categories of digitally 
enabled trade defined above and then 
estimating their respective sizes given a range 
of indicators. Second, we have taken a top-down 
approach, using data from the limited number of 
countries that have tried to empirically measure 
the cross-border component of digitally enabled 
commerce. Given the significant limitations in 
available data, we have in both approaches 
applied the lower bound of estimates.

Using these conservative measurements, we 
estimate that in 2019 digitally enabled trade 
will be worth about $800 billion (the bottom-up 
estimate) to $1.5 trillion (the top-down estimate). 
(See Exhibit 1.) This is meaningful in overall size, 
but at a share of about 3.5% to 6% of global 
trade, it is far from dominant. 
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For individual market segments and firms, 
however, the share might already be much 
higher. In fact, digitally enabled trade categories 
are growing faster than trade overall, and we 
estimate that up to 70% of all global trade flows 
could eventually be meaningfully affected by 
digitization, with 22% of trade, especially in 
service sectors, most susceptible.

The sizing of the market is most difficult where 
digital features are embedded in traditional 
goods or services. (Indeed, this may account for 
some of the gap between our bottom-up and top-
down estimates.) The experience of individual 
companies suggests that this form of digitally 
enabled trade is still relatively modest in size. But 
it is growing and has strategic importance. As a 
senior executive of a multinational manufacturing 
conglomerate told us, “The digital segment of our 
business is growing significantly, but currently 
it is still small, around 5% of the business. The 
shift toward purchasing products as a service is 
happening, but it varies by industry and by the 
customer’s digital maturity.”

Digital-Trade Policy Is Evolving
Because digitally enabled trade sits at the 
intersection of trade and digitization, it is 
affected by the wide range of policies in both 

areas. Data localization regulations are a 
particularly powerful example of the emerging 
crop of digital trade barriers: Since 2000, these 
measures have increased by a factor of four, with 
33% falling into the “most restrictive” category, 
including an outright ban on the cross-border 
transfer of data. But more traditional trade policy 
measures, like investment screening through 
CFIUS (Committee on Foreign Investment in the 
United States), also matter, as do the full range 
of domestically focused digital policies, like the 
EU’s GDPR (General Data Protection Regulation) 
and PSD2 (Second Payment Services Directive).

The legal context for digitally enabled trade consists 
of a mosaic of national and multilateral rules. At 
the multilateral level, progress has been slow. 
Recent bilateral and regional trade agreements 
(RTAs) have started to fill the void, but each RTA has 
its own objectives and rules. The United States–
Mexico–Canada Agreement (USMCA) has the 
widest coverage of digital-related provisions and 
the strongest language concerning the removal 
of restrictions related to digitally enabled trade. 
Others have less comprehensive coverage and 
weaker rules. (See Exhibit 2.)

With the policy environment very much in 
flux, assessing the implications for individual 
firms is a complex endeavor that must take 
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into account a firm’s specific context. Take 
the example of data localization rules: On the 
one hand, data localization barriers can lead 
to additional costs and, in extreme cases, can 
close markets entirely. PayPal, for example, 
suspended its service in Turkey after its business 
license was denied because of new legislation 
requiring all IT systems to be localized. This cost 
PayPal $22 million in revenue and access to 20 
million Turkish customers. On the other hand, 
data localization issues are less of a concern for 
firms with decentralized data infrastructure. 
And whether the need for multiple data centers 
and the inability to use all global data to “train” 
algorithms is really critical depends on quickly 
evolving technologies.

The Agenda for Companies
How should companies respond to this complex 
and rapidly shifting environment, which offers 
significant new opportunities but also contains 
traps? We identify three key areas of action, 
enabling firms to act in ways that are aligned 
with their specific circumstances, coordinated 
across key dimensions of their strategy, and 
informed about the external context they face. 
(See Exhibit 3.)

Analyze your exposure to digitally enabled 
trade. Firms can assess their exposure along two 
dimensions: their approach to internationalization 
(that is, whether they serve foreign markets as 

separate multi-local entities or as an integrated 
global market) and their level of digital maturity (the 
extent to which digitization has transformed their 
offering and value chain). These dimensions relate in 
systemic ways to the type of digitally enabled trade:

• Companies focused on selling digitally 
essentially turn local markets into global 
markets. Many of these businesses will naturally 
come from consumer goods industries. The level 
of digitization in their operations then depends 
to a large degree on firm-specific choices about 
go to market, value chains, and the nature of 
the value proposition. These companies will 
face traditional tariff-related trade barriers on 
their goods and will have to consider additional 
regulations concerning their customers’ data.

• Companies that enhance their offering through 
digital elements by definition increase their 
level of digitization, and can be in either global 
or multi-local industries. Many of them will 
naturally come from industrial goods industries, 
and digitization could shift a larger number 
of industries from multi-local toward global. 
Here, too, firm-specific choices will make an 
important difference. These companies will 
face new types of regulations related to cross-
border transactions, but much will be driven 
by the country’s general legal framework for 
digital activities, whether for domestic or foreign 
companies. The considerations can be complex. 
As the senior executive of a multinational 
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automotive company framed it, “We gather data 
in one country, store it in another country, and 
process it in a third. Do we need to cover all the 
regulations in all of those countries?”

• Companies that are digitally native have high levels 
of digitization and may have been “born global.” Many 
of them will naturally be in tech, media, and telecom, 
where digital business models lend themselves to 
international rollouts. These companies will face the 
broad range of policy barriers: recent regulations like 
those on data localization but also traditional policies 
like taxation, which have new relevance in an entirely 
digital space.

Integrate your digital and global agendas. 
Firms that have identified a current or emerging 
exposure to digitally enabled trade need to 
ensure that their digital and global agendas are 
aligned. This seems trivial but organizationally 
might be anything but.

Fully integrating your digital and global strategies 
circumvents extra costs and unlocks additional 
opportunities. A global agenda that treats digital as 
an afterthought might create a need for duplication 
of digital processes to align with national regulations. 
It might leave markets untapped that could become 
accessible through digital channels. And it might 
neglect the ways in which the integration of digital 
services could significantly strengthen a company’s 
positioning in a foreign market. Conversely, a 
digital agenda that does not fully consider global 
implications is prone to fall into similar traps.

Companies that are integrating digital dimensions 
into their existing offering may well already have a 
global strategy, so digital considerations will come 
as a second step. However, companies can reap 
benefits from recognizing the global dimensions 
in their digital transformation work from the start. 
And often this will provide new opportunities to 
review and enhance global strategies at a time 
when globalization overall is entering a new 
phase, with different conditions.

Develop intelligence and engage in the policy 
arena. Companies need to make choices about an 
integrated digital and global strategy with a view 
to how the relevant technological, market, and 
policy context will evolve. While the first two will 
be covered in the broader market intelligence, the 
latter might not be as developed. So far, digitally 
native firms and their industry associations are most 
active in the policy discussions around digital trade.  

Digitally enabled trade policy is still in flux and, at least 
for now, varies greatly across locations. Firms that 
understand these differences and broader trends 
will be able to identify opportunities and avoid costly 
surprises. With trade rules changing more generally, 
and firms needing to align their capabilities with 
these new conditions, digital should be an integral 
part of the trade policy coverage agenda.

Companies will also need to decide whether to 
be “rule takers,” aligning their decisions with the 
evolving digital trade policy context, or “rule shapers.” 
In the short term, this can mean influencing the 
policy agenda to address specific policies or rulings 
that hinder your business success. In the long term, 
it can mean working collectively with your industry 
to shape the overall digital policy framework. In 
an environment where the international trading 
system is struggling to deliver new globally 
enforced rules, such efforts of industry leaders can 
be particularly important. The goal then needs to 
be a set of policies on digitally enabled trade that is 
both economically sensible and politically robust.

Digitization is transforming our industries and 
societies. Digital technologies are game changers, 
but not just for the digital-native frontrunners. 
Companies in all industries should start engaging 
now on the implications for global trade, even if 
technologies, consumer behavior, and policies 
are still in flux. Those that get out ahead and work 
to understand their unique circumstances will 
ensure that they have a strategic approach to 
manage the changes in the short term and seize 
the opportunities over the long term. 
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By David Young, Wendy Woods, and Martin Reeves 

Optimize for both Social 
and Business Value 

A s we approach a new decade, we are 
also approaching a tipping point for 
business, with new benchmarks for what 

constitutes a good company, a good investment, 
and a good leader. The defining expectation: 
good companies and investments will deliver 
competitive financial returns while helping 
society meet its biggest challenges, and in so 
doing will enable sustainable business. 

Leaders with foresight and courage will use 
this dynamic to create new opportunities for 
growth, sustained returns for shareholders, 
and greater societal impact. To do this, they 
will need to think in new ways, create new 
modes of competitive advantage, pursue deep 
and broad business model innovation, and 
engage strategically with ecosystems. They 

must merge the two currently disconnected 
uses of the “S-word” in business: sustainability 
and sustainable competitive advantage.

The implications for companies, capital, and 
capitalism are profound. Here, we share our take 
on the emerging era of business value, and the 
CEO agenda for value and the common good.

Why Is Corporate Capitalism 
at a Tipping Point?

Stakeholders are beginning to pressure 
companies and investors to go beyond financial 
returns and take a more holistic view of their 
impact on society. This should not surprise us. 
After all, we have lived through two decades 
of hyper-transformation, during which rapidly 
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evolving digital technologies, globalization, and 
massive investment flows have stressed and 
reshaped every aspect of business and society.

As in previous transformations, the winners 
created new dimensions of competition and 
built innovative business models that increased 
returns for shareholders. Many others found 
their businesses at risk of being disrupted, with 
familiar formulas no longer working. To meet 
the unwavering demands of Wall Street, many 
companies relentlessly optimized operating 
models, streamlined and concentrated supply 
chains, and specialized their assets and teams–
leaving them less resilient and less adaptable to 
shifting markets and trade flows. The resulting 
waves of corporate restructuring, consolidation, 
and repositioning have fractured companies’ 
cultures and undermined their social contracts.

Furthermore, this hyper-transformation cascaded 
beyond individual companies and created socio-
economic dynamics that left many people and 
communities economically disadvantaged 
and politically polarized. Combined with the 
increasing shared anxiety that the earth’s 
climate is changing faster than the planet can 
adapt, a global zeitgeist of risk and insecurity 
has emerged. We will enter the 2020s with more 
citizens, investors, and leaders convinced that 
the way business, capital, and government work 
must change – and change quickly.

We now must rethink the sustainability of 
the whole system in the face of extreme 
externalities – or risk losing social and political 
permission for further progress. The 2030 
UN Sustainable Development Goals (SDGs) 
identify the moral and existential threats that 
we must meet head-on. While some question 
the SDGs’ breadth and timeline, most agree 
that, if achieved, they would create a more just, 
inclusive, and sustainable world. Goal 17 calls 
for new engagement by companies and capital 
in partnership for collective action across the 

public, social, and private sectors. Five years 
into the SDG agenda, there is ample evidence 
that governments, investors, and companies are 
beginning to exercise their capacity to create 
much-needed change.

Change Is Underway  
but Is Hardly Sufficient

Many institutional investors are racing to 
integrate ESG (environmental, social, and 
governance) assessments into their decision 
making, and they are expecting companies to 
report on how they deliver on those metrics. 
New efforts promote radical disclosure, like 
the Bloomberg/Carney TCFD (Task Force on 
Climate-Related Financial Disclosures), which 
encourages signatories to report on the climate 
risks of their financial holdings. New standards 
initiatives are creating a foundation for 
nonfinancial performance accounting, and the 
prospect of widespread “integrated reporting” 
seems realistic. Companies are investing in 
“purpose” and defining their contributions 
to society against material ESG factors and 
SDG goals. Corporate sustainability and CSR 
(Corporate Social Responsibility) functions, 
historically on the sidelines, are now being 
integrated into line business activity, with 
progressive companies expanding the scope 
of competition to include differentiation on 
environmental and societal dimensions. And 
through industry consortia, many companies 
are taking collective action on issues that both 
threaten their right to operate and open up new 
opportunities for their industries.

Such examples are important early signals that 
the context for business is changing. However, for 
all the progress on commitments, agreements, 
metrics, and policies, there has been little 
aggregate progress against top-level goals, like 
reducing CO2 emissions, cutting plastics waste, 
or narrowing social and economic inequality 
within nations. Without demonstrable impact 
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and collective progress, social and political 
pressure will only build, further threatening the 
legitimacy of corporate capitalism.

A New Societal Context  
for Business

Companies will face escalating social activism 
by investors, stakeholders, social mission 
organizations, and policymakers on issues of 
climate risk, economic inequality, and societal 
well-being. Governments and local communities 
will set a higher bar for a company’s right to 
operate, and in a connected world a company’s 
local performance will quickly affect its global 
reputation and trigger social and regulatory 
consequences. Stakeholders will expect radical 
transparency on ESG performance. This will 
shift investors’ perceptions of a company’s 
risk and opportunity, skewing capital toward 
those that deliver both financial returns and 
positive societal impact. To satisfy a growing 
demographic of socially minded consumers and 
businesses, companies will need to demonstrate 
“good products doing good” and anchor their 
brands and identity around a credible purpose. 
Talent will gravitate toward companies that give 
employees a line-of-sight to making the world 
better while also providing a fulfilling career.

To win, companies will need to define 
competition more broadly, adding new 
dimensions of value through environmental 
sustainability, holistic well-being, economic 
inclusion, and ethical content. This will require 
radical business model innovation to enable 
circular economies for precious resources; 
to provide assets that are shared rather than 
owned; to broaden access and inclusion; and 
to multiply positive societal impact.

At this critical moment for corporate capitalism, 
business is more trusted than government, 
according to the Edelman Trust Barometer. 
Farsighted corporate leaders will see the 

opportunity for their industries to mitigate 
environmental and societal threats, catalyze 
collective action to discover new solutions, 
shape wider ecosystems, and expand trust with 
stakeholders. Such actions will be indispensable 
to strengthen social permission for corporate 
capitalism before it is further undermined.

Management Will Need a Value 
and Mission Mindset

As in previous transformative eras for business, it 
will take a shift in managerial mindset to unlock 
new ways to win. We need a fundamental rewiring 
of managerial imagination and decision making, 
underpinned by an equation for corporate value 
that goes well beyond delivering a predictable 
P&L and a steady dividend stream.

The starting point is to instill an inspiring 
purpose that captures the broader ambition of 
the business beyond profit and gives employees 
meaning in their daily work.“Purpose” should 
not be a comforting and self-congratulatory 
statement of what the company already does, 
however–that would be an impediment to 
progress. Rather, it should define the aspirational 
societal contribution of a company based on its 
unique attributes, and inspire awareness of the 
broader context and progress toward business 
and societal value.

Armed with purpose, leaders can promote 
a culture of curiosity and courage to stretch 
their business models in new ways, into their 
surrounding economic, environmental, and 
societal ecosystems. Knowing that such 
transformative thinking can be impeded by 
traditional metrics, which only tell us how to 
ascribe value, farsighted leaders will work to 
change what we value. They will break from 
the tyranny of quarterly financial reporting 
by engaging investors and stakeholders in 
the company’s performance against a more 
balanced scorecard, demonstrating how their 
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actions will transform the business model, better 
positioning the company to deliver returns and 
societal impact over time. They will think beyond 
designing their operations and organization 
mainly for efficiency, and thoughtfully 
engineer-in redundancy, diversity, and flexibility 
for more resilience and adaptability. And they 
will enrich their decision making by including 
staff with nontraditional business skills.

Success in the coming decade will take 
management teams that both know the 
business and envision its larger potential to 
compete differently, with benefits for both 
shareholders and the common good.

CEOs Need an Agenda for Value 
and the Common Good

We frame the journey to new corporate value 
and the common good around six imperatives. 
It begins with reimagining corporate strategy, 

then involves transforming the business model, 
reframing performance and scorekeeping, 
leading a purpose-filled organization, practicing 
corporate statesmanship, and elevating 
governance. (See Exhibit 1.) While challenging 
to execute, we argue that this agenda will be 
essential to create a great company, a great 
stock, a great impact, and a great legacy.

Reimagine Corporate Strategy
We believe few companies have strategies for 
this new era of business. Exhibit 2 illustrates the 
ambition of such a strategy, which establishes 
competitive advantage at the intersection of 
shareholder value, corporate longevity, and 
societal impact. The “quality” of the strategy 
is thus judged by how it delivers both total 
shareholder returns and total societal impact.

Consequently, it widens the scope of competition 
to encompass creating rich differentiation 
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and relative advantage in multiple areas of 
societal value. It embeds “social value” into 
new business constructs, shared value chains, 
and reconstructed ecosystems. It also opens, 
broadens, and deepens markets to enable 
access and inclusion. And it expands the 
scope of business by calling for coalitions for 
collective action that address existential risks to 
environmental and societal ecosystems.

This new type of strategy flips leadership’s 
perspective from “company-out” to “societal 
needs-in,” by asking how a specific SDG target 
could be met by extending the company’s 
capabilities, assets, products, services, and 
ecosystem–and those of its industry. Exhibit 3 lists 
ten questions that strategists should incorporate 
into their strategy processes to ensure that 
they embrace the opportunity to create both 
shareholder returns and societal impact.

However, these new strategies cannot simply be 
grafted onto existing business models. Buiness 
models themselves will need to be transformed. 
Sustainable business model innovation (S-BMI) 
takes a much wider perspective than traditional 
business model innovation by considering a 
broader set of stakeholders; the system dynamics 
of the socio-environmental context; longer time 
horizons for sustaining adaptable advantage; 
the limits of business model scale, viability, and 
resilience; the cradle-to-grave production and 
consumption cycle; and the points of leverage 
for profitable and sustainable transformation.

Transform Business Models
We can already observe seven topologies for 
sustainable business model innovation, sometimes 
in combination, all with the potential to increase 
both financial returns and societal benefits.

Own the origins. Compete on capturing and 
differentiating the “social value” of inputs to 
production processes, products, or services. For 

example, pursue cleaner energy, sustainable 
practices, preserved biodiversity, recycled content, 
inclusive and empowering work practices, 
minimized waste, digitized traceability, fair 
trade, and so on. Performance here will require 
differentially advancing the societal performance 
of the supplier base and its stewardship of 
resources, communities, and trade flows. Achieving 
this may require backward integration to ensure 
fast and complete upstream transformation and 
then holding and using these new capabilities for 
competitive advantage and differentiation.

Own the whole cycle. Compete by creating 
societal impact through the whole product 
usage cycle, from creation through end of life. 
This competitive typology puts a wide aperture 
on the business and requires systems analysis 
to uncover business models that offer the 
richest competitive and financial options. For 
example, designing for circularity, recyclability, 
and waste to value; creating offerings that 
enable sharing rather than owning to ensure 
high utilization of resources and end-of-life 
value; constructing infrastructure to facilitate 
circularity and repurposing; integrating into 
other value chains to capture societal value; 
educating and enabling consumers to choose 
whole-cycle propositions on the basis of value 
to people and planet. To achieve these ends, 
expect to reposition operations, reinvent 
supply chains and distribution networks, 
pursue new backward or forward integration, 
acquire business adjacencies, or undertake 
unconventional strategic partnering.

Expand “social value.” Compete by expanding 
the value of products or services on six 
dimensions: economic gains, environmental 
sustainability, customer well-being, ethical 
content, societal enablement, and access and 
inclusion. Then advocate new standards, increase 
transparency and traceability, tune marketing 
and segmentation, engage customers on the 
product’s wider value and their involvement in 
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bigger change, and seek premium pricing. In 
business-to-business offerings, help customers 
integrate the full social value of your products, 
services, and business model into their own 
differentiation and ESG ambitions.

Expand the chains. Compete by extending 
the company’s value chain, layering onto other 
industries’ value chains to extend the reach of your 
products and services and the societal impact 
for both parties, while changing the economics 
and risks of doing so. For example, use the reach 
of a consumer products distribution system to 
extend payments and financial services to small 
merchants; layer one company’s health services 
onto another company’s physical supply chain 
to benefit its workers and their families while 
expanding markets for health services; or use 
the byproducts of one company’s operations 
as feedstock in other companies’ value chains.

Energize the brand. Compete by digitally 
encoding, promoting, and monetizing the full 

accumulated social value that is embedded 
in products and services, along the whole 
value chain–from origins to customer, from 
cradle to grave. Use such data to rethink 
differentiation, the brand experience, customer 
engagement, pricing for value, ESG reporting, 
investor engagement, and even potential 
new businesses. For example, strengthen the 
brand with promotions that showcase the 
business’s performance on the open, clean, 
green, renewable, and inclusive attributes 
of its operations; and increase customer 
engagement and loyalty by using data on the 
product’s environmental and societal footprint 
to empower customers in choosing how their 
lifestyle affects the planet and its people.

Relocalize and regionalize. Compete by 
contracting and reconnecting global value chains 
to bring societal benefits closer to home markets 
in ways stakeholders value. For example, build 
local and regional brands that better express 
local tastes and values; source from smaller 
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local producers to minimize logistics emissions 
and strengthen local economies; reimagine 
production networks against total environmental 
and societal costs; capture local waste streams 
as feedstocks for other activities; or reconstitute 
jobs for microwork to use local talent.

Build across sectors. Compete by creating 
models that include the public and social sectors 
to improve the company’s business and societal 
proposition, particularly in emerging and rapidly 
developing economies. For example, work 
alongside governmental bilateral aid institutions 
and NGO development organizations to improve 
the agricultural capacity of small farmers so they 
become reliable sources of agricultural inputs to the 
agro-processing value chain; partner with global 
environmental organizations and governments to 
promote the reuse of ocean plastics as feedstocks 
to production systems; partner with governments 
to strengthen social safety nets and prevent 
corruption through digitization and electronic 
payments; or partner across sectors to restructure 
recycling systems to enable higher penetration 
of waste-to-value business models. Extend this 
into industry coalitions for collective action that 
reshape broader rights to operate and generate 
new opportunities.

All seven types of S-BMI create new sources of 
differentiation, operating advantage, network 
dynamics, and societal value–enabling more 
durable and resilient businesses that benefit 
shareholders and society. But to assess and 
improve the performance of these business 
models and communicate their value, we need 
to expand today’s scorecards.

Improve Scorekeeping  
and Increase Transparency

Managers will need new scorecards for a fuller 
equation of business value to assess and reward 
performance and inform decision making. While 
today’s ESG measures are a start, their use and the 

mindset they represent, as for most nonfinancial 
reporting, remain anchored in compliance, not 
business advantage. Consequently, scorecards 
and reporting must go beyond mapping general 
ESG materiality. Instead, they should focus the 
business and its stakeholders on insightful 
metrics that directly connect the company’s 
unique purpose and business models to the 
way the company creates differentiated value 
and societal impact–its full business value (FBV).

These metrics will assess performance 
throughout the value chain–from procuring 
inputs, to owning the post-use cycle, to 
establishing the company’s full societal 
footprint. As with financial performance, good 
companies will integrate these metrics into 
their managerial software–operating plans, 
target setting, investment decisions, executive 
compensation, and employee recognition. 

Further, the company will promote radical 
transparency of its FBV scorecards, fully 
reflecting them in investor relations and 
corporate communications, quarterly calls, and 
annual meetings, and making them integral to 
marketing, social media, public relations, and 
government affairs. As a result, stakeholders will 
see the company in new ways and its advantages 
relative to peers on new dimensions.

Lead a Purpose-Filled Organization
Talent prizes purpose. Consequently, winning 
and engaging the best talent depends on 
reinforcing a motivating purpose that captures 
ambitions beyond profit and gives employees 
meaning in their work. Research shows that 
companies with a motivating purpose have 
higher employee engagement, and that higher 
engagement correlates to better financial 
performance. So purpose is a win for recruiting 
employees with “mission-mindedness” and 
enhancing the organization’s energy and 
performance.
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But building a stronger organization will take 
rethinking the skills and capabilities that 
can truly differentiate performance on both 
financial and societal metrics. The organization 
can no longer delegate sustainability and social 
responsibility to individual departments; rather, 
those considerations need to be fully integrated 
into operations and decision making. That 
requires augmenting line businesses with 
nontraditional business skills–finding people 
capable in systems thinking, anthropology, 
social dynamics, behavioral economics, 
sustainability, and development policy.

Those workers will become part of agile teams 
that conceive innovative operating models 
optimized for both operational effectiveness 
and societal benefit within value chains, 
markets, and customer segments. That requires 
developing and rewarding new ways of working 
that are more flexible, embedding rapid cycles 
of learning and deployment, and reaching into 
the wider business and societal ecosystem 
to create positive change and performance. 
Successes in doing so create the stories that 
bring purpose alive for the organization and 
energize its culture.

Practice Corporate Statesmanship
It will take the scale and capacity of entire 
industries and their ecosystems to help solve 
society’s biggest challenges, such as reducing 
plastic and food system waste. Thus, farsighted 
leaders will turn threats to their industry’s right 
to operate into opportunities for reinvention and 
expansion. Rather than ignoring these risks or 
mobilizing their government affairs groups to 
block change, they will instead practice strategic 
statesmanship and build coalitions for collective 
action within their industry, and sometimes 
across industries, to find and scale new solutions.

As in their own companies, they will articulate a 
compelling purpose and vision for how the industry 
and ecosystem could expand the total value 
delivered to society, while ensuring the industry’s 
longevity, profitability, and resilience. They will 
promote platforms that foster pre-competitive 
R&D, scale solutions, expand access and inclusion, 
accelerate industry learning and standards, and 
build capacity in the larger industry ecosystem. 
They will seek new partnerships with the public 
and social sectors to multiply what the industry 
could accomplish alone and shape new models of 
collective action for positive societal change.
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Elevate Board Governance
Boards need to build new capacity to responsibly 
guide management toward setting an ambition 
for the full role the corporation will play in 
society. As with current management, most 
directors spent their careers focused on financial 
performance, with some sidelined activities in 
CSR and sustainability. However, to steer the 
company in this new era of business and hold 
the CEO accountable for the company’s financial, 
environmental, and societal performance, 
boards will need to be educated on societal 
needs and the SDGs; they will need directors 
with different skills and life experience in the 
social sectors; and they will need to restructure 
committees, charters, and policies to provide 
oversight on social performance. They must 
challenge long-held views about the boundaries 
and time horizons of business, about what 
makes a good CEO, about new risks and rights 

to operate, and about measuring performance, 
and they will need to expand their view of 
managerial competence beyond the ability 
to hit annual business targets. And they must 
assess whether management is building a more 
resilient and adaptable company that delivers 
for shareholders and society even at the expense 
of short-term financial performance.

This ambitious agenda challenges us to reconceive 
business, commit to purpose, and pursue sustainable 
business model innovation. Doing so will open up 
new opportunities for growth, shareholder value, 
and benefits to society and the planet. CEOs and 
their boards can wait to be pushed into this agenda 
by competitors, customers, and regulators. Or they 
can embrace it proactively and use it to reinvent the 
company, reshape the industry, propel the stock, 
deliver remarkable impact, and leave a notable 
legacy of corporate public good.
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By Lars Marquardt, Jan-Philipp Martini, Georg Kappen, and Carsten Schaetzberger

Blending Old and  
New Ways Of Working  
to Drive Digital Value

By adopting agile ways of working, startups 
as well as established companies have 
successfully brought customer-centric digital 

initiatives to market. Because these initiatives didn’t 
need to be deeply interwoven into a company’s 
core processes, deployment was relatively easy and 
tangible results were possible in just a few months. 
But digital leaders are now being asked to repeat 
this success with more complex, business-centric, 
transformative initiatives. 

The dilemma is this: Digital teams can use 
agile ways of working to build customer-
centric solutions because they are vertically 

adjacent to the core processes. (See Exhibit 
1.) Transformative initiatives, however, run 
horizontally across the value chain and must 
integrate with the core. Digital teams, therefore, 
are less free to use agile ways of working with 
such initiatives be-cause they cannot ignore 
existing corporate processes and systems. 

To meet senior leaders’ high expectations and 
achieve horizontal digitalization, leaders need 
to combine the agile ways of working used by 
startups with traditional, more rigid, corporate 
ways of working. While each company will need 
to fine-tune its own formula, organizations can 
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use the guiding principles below to find a smart 
balance of agile and established efforts to drive 
digital value creation across the enterprise. 

The Problems with Overusing Either 
Agile or Corporate Ways of Working 

When tackling horizontal initiatives, digital 
teams must find the right balance between 
incorporating agile ways of working and 
supporting existing corporate processes and 
systems. Too strong a focus on agile may result 
in clashes with the corporate environment. But 
teams that cater too much to corporate ways 
of working risk causing projects to slow down 
or even stall. 

Difficult to Align on Objectives. It’s easy for 
members of a small team in a startup to align 
on a common vision, and the cash-strapped 
nature of such ventures keeps everyone focused 
on rapid delivery. But larger companies need 
stronger governance to manage bigger budgets 
and more diverse stakeholder perspectives. 

Coping with Corporate Legacy. Startup teams 
are accustomed to beginning from scratch, 

working with the latest cloud-based IT tools, 
handling clean data, and using uncomplicated 
processes that match their specific needs 
from day one. A team working on a horizontal 
initiative in a larger company, however, doesn’t 
have that luxury because it needs to integrate 
into legacy IT systems. This requires careful 
planning and smart compromises, especially 
when the IT system includes those of suppliers 
and customers. We know of one case where 
a minimum viable product (MVP) team 
waited more than six weeks to get the basic 
IT infrastructure in place before it could start 
working. Many start-ups would have already 
tested a first prototype by that time. 

Lack of Focus and Dedication. In the corporate 
environment, individuals often work on several 
projects simultaneously with their day-to-day 
business line responsibilities. But digital team 
members must fully focus on collaborating with 
just one team in order to maintain momentum 
and deliver tangible value in short sprints. When 
those team members spend more than 20% of 
their time on other projects, they significantly 
delay alignment with the team and make 
reaching their goals more difficult.
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Missing Courage. Corporate cultures frequently 
incentive people to avoid risk and rarely reward 
them for sticking their necks out to make fast, 
bold decisions; indeed, they are often strongly 
discouraged from doing so. Because digital 
initiatives require such decisions, however, 
companies need to build a culture of courage for 
MVP team members. This includes establishing 
programs to promote taking risks and developing 
strong leaders who are unafraid to make fast, 
bold decisions—and who can act as role models 
for others.

Dogmatic Mentality. Far too often, the 
corporate mindset is more dogmatic than 
pragmatic: “this is just how it’s done here.” This 
can hamstring a development effort. If the 
typical corporate procurement process takes 
two to three weeks, it’s virtually impossible for 
a project team to complete its first agile sprint 
in that time What’s more, a dogmatic mentality 
can also manifest in how people use new 
tools and methodologies. For instance, trying 
to apply agile methodologies such as scrum 
dogmatically - when an adjusted version of it 
would be more reasonable - can negate much 
of the benefit.

Bridging the Gap Between Agile 
and Corporate Ways of Working 

In order to blend old and new ways of working 
to drive digital value, companies must put the 
right governance, training and recruitment, and 
infrastructure in place. They must also integrate 
agile ways of working into the enterprise by 
targeting clear business needs, staying focused, 
and delivering results rapidly. 

SET UP A DIGITAL UNIT 
The first step in bridging this gap is to set up 
an effective digital unit. The unit must focus 
on innovations and deliver results that not 
only resonate with the business side but also 
maintain executive support.

Set up digital governance. The company must 
establish a digital governance and operating 
model that links together the business, the 
digital unit, and IT. Under this structure, the 
business is continually identifying business 
needs and compelling use cases. Then, in 
partnership with the digital unit, it implements 
the MVP development process, which involves 
the project launch, defining the digital product, 
and executing the pilot. Ultimately, the business 
unit takes over deployment. (See Exhibit 2.)

Such a digital governance and operating model 
should be overseen by what’s known as a control 
tower. This cross-functional decision body — 
composed of senior leaders from the business, 
digital, and IT groups — steers the development 
process for digital solutions according to a 
simple stage-gate process.

To keep these digital initiatives agile, members 
of the control tower should meet twice a month 
to quickly make the major decisions necessary 
to keep the digital initiative moving forward and 
properly funded. Without this control tower in 
place, major decision makers could be left out of 
the loop and become ambivalent to the project 
—slowing down the process and possibly even 
jeopardizing the initiative.

Create a digital team. The HR department 
probably has little experience with hiring data 
scientists, product managers, and other digital 
talent, so it must take a fresh approach to the 
recruiting channel. This means updating job 
profiles exploring different search channels, 
adopting revised employee grading systems, 
and implementing new career development 
models. Companies with no digital experience 
in-house will need to start from scratch, while 
those with some digital experience should 
increase their current employees’ levels of digital 
proficiency and recruit talent who can provide 
additional expertise and experience.
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Build a digital ecosystem. Traditional companies 
with digital aspirations must rethink established 
practices and legacy systems. For that, they need 
as much exposure as possible to new ideas from 
outside sources about digital ways of working—
including how to simplify existing process and 
systems.

To this end, they should seek out multiple types 
of partners: universities, digital incubators, 
innovation platforms that accelerate connections 
with startups, and strategic partnerships with 
industry vendors in order to improve digital 
processes and access to talent.

Transform IT to digital. Because corporate 
digital units face unique challenges in their 
existing IT landscapes, installing the underlying 
IT structure for horizontal initiatives is much 
more complex than in the startup environment.

The IT architecture needs sufficient flexibility to 
function regardless of the scope of the MVP. The 
organization should begin by defining its ideal IT 
function. To start the journey, it can select and install 
the mini-mum set of IT enablers necessary to get the 
MVP team off the ground and working quickly. (See 
Exhibit 3.) Once underway, the company should 
continue to build and refine these IT components 
so it can scale the MVP once it’s ready.

INTEGRATE STARTUP CAPABILITIES
The second step in bridging the gap between 
old and new ways of working is to integrate 
startup capabilities into the corporate DNA.

Ensure business pull. Every digital initiative 
must have a senior leader on the business side 
who is looking to solve a significant pain point. 
Without a passionate “corporate entrepreneur” 
as the sponsor, digital teams risk developing 
MVPs that no one on the business side wants 
or knows how to use.

Think about the MVP and the big picture. To bring 
a long-term project or vision to life, large companies 
typically develop a complete and detailed plan with 
pre-defined deliverables before they even start to 
work. Instead, they should begin by defining the 
vision as they have done in the past but avoid trying 
to anticipate and solve, at the outset, every potential 
bump in the project. They should also make sure to 
begin with an MVP that’s already in development. 
This allows for a faster start and helps the team pivot 
more easily during the project—lessening the risk 
that it will go hopelessly off course.

Keeping the initial scope of the MVP narrow is a 
challenge in the corporate setting: an avalanche 
of product requests and competing interests can 
make it hard to get any-thing done. But adopting 
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the discipline of a startup to radically prioritize 
a minimal set of features for the MVP can help, 
while keeping stakeholders enthusiastic and 
aligned on the big-picture vision as well.

For example, BCG worked with an OEM of heavy-
duty on- and off-road equipment that decided to 
offer a predictive machine maintenance service 
able to interpret real-time operating data. A 
typical waterfall approach to this project would 
have required a huge, immediate commitment 
and a long-term investment. Instead, the OEM 
decided to start with a narrower focus by 
designing an MVP that would ensure data transfer 
in harsh environments, such as offshore or very 
remote construction sites. By keeping the initial 
scope manageable and the cost reasonable, the 
OEM quickly developed and installed prototype 
connectivity devices that could reliably process 
data on the monitoring and analytics platform.

Pursue rapid results. Corporate teams do not 
usually deliver tangible results in a matter of 
weeks. Digital teams, however, must challenge 
ideas, test outcomes quickly, and deliver 
results rapidly—which is why they typically 
work in sprints. Agile team members should 
come from across functional areas and meet 
at least two or three days per week. This setup 
simplifies cross-functional alignment and avoids 

wasting too much time on false assumptions 
and long feedback loops. That, in turn, helps 
generate buy-in from senior leaders, who are 
often surprised and thrilled to see such rapid 
and tangible results. Senior leaders should 
attend agile review meetings every week 
or two to maintain ownership, momentum, 
and accountability. While delivering results 
iteratively is the foundation of an agile 
approach, the complexity of integrating with 
existing products and IT legacy systems may 
require some adjustments, such as extending 
the typical sprint cycle to three or four weeks.

Building a digital MVP in the startup world is 
hard. Doing so in a corporate setting is even 
harder. Success demands that companies let go 
of dogmatic approaches and create a balance 
between the startup world and the corporate 
world. This is not easy and will depend on the 
scope of the digital initiative and the realities of 
the existing IT architecture.

That said, vertical, customer-facing digital 
initiatives will do best by mostly using agile 
ways of working, while horizontal initiatives 
will succeed with a mix that includes existing 
corporate ways of working. Companies that are 
able to find the right balance will drive digital 
value creation across the enterprise.
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By Orsolya Kovacs-Ondrejkovic, Rainer Strack, Pierre Antebi, Ana López Gobernado & Elizabeth Lyle

Decoding Global Trends in 
Upskilling and Reskilling

Change is coming and the workforce knows 
it. Sixty-one percent of people believe that 
global megatrends greatly affect their jobs 

and will continue to do so. As a result, many devote 
significant time to refining their skills The vast 
majority are also willing to learn new skills to become 
attractive candidates for completely different jobs.

These insights come from one of the largest 
ever global surveys of labor trends and work 
preferences: 366,000 people in 197 countries 
surveyed by Boston Consulting Group and 
the online international recruitment company 
The Network for our comprehensive Decoding 
Global Talent report series.

Global megatrends are transforming more and 
more aspects of work and, in so doing, changing the 

skills that people need for their jobs and redefining 
the jobs that will be needed and where. We explored 
two specific megatrends—technology changes 
and globalization—and two possible reactions 
to them. One is people’s willingness to adopt new 
skills for their current positions, what we refer to as 
upskilling. The other is their willingness to pick up 
new skills for a completely different job, commonly 
known as reskilling.

To excel in the future, people believe, they should 
master a mix of cognitive and interpersonal 
skills so that they can think analytically as well as 
communicate and collaborate with supervisors 
and coworkers. When they need training on new 
skills, they prefer to learn on the job, on their 
own, and through online classes and mobile 
apps to other, more traditional options.
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Attitudes toward upskilling and reskilling, 
demo-graphic and regional differences in those 
attitudes, and people’s preferences for how they 
like to learn all have implications for companies 
and governments.

Companies must be aware of these trends so 
that they can future-proof their workforce and 
make themselves more attractive to prospective 
job candidates. Government policy-makers must 
take them into account so that they can support 
job-training initiatives and other programs to 
keep people employed and prepare young 
people for the workforce. And individuals who 
want to remain in demand in a changing job 
market must take responsibility for keeping 
their skills up to date and accept that job-related 
training is a career-long commitment.

Megatrends’ Impact on Work
The survey gathered demographic information 
on 366,000 respondents, making it possible 
to analyze global attitudes along a variety 
of parameters, including by nationality, age, 
gender, education level, and job. (See the 
appendix.) We also performed a regression 

analysis on key variables that influence time 
spent on learning and willingness to upskill 
and reskill in order to validate some of our 
initial findings. And we conducted follow-up 
interviews with a number of respondents.

We found that across the globe, people are 
aware of changing ways of working. An average 
61% of respondents believe that their cur-rent 
positions will be greatly affected by technology 
change or globalization. (See Exhibit 1.)

Among the countries where respondents feel 
the greatest impact of the megatrends on their 
jobs, we found both developing and developed 
economies: several African countries as well as 
Japan and some Mediterranean countries.

Similarly, respondents who feel the least affected 
by megatrends live in places with very different 
economic situations: some Central American 
countries, the UK, and China.

In addition, digital experts, who we describe as 
those with advanced or high-level digital skills, are 
significantly more likely (73%) than the average 
to believe that megatrends will affect their jobs. 
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Other people who feel that megatrends will greatly 
affect their work have jobs in digital and analytics 
(76%), IT and technology (73%), marketing and 
communication (66%), science and research 
(66%), and media and information (66%).

Studying the impact of the two megatrends in 
more detail, we find that slightly more people 
believe that job changes will be driven by new 
technologies such as automation, artificial 
intelligence, and robotics (49%) than by aspects 
of globalization such as trade and out-sourcing 
(45%). (See Exhibit 2.) For instance, technology 
change is seen as a greater force than globalization 
in Russia (47% vs. 38%), China (42% vs. 36%), 
and Germany (55% vs. 50%). Globalization is 
considered the larger factor in Japan (59% vs. 
50%) and Saudi Arabia (52% vs. 43%), for example. 
And residents of some countries such as Brazil, 
Kenya, and India feel that both megatrends will 
greatly affect them, while residents of countries 
such as the UK, US, and Canada tend to feel that 
neither one will affect them very much.

Willingness to Learn
If people feel that their livelihoods are affected 
by global megatrends, it follows that they are 
willing to devote time to learning new skills in 
order to stay relevant in their jobs. We found 
that close to two-thirds of respondents (65%) 
spend significant time on learning each year, 
from a few weeks to a few months. We also 
found substantial regional differences in 
people’s willingness to learn. Accordingly, we 
group countries into four categories: proactive 
adapters, bystanders, hesitators, and intrinsic 
learners. (See Exhibit 3.)

Proactive adapters believe megatrends will 
strongly affect their employment, and that could 
explain why they already spend significant time 
on learning. In Nigeria, 85% of respondents devote 
significant time each year to upskilling. Other 
proactive adapters include Kenya and Brazil.

By contrast, residents of bystander countries 
don’t believe megatrends will have a significant 
impact on their jobs, and that could lead fewer 
of them to spend a significant amount of time 
on learning. In Belgium, France, and Austria, less 
than 43% of people spend significant time each 
year on learning. Other bystander countries can 
be found in Western Europe and North America, 
among them Switzerland, the UK, Sweden, 
Canada, and the US.

Somewhere between proactive adapter and 
bystander countries are countries where 
the majority of respondents believe current 
economic trends may affect their jobs, but 
even so they have yet to invest much time 
in training. These hesitant respondents, 
who may have opted to take a wait-and-see 
approach, come mainly from Western European 
countries, including Portugal, Slovenia, and 
the Netherlands. Germany also falls into this 
category, with the lowest percentage of people, 
only 38%, who spend a few weeks or more on 
training per year. (See Exhibit 4.)

Other respondents learn for the sake of learning. 
Although they do not believe that mega-trends 
will have a significant impact on their livelihoods, 
they invest more than the aver-age amount of 
time on learning. Countries with many intrinsic 
learners include China and Vietnam.

People’s devotion to learning also varies by their 
type of employment. Respondents are more 
likely to spend significant time on learning if 
they work for themselves, either because they 
freelance (74%) or are self-employed in some 
other capacity (70%). Sixty-two percent of people 
who are full-time employees spend a significant 
time on learning, a still substantial amount.

People’s profession and expertise also affect 
the amount of time they spend on learning. 
The vast majority of digital experts (76%) 
spend a significant amount of time on learning. 
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In line with that, 72% of people who work in 
IT and technology or in science and research 
professions spend a few weeks or more a year 
developing on learning.

When Tomilola Abiodun, 28, was hired as a product 
marketing manager job with a major US technology 
company in Seattle, she spent three of her first five 
weeks there on job-related skills training. Abiodun, 
who moved to the US from Nigeria to get an MBA, 
began picking up new skills even before she was 
hired. She took online classes in cloud computing 
and the SQL programming language through her 
university’s library and an online platform. “Even if 
you only invest one hour in something that might 
not be relevant for you now, it will certainly be at 
some point in the future,” she says.

Learning Preferences
New technologies and new ways of working have 
influenced how people prefer to learn. When 
people need to learn new job skills, they choose 
self-directed methods such as studying on their 
own (63%), on-the-job training (61%), and online 
training, such as taking courses through online 
platforms and using mobile apps (a combined 54%). 

All of these are preferred over learning through 
traditional avenues including conferences (36%), 
educational institutions (34%), and government-
sponsored programs (7%). (See Exhibit 5.)

People in East Asia are especially keen on digital-
based learning, with eight out of ten preferring 
mobile apps or online courses when they need 
to train on new skills. In other parts of the world, 
people remain wedded to more traditional 
settings for learning. For example, traditional 
educational institutions are among the top 
three learning channels for respondents in Latin 
America, Sub-Saharan Africa, the Middle East, 
and North America. And attending a conference 
or seminar is still one of the top three ways that 
residents in Europe and South Asia like to learn.

In the past year, Manuel Milliery, 31, took an 
online management innovation course through 
the London School of Business and an executive 
master’s in business management at ESSEC in 
Paris, where he lives. Milliery, a design thinking 
management consultant for a US consulting 
firm, appreciated the access that the online 
course gave him to case studies and to learning 
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new aspects of innovation. But he enjoys taking 
courses in person for the connections he makes. 
“Talking to the people in the course is helpful in 
two ways, to get some help on work problems 
but also to work on myself as a brand and to 
network,” he says.

Future Competencies
To excel in the future, people worldwide believe, 
they will need to be multifaceted so that they 
can be both good collaborators and critical 
thinkers. They place the greatest importance 
on having solid communication and analytical 
skills, followed by improving their leadership and 
complex problem-solving skills. (See Exhibit 6.)

Jesus Alvarez Manzanilla, 33, is a marketing 
specialist in Amsterdam. He switched jobs in 
early 2019 to join a 50-year-old leasing and 
transportation company and help with its dig-ital 
transformation initiative, which involves applying 
AI, machine learning, and other automation 
to systems used in the company’s 32 locations 
worldwide. Now that Manzanilla is managing 
other people, some of the three hours a week 
he spends on training is devoted to improving 
his emotional intelligence. “When you manage 
people, it makes it easier if you are a person who 
listens, who under-stands, is patient, and asks the 

right questions,” Manzanilla says. “You need to be 
able to explain why you believe something is right 
or wrong. I am working on this now.”

The particular competencies that respondents 
see as important for getting ahead in their jobs 
vary on the basis of where they live. Respondents 
in Latin American countries such as Mexico 
and Brazil place more importance than the 
average on being adapt-able and innovative. 
People living in the US and Canada place more 
importance than the average on being critical 
thinkers, and residents of China and Germany 
do likewise for emotional intelligence.

In addition, respondents in France and the UK 
believe that it’s important to be adapt-able, whereas 
in Australia and South Korea, people place more 
importance than those elsewhere on understanding 
agile ways of working. Residents of Asia-Pacific 
countries generally see analytical skills as the most 
important future competency to develop, followed 
by communication and innovation skills.

The competencies that people believe will be 
crucial to have in the future also differ de-pending 
on what they do for work. People with jobs in the 
digital, IT, technology, finance, and legal fields 
believe it’s most important to have hard skills 
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such as analytics and complex problem solving. 
By contrast, people who work in social care, 
the service sector, and manufacturing feel that 
interpersonal skills such as communication, leader-
ship, and adaptability will be key to their future job 
success. And fittingly, people working in media 
and information job roles prioritize creativity.

Willingness to Reskill for a New Job
In addition to developing skills to stay competitive 
in their current role, the vast majority of 
respondents worldwide are also willing to learn 
new skills in order to qualify for a new job: 67% 
are open to reskilling under any circumstances, 
and 29% would reskill if they encountered serious 
roadblocks in a job search. (See Exhibit 7.)

Willingness to reskill varies by region. We found that 
respondents in Latin American countries are the 
most ready to switch jobs, with 84% willing to learn 
new skills if doing so made them more employable 
for new roles. Respondents from Europe were the 
least open to change, with an average of 63% 
reporting willingness to reskill. Willingness to 
reskill is especially low among respondents from 

Germany (53%), Iran (46%), and some Central and 
Eastern European countries. (See Exhibit 8.)

People’s openness to a career change also varies 
based on their current occupation. Regardless 
of where in the world they live, respondents 
working in sales, administrative, and service jobs 
are the most willing to reskill for a different role. 
People who work in the science, IT, and legal fields 
are slightly less open to reskilling for a new job. 
However, we know from the significant amount 
of time they spend developing their skills that 
they are invested in staying competitive within 
the scope of their current occupation.

We also found a connection between respondents’ 
attitudes toward reskilling and their education 
level and age. The more educated people are, the 
less willing they are to consider retraining for a 
different role, perhaps be-cause of the amount of 
time they have al-ready invested in obtaining their 
current skills. Respondents ages 21 to 40 are the 
most willing to reskill. The least willing are people 
age 20 or younger; who may still be in school or 
learning the skills they need for a first job, and 
those 50 or older.
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In fall 2019, Anne Granelli, 48, was preparing 
to begin a new job as the head of a health care 
center near Gothenburg, Sweden. In the past year, 
the only time that Granelli devoted to training 
was attending an equipment supplier briefing. 
She expects that to change because her new 
employer is keen for her to learn and provides 
opportunities to do so. “They want me to attend 
a course at Gothenburg University on personal 
improvement and the psychology of change, as 
well as on leadership. I absolutely see the value in 
that,” she says.

How Companies, Governments,  
and Individuals Can Adapt

The modern workforce expects change and 
is willing to adapt and train to be ready for it. 
Companies and governments must promote 
upskilling and reskilling to help people pre-pare 
and to avoid a two-tiered workforce in which 
some workers are ready for change and others 
are not. Individuals must take charge of their 
own skills development to remain competitive 
in a fast-changing labor market.

IMPLICATIONS FOR COMPANIES
Companies must understand how the megatrends 
affect their business so that they can help employees 
gain the skills they’ll need in the future.

Create a strategic workforce plan and complement 
it with strategic skills mapping. Companies 
should run strategic workforce demand-and-supply 
simulations to quantify mid- and long-term talent 
gaps. They should complement this by classifying 
current skills needed for different jobs and mapping 
them against future needs on a regular basis. Doing 
this will allow them to assess what kind of upskilling 
they might need to do and how best to target their 
eforts. To create a data-base of employee skills, 
companies can use emerging tools such as game-
based assessments of skills and behaviors or collect 
data on skills from social media sites.

Launch targeted upskilling programs and offer 
new ways of learning. Once companies have 
pinpointed employee skill gaps, they can develop 
learning interventions to bridge those gaps. 
Interventions should take full advantage of emerging 
learning technologies and techniques, such as digital 
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nudges delivered through mobile apps, augmented 
reality-based trainings, game-based learning, and 
micro-learning, which involves lessons that run only a 
few minutes and can be incorporated into the normal 
work day. Companies should also customize best-
practice learning methods to individual employees 
through things like personalized learning platforms.

Establish an enterprise-wide upskilling culture. 
Training and development programs are likelier to 
succeed if leadership promotes a learning culture, if 
the right incentives are in place for employees to learn, 
and if HR processes such as talent management and 
performance assessment are aligned with upskilling 
eforts. Best-in-class companies encourage employees 
to adopt a continu-ous-growth mindset and learn on 
the job, provide opportunities for people to take time off 
or learning, and have managers act as training coaches. 
Companies can use learning contracts; detailed training 
plans that em-ployees and their managers, review 
and sign, to ensure that both parties follow through 
on learning goals. Finally, employers must regard skill 
building as a long-term investment and, if necessary, 
adjust financial decision-making principles accordingly.

Extend upskilling efforts to the wider society. To 
build the workforce of tomorrow, companies should 
take responsibility for training future as well as existing 
employees. As part of this effort to prepare younger 
generations and potential candidates, companies can 
collaborate with government agencies and educational 
institutions to offer apprentice-ships or vocational training 
that combines classroom study with practical experience. 
They could launch early-education initiatives to motivate 
young people to consider entering in-demand careers, 
such as offering coding lessons for young girls to 
encourage them to enter STEM fields.

IMPLICATIONS FOR GOVERNMENTS
Although government-run training isn’t a popular 
learning option in most parts of the world, governments 
can still play an important role in supporting citizens 
and bolstering the economy by collaborating with 
industry and educational institutions on upskilling 
and reskilling initiatives.

Continuously forecast work force and skills gaps. 
Just as companies need a strategic workforce plan 
and skills map, so do governments. They should 
collaborate with the corporate sector to develop 
industry-wide skills forecasts and standards and 
then build a quantitative model for forecasting 
workforce demand and supply. This will identify 
key workforce gaps and skill mismatches in the 
economy that can be addressed proactively.

Take an active role in matching skills and jobs. 
Once policymakers have determined the areas in 
which a skills imbalance is the most severe, they 
should make a conscious effort to bridge the gaps; 
they can partner with the business community or 
educational institutions to do it. Around the world, 
governments have launched such efforts. Among 
them: the Skill India Mission, a large-scale program 
to upskill millions of Indians through public-private 
partnerships, and the Singapore government’s 
Skills Future program, a national initiative to provide 
citizens with career-long learning opportunities.

Future-proof the education system. Public-
sector educators at all levels should refresh 
curricula to include hard skills needed in the future, 
such as coding and artificial intelligence, and soft 
skills that today’s workers deem to be important 
for advancement, including communication, 
collaboration, creativity, problem solving, and 
critical thinking. Educators should rethink how 
classes are offered to appeal to people’s different 
learning preferences, including combining offline 
and online methods and developing approaches 
for lifelong learning.

Governments should also ensure that young 
people have the information they need about the 
future job market and that they have a chance 
to learn required skills on the job. For example, 
after Swiss students finish high school, they can 
choose between going to college or doing a two- 
or four-year employer-paid apprenticeship, after 
which they can enter the job market or continue 
their studies.
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Establish individual learning accounts. Governments 
can cultivate a lifelong-learning mindset by helping 
employees save for training purposes. A system 
of individual learning accounts jointly financed by 
employers, government, and employees does just that. 
Employees can pay for training and development from 
the account, which goes with them if they move to a 
new job, giving them more control over their career 
development. In France, private-sector employees get 
a personal training account with their firs job and can 
use it to pay for a wide variety of approved courses until 
they retire.

Offer incentives for corporate spending on 
learning. Governments can use tax breaks to 
encourage organizations to devote resources 
to training. In Finland, companies can write off 
the expense of any skills training that employees 
need to keep their jobs, and individuals can deduct 
expenses in excess of a certain annual amount 
incurred to gain professional or vocational skills.

Remove barriers to nontraditional careers and 
support new talent pools. To support a flexible 
labor market, national governments can remove 
barriers to work-related mobility by recognizing 
the qualifications, certifications, or accreditations 
that a job candidate earns in a different country, 
industry, or job role. Likewise, they can make it 
easier for companies to hire people who are willing 
to relocate for work by streamlining visa regulations, 
social integration, and other potential roadblocks. 
Policymakers can also support disadvantaged 
talent pools’ access to the labor market, including 
providing upskilling, networking, and job placement 
to minorities, working mothers, and older workers.

IMPLICATIONS FOR INDIVIDUALS
People need to be their own best coaches for the skills 
that they need for their jobs today and in the future. 

Have a plan. Strategic plans work for people as 
well as they do for companies and governments. 
Everyone who works should have a career plan 
that maps out the type of work they want to do 

along with the skills they need in order to remain 
competitive in the marketplace. A plan should start 
with deter-mining what skills give them an edge 
over other people with comparable jobs and what 
else about their “personal brand” separates them 
from the pack. And it could include concrete actions 
they should take to advance their career, including 
digital tools to learn, courses to take, projects to 
engage in, and relationships to cultivate.

Make a habit of continuous learning. Free-lancers 
already devote more time than the average to training, 
presumably to improve their employability. People 
with full-time jobs can adopt a similar mentality 
and always be thinking about the skills they need. 
Workers can ask for assignments that would require 
them to adopt new skills, or they could launch side 
projects to gain new expertise. People should also 
take advantage of courses offered by an employer or 
professional organization, or enroll in online classes 
to pick up a new skill or two.

Adopt a lifelong learning mindset. In today’s fast-
paced labor market, it’s crucial to know how to adapt 
to changing conditions and ways of working. Learning 
the skills needed for multiple professions over the 
span of a career might soon be the norm. Be open to 
shifting o another job, industry, or country if needed.

The world of work is changing. Technology 
advances and globalization are two megatrends 
that are seeing to that. The skills that people 
learn at the beginning of their careers aren’t 
necessarily what they will need for the same job 
in the future. Upskilling, reskilling, and lifelong 
learning might sound like buzzwords, but they 
mean business. For organizations to remain 
competitive and national economies to stay 
strong, companies and governments must help 
people adopt the skills they need to do their 
jobs to-day and in the future. To stay relevant 
in their current positions and be attractive to 
potential employers, people need to under-
stand how progress is affecting their job and 
take time to train accordingly.



79ANNUAL HR MAGAZINE | DECEMBER 2019

ASSOCIATION OF HUMAN RESOURCE PROFESSIONALS OF MAURITIUS

APPENDIX



At the Mauritius Revenue Authority (MRA), we create the future today!

We, at the MRA, will keep on striving  to remain amongst the leaders by adapting to change. 
And we know that we can only adapt to change by further developing breakthrough innovations.

 Ehram Court, Cnr Mgr. Gonin & Sir Virgil Naz Streets, Port Louis, Mauritius

T: +230 207 6000  |  F: +230 211 8099  |  E: headoffice@mra.mu  |  W: www.mra.mu

Developing Breakthrough Innovations 

Value-based approaches:

Income Support
• Negative Income Tax
• Special Allowance

Social Media 
presence 
• YouTube Channel
• Twitter account    
  @MRA_services

Cooperative Compliance
• Trade/Business Facilitation

• Fast-Track Individual Income
   Tax & VAT Refund

Good Governance & Integrity
with a 

Quality Management System (QMS)

based on ISO 9001:2015

e-Filing
e-Payment
e-Auction
e-Recruitment

Collection of Contributions
• NPF
• NSF
• HRDC Training Levy

Audit

Intelligence

Investigation

Intelligent Border Control
• Drone
• Fast Interceptor Boat (FIB)
• Cargo Fast Track Initiative
• K9-Unit
• Customs Anti-Narcotics Section
• Online Currency Declaration

e-Procurement
e-Objection
e-Taxpayer Satisfaction
   Survey

e-Services

The Three-Box-Solution* has proved to be highly effective at the MRA

Ever since its inception in 2006, the MRA has been innovating. So much so that in 2019, the World Bank
ranked Mauritius at the 5th position in the Ease of Paying Taxes Indicator out of 190 countries.

*A concept by Prof. V. Govindarajan, Harvard Business School

2
We selectively forget 

the past
We selectively forget 

the past

3
We create the future by

adapting to change
We create the future by

adapting to change

1
We manage 

the present efficiently
We manage 

the present efficiently

Mobile Apps
• MRAeasy
• Customs@MU

Fostering SME growth
• Partnering Programme
• Voluntary Disclosure 
   Incentive Scheme
• Tax Arrears Settlement 
   Scheme (TASS)
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Employing Abilities @ Work
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SHRM, the Society for Human Resource 
Management, creates better workplaces where 
employers and employees thrive together. 
As the voice of all things work, workers and 
the workplace, SHRM is the foremost expert, 
convener and thought leader on issues 
impacting today’s evolving workplaces. With 
300,000+ HR and business executive members 
in 165 countries, SHRM impacts the lives of 
more than 115 million workers and families 
globally.

The SHRM Foundation's mission is to mobilize 
the power of HR and activate the generosity of 
donors to lead positive social change impacting 
all things work. The Foundation is committed to 
elevating and empowering HR as a social force 
through its innovative solutions to workplace 
inclusion challenges, programming designed 
to inspire and empower the next generation 
of HR leaders and awarding scholarships and 
professional development grants to educate 
and develop students and HR professionals.  
The SHRM Foundation is a 501(c)(3) nonprofit 
affiliate of the Society for Human Resource 
Management.

The Workplace Initiative is a social impact 
program dedicated to creating workplaces 
where people with disabilities can thrive. 
Through resources, training, partnerships, and 
direct support, they enhance the employment 
readiness of people with disabilities, connect 
job seekers to meaningful career opportunities, 
and empower employers to implement 
disability inclusion. By inspiring companies 
to embrace difference and build inclusive 
workplaces, they advance true inclusion of 
people with disabilities.

About the Partners
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Introduction
There are few studies, past or present, that 
explore what employers are currently doing 
to recruit, train, accommodate and advance 
employees with disabilities, what’s working 
for organizations and what the challenges and 
opportunities are to creating and maintaining 
an inclusive workplace for people with 
disabilities. In this study, a partnership between 
SHRM Foundation, the Society for Human 
Resource Management (SHRM) and Workplace 
Initiative by Understood, we set out to broadly 
understand the landscape of disabilities in the 
workplace as we approach the 30th anniversary 
of the Americans with Disabilities Act (ADA) in 
2020.

In 2012, SHRM partnered with the Cornell 
University ILR School Employment and Disability 
Institute to study organizational practices and 
policies related to employing people with 
disabilities, including those on: recruitment 
and hiring policies and procedures, accessibility 
and accommodation, and retention and 
advancement. In 2019 we wanted to gauge the 
changes over time as well as revisit the topics 
as viewed from three perspectives: employees, 
managers and human resources professionals. 
This multi-faceted approach was imperative 
to ensure meaningful and full understanding 
of organizations attitudes and opinions about 
workers with disabilities and disability inclusion 
in the workplace.

To gather perspectives on these topics we first 
conducted focus groups with HR professionals 
and then fielded surveys to the three populations. 
Overall, we found a general lack of knowledge 
and training around disabilities in the workplace. 
Most people, HR professionals and employees, 
are not receiving disability inclusion training in 
the workplace.  This presents an opportunity to 
use the anniversary of the ADA to re-evaluate 
workplace practices and offer resources and 
support aimed at more complete inclusion of 
those with disabilities in the workforce.

Our primary goals for the 2019 study were 
to better understand:
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Introduction
There are few studies, past or present, that explore what employers are currently doing to 
recruit, train, accommodate and advance employees with disabilities, what’s working for 
organizations and what the challenges and opportunities are to creating and maintaining 
an inclusive workplace for people with disabilities. In this study, a partnership between 
SHRM Foundation, the Society for Human Resource Management (SHRM) and Workplace 
Initiative by Understood, we set out to broadly understand the landscape of disabilities in 
the workplace as we approach the 30th anniversary of the Americans with Disabilities Act 
(ADA) in 2020. 

In 2012, SHRM partnered with the Cornell University ILR School Employment and Disability 
Institute to study organizational practices and policies related to employing people with 
disabilities, including those on: recruitment and hiring policies and procedures, accessibility 
and accommodation, and retention and advancement. In 2019 we wanted to gauge 
the changes over time as well as revisit the topics as viewed from three perspectives: 
employees, managers and human resources professionals. This multi-faceted approach 
was imperative to ensure meaningful and full understanding of organizations attitudes and 
opinions about workers with disabilities and disability inclusion in the workplace. 

To gather perspectives on these topics we first conducted focus groups with HR 
professionals and then fielded surveys to the three populations. Overall, we found a 
general lack of knowledge and training around disabilities in the workplace. Most people, 
HR professionals and employees, are not receiving disability inclusion training in the 
workplace.  This presents an opportunity to use the anniversary of the ADA to re-evaluate 
workplace practices and offer resources and support aimed at more complete inclusion of 
those with disabilities in the workforce.
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The ADA Definition
In the workplace and in employment contexts, the Americans with Disabilities Act (ADA) 
defines the term “disability”. According to the ADA, a person with a disability is a person who 
has a physical or mental impairment that substantially limits one or more major life activities. 
This definition is quite broad, and includes people who have emotional and mental illness, 
certain learning disabilities, episodic conditions such as diabetes, etc. The definition includes 
people who have a record of a disability and those who do not have a formal diagnosis but 
are generally regarded as having a disability. The ADA also makes it unlawful to discriminate 
against a person based on their association with a person with a disability. Disability is thus 
not just a health problem; it is a complex phenomenon reflecting the interaction between the 
person’s physical body, mental capacity and the environment in which they live.
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Understanding Disability
We surveyed 1,658 HR professionals, 748 managers and 1,168 employees. The majority of survey respondents (72%) disclosed that they do not have a disability. However, the majority 
of respondents also indicated they are in contact with someone with a disability either personally or professionally on a regular basis (weekly or more often).
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We surveyed 1,658 
HR professionals, 748 
managers and 1,168 
employees. The majority 
of survey respondents 
(72%) disclosed that 
they do not have a 
disability. However, the 
majority of respondents 
also indicated they 
are in contact with 
someone with a disability 
either personally or 
professionally on a regular 
basis (weekly or more 
often).

Understanding Disability
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Non-Visible Disabilities
“Invisible” or “hidden” disability 
refers to a spectrum of disabilities or 
challenges that cannot be directly 
identified through observation. 
These can include cognitive, chronic 
health and psychological disabilities. 
There are thousands of illnesses, 
disorders, diseases, dysfunctions, 
congenital disabilities, impairments 
and injuries that can be debilitating 
enough to occasionally or always 
limit daily activities. While most 
people tend to recognize PTSD or 
dyslexia as invisible disabilities, 
conditions like chronic migraines, 
endometriosis, asthma, narcolepsy 
and traumatic brain injuries are 
often discounted as not being “real” 
disabilities. It is important to keep 
in mind that invisible disabilities 
can range from mild challenges to 
severe limitations and severity varies 
from person to person.

Figure 1C - How would you define disability?

When asked to define a disability 
and what items were covered under 
the ADA, neither employees nor 
managers had a good sense of how 
to define a disability or what was 
covered under the ADA. When asked 
what comes to mind when they 
think of “disability,” respondents 
overwhelmingly thought of 
something that limits a major 
life function and something that 
requires an accommodation. While 
respondents were less likely to 
define disability as something that 
is visible, they were also less likely to 
think disability is something that is 
invisible or hidden. (Figure 1C).
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Visible and Invisible Disabilities
When asked about which disabilities are protected conditions under the Americans with 
Disabilities Act (ADA), HR professionals’ understanding of disability differed greatly from 
managers and employees (Figure 1D). Physical and visible disabilities (e.g. mobility limitations, 
vision impairment and auditory impairment) were largely understood as covered conditions 
by all respondents, but invisible disabilities including conditions like PTSD, depression, anxiety 
and migraines were not recognized by managers and employees as often as HR professionals. 
Anxiety, migraines, depression, stress and substance abuse were three times less likely to 
be considered a disability covered under the ADA by employees than by HR professionals. 
Those same invisible disabilities were over twice as likely to be reported by HR than managers. 
Further illustrating the divide between managers’ understanding of covered conditions, almost 
10% of managers reported not knowing at all what was covered under the ADA, something 
that 0% of HR professionals said.
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Figure 1D Which disabilities are covered by the ADA? Application of the ADA
Although HR professionals were the most knowledgeable about what is considered a disability, 
many of them still struggled with defining disability and how to apply their understanding of 
disability and the ADA in the workplace.

During focus groups,  
HR professionals 
shared:

“It gets complex for me… I think 
that there’s a lot of grey area in 
the recs on ADA for us.”

“If you just stay with the 
ADA … that would be fairly 
straightforward but then we 
have these other things that 
come up that blurs the line 
… needing FMLA leave to 
kidney dialysis or something … 
sometimes it’s clear … but a lot 
of times it isn’t.”

“I think it’s further defined than 
it used to be – people viewed 
it as something that you could 
see, right? And now, it’s so much 
more complex because it … 
encompasses so much more 
than just disabilities that are 
visible.”

“We’ve had to kind of 
investigate almost and I hate 
to say that, but through the 
ADA what their definition of 
it is basically, anything that 
makes your life difficult is a 
disability. And I was like, ‘Wow.’ 
Because I had a gentleman that 
was claiming asthma was his 
disability. And at first, I was like, 
‘Wait, you should—’ you know, 
and I had to really dig into it 
because it wasn’t a severe case.”
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Attitudes and Opinions
Similar to understandings of disability, employees, managers and HR professionals have varied 
attitudes and opinions of peers with disabilities. Employees are the most comfortable with the 
idea of working with or disclosing a disability, while managers indicate the greatest discomfort 
with working with colleagues with disabilities. Interestingly, HR professionals are the group with 
the greatest discomfort with disclosing their own disability at work. Organizations will be unable 
to overcome barriers to disability inclusion without first tackling the pervasive stigmatizing beliefs 
about disability, especially invisible disabilities, that currently exist within their culture.

Opinions on Workers with Disabilities
Of HR professionals and managers that are aware of which workers have disabilities in their 
organization, nearly all HR professionals (97%) and people managers (92%) say that employees 
with disabilities regularly perform the same or better than their peers without disabilities.
Managers are also twice as likely as HR professionals to say that workers with disabilities 
perform worse than their peers without disabilities (Figure 2A).

Opinions on Working with Colleagues with Disabilities
In the focus groups, HR professionals reported that they thought managers were 
uncomfortable creating an environment where disabilities could be discussed because 
managers are concerned with procedure and liability issues. This perception on the part of 
HR professionals is supported in the survey data, where managers reported the greatest level 
of discomfort with working closely with colleagues with disabilities, especially those with 
intellectual and mental health disabilities (Figure 2C).

Nearly all HR professionals and managers say that employees with disabilities 
regularly perform the same or better than their peers without disabilities.

Figure 2A Opinions on the performance of workers with disabilities

Figure 2C Level 
of discomfort 
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Opinions on Working with Colleagues with Disabilities
In the focus groups, HR professionals reported that they thought managers were uncomfortable creating an environment where disabilities could be discussed because managers are 
concerned with procedure and liability issues. This perception on the part of HR professionals is supported in the survey data, where managers reported the greatest level of discomfort 
with working closely with colleagues with disabilities, especially those with intellectual and mental health disabilities (Figure 2C).

Figure 2C Level of discomfort working with a colleague with a disability
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Disclosing Disability at Work
HR professionals are more uncomfortable than employees and managers about disclosing 
a disability of any kind at work (Figure 2D). 50% of HR professionals said they would be very 
uncomfortable or somewhat uncomfortable disclosing a disability at work, compared to 43% 
of managers and 38% of employees. This discomfort with personal disclosure presents serious 
concerns for the other employees at the organization. If HR professionals, the group that is 
the most educated on disability, ADA compliance and accommodation procedures would 
be uncomfortable disclosing an invisible disability, how can employees in the rest of the 
organization be expected to feel comfortable?

Disability Inclusion Initiatives
Given the lack of understanding and visibility of disabilities and personal opinions on disability 
at work, it is unsurprising that few organizations have a disability specific inclusion initiative. 
Unfortunately, even in 2019, managers and HR professionals believe that the jobs they have 
available are not accessible to people with disabilities. Managers and HR need to overcome 
restrictive thinking about disability accommodations and how workers with disabilities fit into roles 
within their organizations and recognize workers with disabilities as an important source of talent.
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Overall, people would be most comfortable disclosing a physical disability and most 
uncomfortable disclosing a mental health disability at work. The stigma that forces 
people to hide their disabilities causes business losses in the form of absenteeism and 
turnover, which can cost upwards of 20% of the employees salary. Encouraging self-
identification can help employees feel safe enough to ask for the help they may need.
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Prevalence of Initiatives
Only 13% of HR professionals reported that their organizations have disability inclusion initiatives, 
and 17% didn’t know if their organizations had disability inclusion initiatives (Figure 3A). Nearly 
twice as many managers didn’t know whether their organizations had disability inclusion initiatives 
(56%). When HR professionals and managers were asked why their organizations didn’t have 
initiatives, respondents indicated that they felt “the nature of the work is such that it cannot be 
done by individuals with disabilities.” (Figure 3B).

Rationale Behind Lack of Initiatives
When compared to HR professionals, managers are slightly more likely to report that physical or 
cognitive/emotional disabilities are incompatible with the type of work as a reason for not having 
disability inclusion initiatives (Figure 3B). This “the work isn’t able to be done” sentiment emerged 
in focus groups as well, but differed by industry–it was a more common sentiment in industries like 
manufacturing, construction and hospitality. Prevalence of this feeling in certain industries suggests 
that the potential for unconscious bias may differ by industry. Training in these industries needs 
to make clear that just because a person has a disability does not mean they are unable to do the 
job. Both HR professionals and managers report that they feel the work is not able to be done by 
workers with disabilities, but managers more frequently report this perception, suggesting both 
a need and an opportunity for HR to provide additional resources to help their managers better 
understand these issues.

Figure 3A Investment in a disability inclusion initiative

The majority of workplaces do not have disability inclusion initiatives.
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Disability Inclusion Initiatives
Given the lack of understanding and visibility of disabilities and personal opinions on disability at work, it is unsurprising that few organizations have a disability specific inclusion 
initiative. Unfortunately, even in 2019, managers and HR professionals believe that the jobs they have available are not accessible to people with disabilities. Managers and HR need 
to overcome restrictive thinking about disability accommodations and how workers with disabilities fit into roles within their organizations and recognize workers with disabilities as an 
important source of talent.

Prevalence of Initiatives
Only 13% of HR professionals reported that their organizations have disability inclusion initiatives, and 17% didn’t know if their organizations had disability inclusion initiativies           
(Figure 3A). Nearly twice as many managers didn’t know whether their organizations had disability inclusion initiatives (56%). When HR professionals and managers were asked why 
their organizations didn’t have initiatives, respondents indicated that they felt “the nature of the work is such that it cannot be done by individuals with disabilities.” (Figure 3B).
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Figure 3A Investment in a disability inclusion initiative
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Figure 3B Reasons organizations do not invest in a disability inclusion initiative
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Rationale Behind Lack of Initiatives 
When compared to HR professionals, managers are slightly 
more likely to report that physical or cognitive/emotional 
disabilities are incompatible with the type of work as a reason 
for not having disability inclusion initiatives (Figure 3B). This    
“the work isn’t able to be done” sentiment emerged in focus 
groups as well, but differed by industry–it was a more common 
sentiment in industries like manufacturing, construction and 
hospitality. Prevalence of this feeling in certain industries 
suggests that the potential for unconscious bias may differ by 
industry. Training in these industries needs to make clear that 
just because a person has a disability, does not mean they are 
unable to do the job.

Both HR professionals and managers report that they feel the 
work is not able to be done by workers with disabilities, but 
managers more frequently report this perception, suggesting 
both a need and an opportunity for HR to provide additional 
resources to help their managers better understand these 
issues.

Figure 3B Reasons organizations do not invest in a disability inclusion initiative
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Figure 3C Challenges with 
recruiting, hiring, or promoting, 
people with disabilities

Reason: The work is inherently 
incompatible with accommodations 
for. . .

Figure 3D Challenges with 
recruiting, hiring, or promoting, 
people with disabilities

Reason: Attitudes of leadership and 
customers

Challenges with Recruiting, Hiring or Promoting People with Disabilities
When asked what the challenges were to recruiting, hiring and promoting people with 
disabilities in their organization, the responses followed almost the same trend. Overall, for both 
HR professionals and managers, the major challenge for organizations is the belief among HR 
professionals and managers that certain kinds of work are simply incompatible for someone with a 
disability (Figure 3C). While many people with disabilities do not require accommodations, for those 
employees who would benefit from accommodations there is a lack of knowledge or awareness of 
what accommodations are available, how they can be implemented and at what cost. This common 
theme is rooted in a lack of knowledge or awareness of what accommodations are, how they can 
be implemented and what they cost. These factors might be best addressed with better training 
around diversity inclusion in the workplace at all levels (HR, managers and employees).

Most disability inclusion initiatives are likely to be organization wide and include a top-down 
approach. As such, we might expect to see a lack of leadership buy-in as a key reason that 
organizations do not invest in a specific initiative. Overall, reasons related to the attitudes of 
leadership, customers/clients and supervisors were generally not reported to be significant 
challenges for organizations (Figure 3D). Rather, these attitudes may be leveraged as an 
advantage. Half of HR professionals report that their organization invests in a disability 
inclusion initiative because of buy-in from leadership. Managers are even more likely than 
HR professionals to report that attitudes of supervisors and discomfort with people with 
disabilities are drivers of investing in a disability inclusion initiative.

PAG E  13

Challenges with Recruiting, Hiring or Promoting People with Disabilities
When asked what the challenges were to recruiting, hiring and promoting people with disabilities in their organization, the responses followed almost the same trend. Overall, for 
both HR professionals and managers, the major challenge for organizations is the belief among HR professionals and managers that certain kinds of work are simply incompatible for 
someone with a disability (Figure 3C). While many people with disabilities do not require accommodations, for those employees who would benefit from accommodations there is a lack 
of knowledge or awareness of what accommodations are available, how they can be implemented and at what cost. This common theme is rooted in a lack of knowledge or awareness 
of what accommodations are, how they can be implemented and what they cost. These factors might be best addressed with better training around diversity inclusion in the workplace at 
all levels (HR, managers and employees).

Most disability inclusion initiatives are likely to be organizationwide and include a top-down approach. As such, we might expect to see a lack of leadership buy-in as a key reason that 
organizations do not invest in a specific initiative. Overall, reasons related to the attitudes of leadership, customers/clients and supervisors were generally not reported to be significant 
challenges for organizations (Figure 3D). Rather, these attitudes may be leveraged as an advantage. Half of HR professionals report that their organization invests in a disability inclusion 
initiative because of buy-in from leadership. Managers are even more likely than HR professionals to report that attitudes of supervisors and discomfort with people with disabilities are 
drivers of investing in a disability inclusion initiative. 

Figure 3C Challenges with recruiting, hiring, or promoting, people with disabilities
Reason: The work is inherently incompatible with accommodations for. . . 

Figure 3D Challenges with recruiting, hiring, or promoting, people with disabilities
Reason: Attitudes of leadership and customers

PAG E  13

Challenges with Recruiting, Hiring or Promoting People with Disabilities
When asked what the challenges were to recruiting, hiring and promoting people with disabilities in their organization, the responses followed almost the same trend. Overall, for 
both HR professionals and managers, the major challenge for organizations is the belief among HR professionals and managers that certain kinds of work are simply incompatible for 
someone with a disability (Figure 3C). While many people with disabilities do not require accommodations, for those employees who would benefit from accommodations there is a lack 
of knowledge or awareness of what accommodations are available, how they can be implemented and at what cost. This common theme is rooted in a lack of knowledge or awareness 
of what accommodations are, how they can be implemented and what they cost. These factors might be best addressed with better training around diversity inclusion in the workplace at 
all levels (HR, managers and employees).

Most disability inclusion initiatives are likely to be organizationwide and include a top-down approach. As such, we might expect to see a lack of leadership buy-in as a key reason that 
organizations do not invest in a specific initiative. Overall, reasons related to the attitudes of leadership, customers/clients and supervisors were generally not reported to be significant 
challenges for organizations (Figure 3D). Rather, these attitudes may be leveraged as an advantage. Half of HR professionals report that their organization invests in a disability inclusion 
initiative because of buy-in from leadership. Managers are even more likely than HR professionals to report that attitudes of supervisors and discomfort with people with disabilities are 
drivers of investing in a disability inclusion initiative. 

Figure 3C Challenges with recruiting, hiring, or promoting, people with disabilities
Reason: The work is inherently incompatible with accommodations for. . . 

Figure 3D Challenges with recruiting, hiring, or promoting, people with disabilities
Reason: Attitudes of leadership and customers



93ANNUAL HR MAGAZINE | DECEMBER 2019

ASSOCIATION OF HUMAN RESOURCE PROFESSIONALS OF MAURITIUS

Inclusivity by Industry
During the focus groups, a key theme that materialized was that some industries view 
the ability to be inclusive of those with disabilities differently. Focus group respondents 
reported that those with disabilities aren’t hired in manufacturing because there are no 
accommodations that would allow them to do the job. This nuanced finding will help us 
understand how to increase disability inclusion in industries with increased biases against 
workers with disabilities.

During focus groups, HR professionals shared:

“It is challenging, especially in manufacturing, ‘cause, you know, you gotta try to figure out how 
to burn the candle at both ends, be accommodating but meet all these production demands.”

“We have a plant where we have our welders and our lumber yard, etc., but most of our 
employees are traveling to buildings so … they’re expected to be able to climb and build 
tanks. To be able to accommodate at our job site is impossible.”

“Manufacturing people are probably measuring it every year on our AAPs. We’re measuring it 
but when we can move away from using the trendy language for it I think it’s gonna help to have 
better acceptance from leadership. We gotta find a better way of wording it … you can talk about 
diversity and inclusion in the workplace but we gotta find a way of taking it out of being like 
an entitlement to it’s [the] right thing to do ... We’re still talking about it like it’s an entitlement. 
Instead of talking about it like it’s not an entitlement, it’s just the way we are as human beings 
… It’s the right thing to do in our workplace. There’s benefits to the employer, and we have to 
find a way of wording it so corporations and companies see it as a benefit to them instead of 
something that’s that touchy-feely topic if you’re going to sell it to the highest level.”
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Recruitment
As a result of the belief that disability inclusion initiatives are not needed and the lack of a 
nuanced understanding of disability, many organizations have been on “autopilot” when it 
comes to disability recruitment. Over the last 10 years, there has been little to no change in the 
tactics that organizations are using to recruit from this talented pool.

To recruit individuals with disabilities, HR professionals and managers report that they are 
already including people in disabilities in their organization’s diversity and inclusion plans, and 
have relationships with community organizations that promote or support the employment of 
people with disabilities (Figure 4A).
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MANAGERS
1 -  The nature of the work is such that it cannot be effectively 

performed by people with any kind of disability.
2 - Difficulty finding qualified people with disabilities.
3 - Not knowing how much an accommodation will cost.

1 -  The nature of the work is such that it cannot be effectively 
performed by people with all disabilities except physical.

2 -  The actual cost of an accommodation and not knowing 
how much an accommodation will cost.

3 - Finding qualified people with disabilities.

HR PROFESSIONALS
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Recruitment Policies and Practices
Previous research done by SHRM in 2012 indicates that very little progress has been made. In 
2012, SHRM in collaboration with the Cornell University ILR School Employment and Disability 
Institute conducted the first iteration of this survey about organizational practices and policies 
related to employing people with disabilities. Comparing this study to the previous work, 
there has been no change over the last seven years in the proportion of HR professionals that 
explicitly include people with disabilities in diversity and inclusion plans or the proportion of 
organizations that have relationships with community organizations that promote or support 
the employment of people with disabilities (Figure 4B). Also concerning, in 2019 less than 20% 
of organizations are taking advantage of tax incentives for hiring people with disabilities, a 
decrease from 2012 when 27% of HR professionals reported utilizing these programs.
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In 2012, the average unemployment rate was 7.9%. Today, we face a tighter job market 
with a 3.9% average unemployment rate. Thus, competition among organizations 
is fiercer than ever, and yet the majority of organizations have done nothing new to 
recruit from this high-potential labor force.

Sourcing Top Talent
HR professionals and managers report difficulty, finding individuals with disabilities who 
can meet job requirements. In focus groups, HR professionals spoke about how finding 
someone for their specialized line of work was difficult enough, but that finding someone with 
disabilities who has adequate skills is an even greater challenge.

During focus groups, HR professionals shared:
“We’re a public accounting firm so the nature of ... the type of work that we do you don’t necessarily 
find people that are skilled and able to do that anywhere and the odds of us going to something 
like a career fair that’s designed for people with disabilities, the odds of us finding someone at that 
career fair that is a certified public accountant, the odds are very small.”

“We’re manufacturing and 95% of our workforce is out on the manufacturing floor. It’s a dangerous 
environment … We do have a labor agreement so don’t have the flexibility, we cannot hire temporary workers, 
they can’t work a part-time schedule so that makes it much more difficult … for those types of positions … to 
hire someone with a disability … It’s really difficult for us to make accommodations … it’s manual labor, 8 hours 
a day, have to be able to work overtime. It’s all mandatory, it’s written into our labor agreement, it’s written in the 
job description. So once you can’t do that anymore, we don’t have a place for them unfortunately.”
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Accessibility and Accommodation
Without a clear disability inclusion initiative or a guiding recruitment strategy, the 
accommodations offered to employees with disabilities tend to be either accommodations 
for physical disabilities or flexible working schedules. Managers and HR have a narrow 
understanding of the feasibility and possibilities for a variety of accommodations, for both 
current and future employees. HR and managers need to work hand-in-hand to think more 
creatively about what accommodations they are already making that they don’t realize are 
accommodations and how new types of low-cost, low-risk, low-tech accommodations can be 
implemented in their workplaces right now.

Current and Future Accommodations
Even when the right talent has been found, additional barriers can exist to full inclusion for 
individuals with disabilities. Figure 5A illustrates what HR professionals and managers say 
they are currently offering or have offered to employees in the past.  HR professionals and 
managers are most likely to report that their organization is offering policy enhancements like 
modified and flexible work schedules, and less likely to report accessibility accommodations 
like providing a service or changing the format of training materials.

Concerns About Cost
More than 70% of HR professionals believe the potential cost of providing an accommodation 
is a challenge when recruiting, hiring or promoting people with disabilities at their 
organization. Concerns about the potential cost of accommodations are largely a result of a 
lack of information, education and inexperience in implementing accommodations.

Data from the Job Accommodation Network (JAN), a service provided by the United States 
Department of Labor’s Office of Disability Employment Policy (ODEP), shows that about 59% of 
accommodations cost nothing. Of those that cost money, 36% were a one-time cost with the median 
cost being $500. Only 3% of accommodations required an ongoing annual cost to the company.
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Figure 5B Cost concerns with recruiting, hiring, or promoting people with disabilities
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Exploring Accommodation Options
Focus group participants echo concerns that organizations don’t fully understand the possible 
accommodations available. HR and managers need training to think more creatively about 
possible accommodations for their employees with disabilities.

During focus groups,  
HR professionals shared:
“If we’re going to be the people that are really 
driving the bus towards change we need to drive 
that bus and we’re not ... We’re telling everybody 
what they should do from a standpoint of that you 
have to legally comply but how do we do it?”

“We had informal learning through the local 
SHRM chapter. The programming chair brought 
in a nonprofit to just talk about how [people with 
disabilities] work in the workplace, what we as HR 
providers can do to accommodate them and it 
led to a lot of questions for them because people 
never had the opportunity to ask other experts 
how they do that.”

“Some of the challenges at least that I have is that 
I’m not there in the warehouse so thinking of 
doing work different than how it’s done doesn’t 
occur to people … Sometimes a barrier in hiring 
is that we haven’t been challenged with all the 
different ways that’s out there …”
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Figure 6A Participation in any formal 
training on hiring/promoting/working 
with individuals with disabilities
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Training and Capacity-Building
A gap exists between the training that is needed and the frequency and types of training that are offered at organizations. There is an opportunity to educate and promote inclusivity, 
not just via formal training but through other capacity-building methods. HR professionals should lead the charge in better educating their managers and employees about compliance 
matters related to disability and disability inclusion. HR also needs to create spaces within the organization where managers and employees can learn informally and build capacity 
around creating inclusive workplaces.

Training for HR Professionals and Managers 
Only about 30% of organizations offer disability awareness or sensitivity training to all managers and supervisors. Less than half of managers seek out this training on their own. 61% of 
managers and 51% of HR professionals have not participated in any disability inclusion training at all, whether optional or required (Figure 6A).
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Overall, managers are less likely to participate in training and less likely to know if their 
organization even offers such training (Figure 6B). Over one-third of managers don’t 
know how often compliance training on interviewing or legal requirements is offered at 
their organization.

Figure 6B Frequency of compliance training for hiring managers

PAG E  22

Figure 6B Frequency of compliance training for hiring managers

Training on effective practices for interviewing people 
with disabilities

Training on legal requirements of disability non-discrimiation 
and accommodation

Overall, managers are  less likely to participate in training and less likely to know if their organization even 
offers such training (Figure 6B). Over one-third of managers don’t know how often compliance training on 
interviewing or legal requirements is offered at their organization.

HR HRManagers Managers

40%

PAG E  22

Figure 6B Frequency of compliance training for hiring managers

Training on effective practices for interviewing people 
with disabilities

Training on legal requirements of disability non-discrimiation 
and accommodation

Overall, managers are  less likely to participate in training and less likely to know if their organization even 
offers such training (Figure 6B). Over one-third of managers don’t know how often compliance training on 
interviewing or legal requirements is offered at their organization.

HR HRManagers Managers

40%



100

ASSOCIATION OF HUMAN RESOURCE PROFESSIONALS OF MAURITIUS

ANNUAL HR MAGAZINE | DECEMBER 2019

Organizationwide Training
Similar to manager training, only about 30% of organizations offer disability awareness/
sensitivity training to all employees. When asked why their organization doesn’t offer diversity 
training for all employees, there was a disconnect between managers’ understanding of why 
disability training isn’t offered to all employees and HR professionals’ understanding of why the 
training isn’t offered.

The majority of managers said that there aren’t enough employees with disabilities to warrant 
such training (32%) and there is no required training on the topic (29%). HR professionals 
indicated different reasons for the lack of training—twice as many HR professionals as 
managers indicated that specific training on disability sensitivity was “built-in” to other 
standard trainings.

Other Capacity-Building Methods
Aside from formal training, HR professionals primarily get their information on hiring, promoting 
and working with individuals with disabilities from government websites (60%) and professional 
organizations (48%), which is a reflection of their penchant for approaching disability from a 
regulatory perspective. Managers, on the other hand, are most likely to get information from 
general online searches (40%) or professional peers (32%). HR Professionals and managers were 
asked where they think most managers get information on training on hiring, promoting and 
working with individuals with disabilities and overwhelmingly they both said HR.
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Conclusion
The findings from this research spotlight the misunderstandings amongst HR professionals and 
managers about the capabilities of employees with disabilities and about the costs associated with 
supporting employees with disabilities to thrive in the workplace. Information that dispels these 
myths and resources that help support HR professionals and managers in developing the knowledge, 
skills and mindsets they need to support employees with disabilities is of paramount importance.

With more education, both formal and informal, organizations can make a difference to move 
the needle of inclusion in their culture. Everyone deserves to feel safe and accepted in the 
workplace, and HR and managers should act, as role models to show their workforces that, 
disabilities are a topic that organization should be discussing.

To this end, the SHRM Foundation, in partnership with the Workplace Initiative, will launch the 
Employing Abilities @Work Certificate in January 2020 to teach HR professionals and managers how 
to cultivate a workplace that is inclusive of all disabilities. The program will be free and open to all, 
and upon completion, participants will receive a print and digital certificate of their participation.

*Printed with the kind permission of Society for Human Resource Management (SHRM)
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By Roma Brijmohun

«Respect and integrity are the core 
of human resource management»

Bob Morton 
(Secretary General of WFPMA and Chairman of CIPD - UK)

The theme chosen this year by the Association 
of Human Resource Professionals of Mauritius 
(MAHRP) for the annual HR Congress is 
«Ethics in HR». Bob Morton, can you share 
with us what the word «Ethics» encompasses 
for this profession?

Ethics can be seen and interpreted through 
many lenses. However, professional ethics 
encompass the accepted standards of personal 
and business behaviour, values and guiding 
principles. In a world of increased reporting 
of corporate scandals, there’s even more 
recognition of the need to develop sustainable 
organisational practices which deliver long-
term value, not only in terms of profit, but 
for the benefit of a range of stakeholders, 
including people and wider society. The HR 
or people profession is uniquely placed to 
embed principled decision-making into daily 
organisational practice. Ethics are at the heart 
of professionalism, and practitioners need to 
demonstrate strong standards of integrity when 
advising leaders on the people implications of 

business decisions, in order to create cultures 
of transparency and trust.

What qualities and skills should an HR 
Manager and an HR Team possess, seek to 
learn and acquire?

Today’s human resource professionals need to be 
‘thinking performers’ and have a much broader, 
more complex skill set. To manage effectively 
in today’s environment, HR professionals need 
the ability to develop insight into the changing 
context of work. They must possess business 
commercial insight and be able to use analytics 
in HR, understand and apply the science of 
human behaviour and, of course, be masters of 
HR and learning processes and practices. From 
a personal perspective, HR professionals should 
possess good leadership and teamwork skills 
and effective communication & interpersonal 
skills. I like to describe these as possessing 
a combination of IQ (ability), EQ (Emotional 
Intelligence), CQ (Cultural Intelligence) and TQ 
(Technological Intelligence). 

SPECIAL GUEST HR CONGRESS 2019

Amidst generational change and disruptive technological evolution, the 
Association of Human Resource Professionals of Mauritius (MAHRP) is 
gathering its members on Friday to reflect around its founding principles. 
Keynote speaker Bob Morton, secretary general of the World Federation 
of People and Management (WFPMA) and chairman of the Chartered 
Institute of Personnel and Development (CIPD - UK), shares some valuable 
words of advice for the HR community.
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Between 2020 and 2025, the challenge of 
managing five generations of workers is 
dreaded by many. How can companies prepare 
themselves to this level of complexity in HR 
management?

My view is that this has been over-exaggerated. 
We have already managed multiple generations 
in the workforce, but now there are more of 
them and each generation will have differing 
assumptions about how the world works. 
There is no doubt it will be a challenge for 
some organisations, especially if you consider 
the issues in some parts of the world of an 
aging workforce, not just a multi-generational 
workforce.

There is emerging evidence that the newer 
generations are more ethically conscious and 
choose their careers and employers with a view 
to ensuring the purpose of the organization fits 
with their aspirations and ethical principles. A 
major issue in my view is how organisations 
adapt rapidly changing and disruptive 
technologies and, in particular AI. From an HR 
perspective, it is important to treat all people 
equally with respect and integrity and these 
principles must guide HR practices whatever 
the generation. It is clear that collaborative and 
inclusive workplaces where positive working 
relationships are encouraged and developed 
are less likely to face challenges from multi-
generational employees.

An HR professional recently commented: 
«Our generation chose to strictly separate 
work and personal life. Millennials choose to 
live first and build the work around.» Would 
you agree with this statement?

I consider this a stereotype of millennials. I 
believe there is a mixture of attitudes and 
values in all generations. What is clear is that 
the world of work is changing, as is the nature 
of the workplace, workforce and work itself. 

The traditional boundaries between work and 
home life have become ‘fuzzier’ and blurred. 
Social media and technologies facilitate new 
ways of working from anywhere, at any time. 
Communications with and between employees 
can now take place in an instant.

Some of the most important innovations of 
coming decades will not be new technologies, 
but new ways of working together that are 
made possible by these new technologies and 
HR needs to be at the forefront of developing 
these ways of working. This requires HR and 
managers to seek an understanding of the 
attitudes and drivers of employees and develop 
work practices and processes that reflect 
the social and technological changes in the 
workforce and society, i.e. creating a positive 
working environment which promotes well-
being, recognizing the need for flexible and 
virtual working practices.

Could you share a word of advice for 
companies seeking to bring flexibility within 
their workforce?

It is important for employers to determine the 
reasons for introducing flexible working and 
also to decide the types of flexible working to 
implement. There are a number of studies which 
have shown there is an increase in motivation of 
employees and an increase in commitment to 
their employer. (CIPD’s Megatrends report into 
Flexible Working).

I would adopt a project approach: select a 
cross functional and multi-level project team 
to ensure a good cross section of views from 
management and employees. The project 
would start with a needs assessment followed 
by determining types of flexibility and options. 
There is usually a period of negotiation with 
employees to agree on the flexible practices 
followed by implementation and monitoring 
to evaluate the effectiveness of the practices.
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A collaborative and involving approach brings 
the highest chance of success. Flexible work 
practices need to cater to the differing needs 
of employees. Focusing on the individual needs 
of employees and aiming to meet those needs, 
will result in a better environment for everyone.

Work from home is a new trend. How can HR 
best manage offsite manpower?

In principle, once the employer has agreed to 
home working, home workers should be treated 
the same as other employees. However, there 
are a number of aspects of home working that 
require support and specific HR actions.

Technology is at the heart of every successful 
work-from-home program. Aside from the basics 
– computer, e-mail, Web and phone conferencing, 
and access to internal websites or networks – HR 
also need to provide tools to ensure teams are 
working well together remotely.

A successful remote work program involves 
two components: suitable work and suitable 
employees. Carefully review each position and 
person on a case-by-case basis. Many jobs are 
conducive to remote work at least part of the 
time if you have the right technologies in place. 
However, you’ll want to reserve the privilege for 
employees who require minimal supervision and 
whose performance you trust. It is important to 
clearly define your expectations and document 
them in a remote work agreement that is signed 
by the employee. Spell out ground rules for the 
workday as well as requirements to limit your 
liability as the employer of a remote worker.

Gender inequality is a forefront issue. How should 
companies wishing to review their practices in 
terms of recruitment and salary proceed?

Before tackling issues of gender bias in terms of 
recruitment and salary, it is critically important 
to recognize that cultural change is needed at a 

workplace level. In addition to any government 
initiatives at a public policy level, there needs 
to be wider cultural change in organisations to 
promote genuine gender equality. 

For example, employers should have in place 
a robust framework and policies to counter 
any potential harassment or discrimination 
against women, including unconscious bias, 
and these policies need to cover every aspect 
of employment including recruitment and 
selection, training and promotion.

But policies are not enough on their own: the 
importance of gender equality needs to be 
promoted at every level of the organisation, 
because having a supportive and inclusive 
culture around diversity is the only way to 
ensure, not only that any form of discrimination 
and harassment aren’t tolerated, but that 
people’s behaviour reflects the right values and 
behaviour around diversity.

Senior leaders therefore have a vital role to 
play in demonstrating the expectations and 
attitudes that promote gender diversity – these 
need to be communicated effectively to the 
whole workforce and embedded in training for 
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line managers so that their management style 
is open and inclusive.

Any evidence of discriminatory behaviour or 
harassment among staff needs to be investigated 
and acted on swiftly and a clear message sent out 
that it will not be tolerated. Further, organisations 
should monitor the gender diversity of their 
workforce at every level, including at recruitment, 
for succession planning and the number of 
women who are making it into middle and 
senior level management roles. Through having 
this data, it should be possible to have a clear 
picture of whether or not there is any potential 
discrimination on grounds of gender.

It is in the interest of employers to not only 
eradicate discrimination and harassment 
against women in the workplace but to develop 
proactive strategies for progressing female 
talent, so that they can reap the many benefits 
from having a gender-diverse workforce. This 
will help to prevent employers from losing 
valuable female talent by default; there are 
also serious implications for businesses from 
a much wider perspective – for example, how 
organisations attract and retain female talent, 
for the female labour market and for women’s 
economic independence.

While it is easy for private companies to adopt 
new HR strategies, it might be otherwise for 
public and parastatal companies. How does 
the CIPD advise on HR policies and are there 
new trends being adopted at government 
level across the world?

My experience is that it’s often public sector 
bodies who find it easier to develop and adopt 
new HR strategies and practices. CIPD is actively 
consulted by and involved with a number of 
government bodies in developing working 
practices and HR policies. The most recent being 
the appointment of CIPD’s CEO as joint chair of 
a Flexible Working Taskforce.

Flexible working is recognized by many 
governments as a critical component in the 
future of work in order to maximise the potential 
and productivity of the workforce. Other 
themes governments are concerned about are 
productivity and skills in the new technological 
era, Equal Opportunities, Diversity and Gender 
Equality and the concept of Fair Work including 
Maternity and Parental leave.

CIPD provides certification. What added value 
do employees with certifications bring to the 
companies?

Professional HR qualifications are being 
increasingly sought by employers around the 
world as they realise people management 
requires sophisticated knowledge and skills. I 
often ask employers: «Would you employ an 
accountant or a lawyer who was not professionally 
qualified?” So, why employ an HR practitioner 
who is not qualified or in the process of obtaining 
professional qualifications? CIPD professional 
certification and qualifications are considered 
beneficial by both employers and employees in 
the HR profession internationally. For employers, 
professional certification demonstrates an 
employees’ commitment to the HR profession, 
adds validity and credibility to the department, 
assures current and up-to-date knowledge, and 
provides opportunities for development. 

For employees, the advantages of professional 
certification include becoming more valuable 
to the company, having an advantage when 
applying for a new job, demonstrating 
commitment and understanding of the HR 
profession, and showing their dedication to 
continuing their education. The attainment of 
CIPD’s HR qualifications has been made more 
internationally accessible with the use of the 
latest online learning technologies.

*Printed with the kind permission of  
Business Magazine
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Ethics in people management: 
choosing sustainability over 
profit at all cost

MAHRP 

With regards to ethics, situational judgment 
has to be applied amidst the growing 
complexity of organizational cultures, 

pointed out Bob Morton, the Chairman of the 
CIPD of UK and Secretary General of the World 
Federation of People Management Associations 
and Chief Guest of the annual MAHRP conference. 
“Is a decision ethical or not? It depends. A company has 
to adapt best practices with regard to the local context 
and avoid relying on international benchmarking or 
from applying ‘one size fits all’ models,” he cautioned. 
Likewise, speakers of different countries noted that 
the absence of precise definition of “ethical conduct” 
hindered decision taking for HR professionals tied 
to profit-driven companies. Thirdly, they also noted 
with concern that delocalization of companies 
dehumanized people management, “taking out 
the ‘human’ from Human Resources Management”. 
As Bob Morton concluded, “the days of working 
as a cop and only applying the rules are gone. It 
is fundamental for HR professionals to build trust 
with employees for sustainable development of 
the company.”

At the very onset of the two-day conference, Areff 
Salauroo, president of the MAHRP and of the 

AHRC, called upon the members “to pay utmost 
importance to ethical and socially responsible 
practices in managing the most valuable assets of 
business organisations.” He further emphasized 
that it was high time that professionals in 
people management “demonstrate that business 
principles and ethics can have a profound effect 
on a modern business organisation, its employees, 
its balance sheet and, most importantly, its 
reputation.” He concluded that HR professionals, 
instead of being mistrusted, should become 
the “champions for the employees” and stand 
up for what they believe is right. Although, HR 
managers are employees of a company, yet, he 
indicates that they may oppose board decisions 
and ensure their stand is duly recorded in the 
minutes of the meeting.

Vishwesh Kulkarni, president of the National 
Institute of People Management of India, 
showcased the repute of the Tata Company. 
“Even in the most rural area, it is a pride for any 
employee to say that he works for Tata Company 
as it is nationally reputed to apply highly ethical 
values.” According to him, companies have to 
clearly adopt ethical conduct charts and pay 

For its 10th annual congress, the Association of Human Resource 
Professionals of Mauritius, in collaboration with the African Human 
Resource Confederation, reflected on a core topic: Ethics. International 
heads of people management institutes came together to share and 
collect insights from each other.

By Roma Brijmohun
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utmost importance to privacy of the employees’ 
information, retaining from practices such as 
mail scanning or misuse of personal data, 
applying honesty to the talent acquisition and 
management process.

PROMOTING ETHICAL BEHAVIOUR, 
NOT AN EASY TASK
Mauritian professionals of several sectors shared 
their expe-rience and observations of how ethics 
was taken on board, either. Thus, Daniel Essoo 

Bob Morton, the Chairman of the CIPD of UK and Secretary General of the World Federation of People 
Management Associations and Chief Guest of the annual MAHRP conference with Hon. Ivan Collendavelloo, 
Deputy Prime Minister, Minister of Energy and Public Utilities
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from the Mauritius Bankers’ Association pointed 
out that whilst the profession has been jeered 
as “bangsters”, yet it is one of the most heavily 
regu-lated sector. The MBA has a code of ethics 
and banking which is updated every three years. 
Daniel Essoo commented that Environmental, 
Social and Governance (ESG) considerations 
are increasingly modelling the Banking sector. 
And on the 22nd September, the United Nations 
Environment Programme Finance Initiative 
(UNEP FI) will globally launch its Principles 
for Responsible Banking, which has been 
endorsed by more than a hundred institutions 
engaged in sustainable financing. Daniel Essoo 
insisted that “corporate culture should go with 
professional culture” and that “banks must ensure 
they do not create opportunities for thieves in the 
form of weak professionals.” He advocated for 
“independence” namely of auditors, strongly 
stating: “Independence is the difference between 
an auditor and a clerk.”

The testimony of Mario Nobin, Police 
commissioner of Mauritius, yet provided 
another interesting insight in the difficult 
task of promoting ethical behaviour within 
the ranks of those who are at the forefront of 
protecting law and order. Mario Nobin pointed 
out that law enforcement officers inspire “both 
reassurance and fear; reassurance because 
they can protect and fear because they could  
take undue advantage of the powers bestowed 
upon them.” Strong ethics is therefore 
paramount to carrying out duties of this nature. 
The Mauritius Police Force has edited an Ethics 
Guide for Police Officers, with the collaboration 
of Australian Aid and Transparency Mauritius 
(affiliated to Transparency International). 
Police officers “need to remain guided by the 
principles of impartiality, integrity, transparency  
and accountability, which should not only 
permeate the organisation culture but also 
characterise all our dealings with our customers,” 
stated Mario Nobin.

Ethics in education was broached upon by Sid 
Nair of the TEC. “It takes less time to do things 
right than to explain why one did it wrong,” he 
said, describing how momentum builds around 
une-thical behaviour and dealings, and takes 
very huge dimensions. 

Mr Jean Michel Félix, CEO of MCB Consulting 
Services, emphasised his presentation on the 
practical perspective of the Code of Ethics and 
urged mauritian businesses to promote ethical 
business practices for sustainable results.

Speakers from the African continent exposed 
the efforts to move away from corruption and 
vestiges of colonialist rule to promote better 
living and working in an Africa for Africans. Dr 
Jeremy Gule and Raj Seeparsad, respectively 
CEO of the Institute of People Management 
and vice-president of AHRC, from South Africa, 
recalled the historical changes brought about 

Jean Michel Félix, CEO of MCB Consulting Services.
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since the fall of apartheid, appreciative of the 
different institutions set up by the national 
agencies. One such governmental campaign is 
“Stop, Act and Avoid” to fight against corruption.

Zakaria Rbii, president of AGEF Morocco, 
expounded on the Morocco ESG 10 index, a 
non-financial index which has a total score 
published on the Stock Exchange of Morocco. 
Ten companies are evaluated on five aspects, 
which are governance, human capital, 
environment, human rights and community 
engagement. The ESG 10 index is expected to 
concern a hun-dred Moroccan companies by 
year 2020. According to Zakaria Rbii, this extra 
financial index, contributing to the development 
of transparency and sustainability, is also a 
powerful means to attract investors.

Michael Ndaferankhande, Chairman of the 
Institute of People Management of Malawi, 
presented the Human Resource Management 
Bill, which is expected to be passed by the 
government by January 2020. This state-
enforced bill will render membership to the 
IPMM mandatory in order to fully regulate 
the profession. IPMM of Malawi promotes 
implementation of a code of ethics and 
organizational good practices such as visibly 
rewarding ethical acts, promoting training in 
ethics and pro-viding a protective mechanism 
for whistle-blowers. He concluded on the 
necessity for the senior management to “set the 
tone, be visible and be exemplary”.

*Printed with the kind permission of  
Business Magazine

Former judge and chairman of the Financial 
Reporting Council (FRC), Dr Satyabhooshun Gupt 
Domah, talked on “Ethics in Reporting”. Various 
situational issues were discussed and, among them, 
the need of resolving unethical issues in a workforce 
by maintaining moral and fairness. Dr Domah 
emphasized the importance of human values and 
integrity for public interest. He defined a 
professional as someone who regulates himself and 
remains proficient in his activities.

British chartered accountant and director of the 
Integrity Reporting Services Agency, Paul Keyton, 
and defined integrity as a vital element in an 
organization. “A pro-per ethical stance exceeds a 
good governance to a legal requirement,” he stated. 
According to him, the code of conduct should be 
endorsed at the higher level, which later is integrated 
in the running of a business and thus, engages 
everybody in an organization. HR, he said, acts as a 
backbone and as the keeper of an organization to 
ensure fairness and honesty among employees.

ETHICS IN REPORTING

INTEGRITY, VITAL  
FOR AN ORGANIZATION

Mario Nobin, Police commissioner of Mauritius
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Official launching of 
Special Edition on Ethics
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