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I have seen how globalisation 
works at different stages 
throughout my business 

career. Early on I worked at US 
rubber tyre manufacturer Uni-
royal, where I started my man-
agement accounting studies; and 
I was also finance director of the 
UK subsidiary of US tech com-
pany Avnet. Later, I was finance 
director of a company that was 
taken over by Italian cable and 
wire manufacturer IRCE. 

What I have learnt from these 
experiences is that overcoming 
cultural differences is one of the 
most important things compa-
nies need to consider when work-
ing globally. It is also something 
that CIMA – and our new Association – see as vitally 
important. 

Globalisation itself is nothing new. It had the 
potential to be a panacea for all the world’s problems. 
A force that could transform the prospects of both 
rich and poor across the world.  But while it has clearly 
brought benefits to large parts of the world, it is also 
clear that other parts have not gained to the same 
extent – for example, South America and parts of Africa.

Globalisation has taken different forms over time. 
The transition between Britain’s first and second indus-
trial revolutions saw considerable economic progress 
through increasing use of steam-powered factories, 
and steam railways and ships. As a result, from around 
1820, the cost of trade started to fall, but until around 
30 years ago innovations stayed in G7 countries due 
to high communication costs. 

Since 1990, the G7’s share of world GDP has fallen 
dramatically as China’s share and that of a small group 
of developing countries have increased, as Richard 
Baldwin, international economics professor, explores 
in his book, The Great Convergence. The other observ-
able trend he highlights is how the share of GDP that 

can be attributed to labour has 
fallen, while that associated with 
knowledge has increased. 

Technological advances have 
meant that communication costs 
have decreased substantially, 
resulting in massive flows of 
knowledge. According to a recent 
McKinsey Global Institute report 
covering more than 20 countries, 
flows of data and information 
have increased at the same time 
as the global goods trade has 
declined, and cross-border cap-
ital flows have reduced sharply 
since 2008. 

The new globalisation is 
across borders and has taken a 
digital form, with SMEs and indi-

viduals at the forefront of that change – McKinsey 
estimates that 86% of tech-based start-ups have had 
some kind of cross-border activity, and 360 million 
people take part in e-commerce beyond country  
borders. Social media is important here, too, with 
around 900 million people having international  
connections.

The current mass migrations of people and recent 
geopolitical changes were not foreseen, and in the 
same way, the impacts of the new globalisation are 
more unpredictable, more sudden, and more indi-
vidual than before. 

The new globalisation marches hand-in-hand with 
the new technologies of automation and machine 
learning, which are replacing low-skill jobs. While 
there may be wider social costs of using robots rather 
than employing people, the march of technology offers 
management accountants opportunities. 

The ACMA/FCMA qualification will continue to 
be a passport to success across the globe, and by main-
taining our employability and relevance through skills 
development, we are well placed to do the strategic 
added-value work that will remain. n

THE VIEW FROM THE PRESIDENT

Connecting across  
the continents
“The new globalisation is across 

borders and has taken a digital form.”

DAVID STANFORD, FCMA, CGMA
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All of the latest news,  
intelligence, and insight you need  

OECD CALLS 
FOR PLANNED 
GLOBALISATION TO 
MAINTAIN GROWTH

The number of European 
technology companies 
acquired by Asian groups 
more than doubled between 
2014 and 2016, a report from 
tech-focused investment 
bank GP Bullhound has 
revealed.

The report, Asian Horizons, 
found that the number of Asian 
deals for European computer 
software and hardware compa-
nies increased from 22 in 2014 
to 49 in 2016.

There was a nearly 30-fold 
increase in the value of these 
acquisitions in the same time 
period, though that figure was 
inflated by last year’s $30 
billion acquisition of Arm 
Holdings by SoftBank, the 
Japanese tech group.

Other notable deals in the 
past 12 months included the 
$1.2 billion Chinese acquisition 
of Norwegian web browser 

designer Opera Software and 
the Chinese travel agent Ctrip’s 
£1.4 billion purchase of the 
UK-based travel comparison 
site Skyscanner.

While Japanese investment 
in European tech firms has 
been going on for a decade, the 
Opera Software and Skyscanner 
acquisitions highlight growing 
Chinese interest in the sector.

Those deals were two of 25 
completed in 2016 involving 
Chinese buyers,  which 
compares to just one in 2012.

Increased Asian investment in 
European tech firms

The Organisation for 
Economic Co-operation 
and Development (OECD) 
has predicted the global 
economy is set to grow 
3.5% this year, its best 
performance since 2011. 

The OECD’s 2017 
Economic Outlook says 
increased trade and 
investment flows have 

Integrating measures to 
tackle climate change into 
regular economic policy will 
have a positive impact on 
growth over the medium and 
long term, according to a  
report by the Organisation for 
Economic Co-operation and 
Development (OECD).

The report, Investing in 
Climate, Investing in Growth, 
outlines how bringing 
together the growth and 
climate agendas, rather 
than treating climate as a 
separate issue, could add 1% 
to average economic output 
in G20 countries by 2021 and 
further lift 2050 output by up 
to 2.8%. 

If the economic benefits 
of avoiding climate change 
impacts such as coastal 
flooding or storm damage 
are also factored in, the net 
increase to GDP in 2050 
would be nearly 5%.

“Far from being a 
dampener on growth, 
integrating climate action 
into growth policies can have 
a positive economic impact,” 
said the OECD’s secretary-
general Angel Gurría. “There 
is no economic excuse for 
not acting on climate change, 
and the urgency to act is 
high.”

TACKLING CLIMATE 
CHANGE CAN 
BOOST ECONOMIC 
GROWTH

fact that slowing Chinese 
growth is having a negative 
impact on Asian growth. 
The slowing of the Chinese 
economy is also having an 
effect on African economies, 
because China has been the 
main driver in investment on 
the continent. 

“Everything is relative. 
What I would not like us 
to do is celebrate the fact 
we’re moving from very bad 
to mediocre,” Gurría said. 
“Deeper, sustained, and 
collective commitment to 
coherent policy packages 
that support inclusiveness 
and productivity growth are 
urgently needed. We need a 
more inclusive, rules-based 
globalisation that works 
for all, centred on people’s 
wellbeing.”

offset a weaker outlook in 
the US and Europe, and 
a static forecast in the 
UK, but the organisation’s 
secretary-general, Angel 
Gurría, warned that 
protectionism and anti-
globalisation sentiments 
threatened to curtail the 
small improvements made 
in recent years, as is the 

Despite high-profile and 
c a t a s t r o p h i c  d i s e a s e 
outbreaks in recent years, 
research by the World Bank 
has revealed that most coun-
tries in the world do not have 
the finances in place to 
prepare for a pandemic.

The outbreaks of the Zika 
and Ebola viruses showed how 
quickly diseases can spread 
across national borders, yet the 
World Bank’s From Panic and 
Neglect to Investing in Health 
Security: Financing Pandemic 
Preparedness at a National Level 
report found that many coun-
tries chronically underinvest 
in critical public health func-
tions like disease surveillance, 
diagnostic laboratories, and 
emergency operations centres, 
which enable the early identi-
fication and containment of 
outbreaks.

So far, just 37 countries 
have completed the rigorous 
peer-reviewed assessments, 
called the Joint External Eval-
uation (JEE), of their prepar-
edness capacities to identify 
their gaps and needs, meaning 
162 countries have not.

Recent economic work 
suggests that the annual global 
cost of moderately severe to 
severe pandemics is roughly 
$570 billion.

Finances 
inadequate to 
prevent world 

pandemic
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SURGE IN RENEWABLE ENERGY CAPACITY
Power producers around the world added a record amount 
of renewable energy capacity last year, enough to power every 
house in the UK, Germany, France, and Italy combined, a new 
report has revealed.

The record figure of 161 gigawatts cost about £187 billion to 
produce, which was 23% cheaper than the preceding year due to 
the tumbling price of low-carbon electricity.

The Renewables 2017 Global Status Report, published by 
international renewable body Ren21, found solar panels made 
up 47% of the extra capacity added, followed by wind on 34% and 
hydro-electric schemes on 15.5%.
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2.7 
MILLION

The approximate number  
of refugees hosted by 

Jordan – one of the 
countries hosting large 
numbers of refugees.
Full story: Pages 37-39

60.4%
The percentage of the 

population aged under 25 
in Rwanda. The country has 
a population of 12.9 million 

people. 
Full story: Page 14

INTEGRATED
REPORTING

“If the company doesn’t choose to tell the story for itself, 
others will do it for them.” Richard Howitt, the new CEO of the 

International Integrated Reporting Council.  
Full story: Page 42

Source: OECD Economic Outlook 2017.

RAISE RETIREMENT 
AGE TO PREVENT 
PENSION CRISIS, 
REPORT WARNS
Babies born in 2017 can 
expect to live to 100 years or 
more, but they will have to 
work until they are at least 
70 if the world’s retirement 
systems are to remain 
affordable and sustainable, 
a report from the World 
Economic Forum (WEF) has 
claimed.

The report, We’ll Live to 
100 – How Can We Afford It?, 
explains that a declining global 
birth rate could lead to a fall 
in the global dependency ratio 
(those working compared to 
those in retirement) from its 
current mark of eight-to-one 
to four-to-one by 2050.

On top of that, people are 
living on average between 
eight to 11 years longer than 
they were in the 1950s, which 
means that pension systems 
designed to allow for 10-15 
years of retirement will need 
to last up to 25% longer.

The WEF has come up 
with a number of actions 
that policymakers can take 
to alleviate the situation, 
including reviewing the 
national retirement age, 
encouraging people to save 
regularly through easier 
access to saving products, 
and providing financial literacy 
education. 

GDP growth projections for 2017 and 2018
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ON THE 
MOVE
Matt Wood, FCMA, CGMA, the CFO of 
UK marketing agency CAB Studios, 
outlines how to put a strategy in place 
to ensure a smooth relocation. 
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WHAT IS CAB 
STUDIOS, HOW HAS IT 
DEVELOPED, AND WHY 
WAS IT NECESSARY 
TO RELOCATE THE 
BUSINESS?
As a marketing agency 
representing brands that 
are compelling in an age 
of huge customer choice – 
such as restaurant groups 
Côte and PizzaExpress 
– we use design thinking, 
marketing technology, and 
customer insights to shift 
business performance. 

From our launch in 
Alcester, near Birmingham 
in the UK, 14 years ago we 
grew the agency to a £2.2 
million-turnover business 
in an incubation hub that 
allowed us to scale up our 
premises. As we grew, we 
moved to a place called 
Longbarn Village, a set of 
beautiful old barns in the 
grounds of stately home 
Ragley Hall, which is owned 
by a client, Ragley Estates, 
a mile away from our 
previous site. 

HOW IMPORTANT 
WERE THE CHANGE 
MANAGEMENT SKILLS 
NEEDED TO UNDERTAKE 
THE RELOCATION, 
AND HOW DID CIMA 
TRAINING HELP IN THIS 
PROCESS?
We had been together 
in the same space for 
11 years, so change 

management skills were 
essential to make sure that 
we didn’t erode or destroy 
the business culture that 
we had spent so long 
curating. CIMA training 
was invaluable to help me 
lead my selected group of 
change champions. I spent 
time working with people 
who would normally reject 
change to get them to buy 
fully into the move. 

This created a whole 
team of motivated change 
managers who worked 
together to unfreeze, 
change, and then refreeze 
once we were in Longbarn. 
My studies at CIMA 
obviously allowed me to 
financially project-manage 
the move, but also to 
assess the internal and 
external risks we faced. We 
only sell time to our clients, 
so any downtime would 
cost us approximately £10K 
per day in lost hours. It was 
therefore essential to have 
the timeline in place to 
allow for all services to be 
installed and tested before 
we moved. 

WHAT WERE THE MAIN 
ASPECTS OF BEING 
ABLE TO DO THIS 
SUCCESSFULLY? HOW 
DID YOU PRIORITISE 
THESE ELEMENTS?
Having the change 
champions speak positively 
and consistently about the 

move really was the key to 
making this a success. 

The financial 
and physical project 
management was fairly 
straightforward once we 
had established buy-in 
from all our staff. It really 
was like having an internal 
PR company working 
together to promote the 
new improved environment. 
Culture at CAB Studios 
drives everything, including 
productivity and quality of 
work, so maintaining this 
was priority number one. 

WHAT PROCESSES DID 
YOU PUT IN PLACE TO 
MAKE SURE YOU WERE 
DOING THIS RIGHT, 
SUCH AS MONITORING 
THE NEW OPERATIONAL 
BUDGETS?
As soon as we knew we 
were going to have to move, 
I built a new operational 
plan and budget and ran 
it alongside the existing 
overhead for several 
months before the move. 
By doing this I was able 
to satisfy myself and the 
board of directors that 
we were actually capable 
of generating the kind of 
revenue needed to sustain 
the new operational 
overhead with the team 
and pipeline that already 
existed. There would be 
little point to moving to a 
bigger operation if all we 
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Matt Wood: “My studies at 
CIMA obviously allowed me to 
financially project-manage the 
move, but also to assess the 
internal and external risks we 
faced.”



did was make a loss month 
on month after the move. 
We were moving from a 
serviced office environment 
to a fully maintained lease, 
which meant that all 
facilities management was 
now our responsibility. This 
was a huge learning curve 
and caused the largest 
number of issues from an 
additional overhead point 
of view. 

We also created a 
disaster recovery plan, 
which meant that if the 
move wasn’t successful 
and in line with the plan, 
we could get the team 
up and running off-site 
to help alleviate the risk. 
Teams with definitive 
responsibilities were 
established and several 
people empowered to make 
decisions if needed. 

 
WHAT WERE THE MAIN 
CHALLENGES ALONG 
THE WAY? WHAT DIDN’T 
GO SO WELL, AND WHAT 
DID YOU NEED TO DO IN 
RESPONSE?
We made a few mistakes 
during this time, one 
being that a bit like gas 
in a bottle, we tried to 
spread out and fill all the 
new space as we thought 
more space was what our 
employees wanted. What 
actually happened was 
that gradually everyone 
came back together on one 
floor as this was the secret 

to keeping the spirit and 
culture as it always was. 
We didn’t know it, and we 
certainly didn’t instigate the 
move, but it was obviously 
very important to the team. 

We underestimated 
the impact that a new 
environment would have 
on different personalities. 
We wrongly assumed that 
everyone would react the 
same, but they didn’t. Even 
though the new premises 
were clearly an upgrade, 
some people just didn’t like 
change! We found some 
people had gone to great 
lengths to try and replicate 
their old surroundings; 
we should have actively 
encouraged this. 

Constant touch points 
with the change champions 
to make our new home 
“refreeze” so that it felt 
“normal” really did make a 
huge difference to how we 
settled in. Understanding 

that productivity was going 
to be low in the first week 
and planning against it and 
actively encouraging our 
employees to explore the 
new space all helped make 
the move a huge success. 

WHAT HAVE BEEN 
THE MAIN BENEFITS 
ACHIEVED FROM THE 
MOVE? HOW WELL 
ARE YOU PLACED AS A 
RESULT FOR THE NEXT 
PHASE OF THE FIRM’S 
DEVELOPMENT?
More space, a very 
consolidated team, 
impressive surroundings 
for clients to visit and 
collaborate with our teams. 
The location allows people 
to walk in the countryside 
and feel like they are really 
close to open spaces. We 
have meeting spaces now 
that are outside with  
Wi-Fi, and a full canteen 
and kitchen. We have a 

chief happiness officer, 
whose job is literally to 
make people feel at home. 

WHAT DID YOU LEARN 
MOST FROM HAVING 
GONE THROUGH THIS 
PROCESS? WHAT 
GUIDANCE WOULD YOU 
PASS ON TO OTHERS 
WHEN CONTEMPLATING 
A SIMILAR, SIGNIFICANT 
CHANGE PROJECT?
Preparation is everything. 
Creating a team of change 
champions took the stress 
out of the project and 
actually made it a very 
exciting thing to be part of. 
Having the confidence that 
we could afford the new 
improved environment was 
essential. People are the 
most important thing to any 
business. If you forget this, 
the culture will dissolve 
away, and the passion 
will no longer drive the 
business forward. n
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“CULTURE AT CAB STUDIOS 
DRIVES EVERYTHING, 

INCLUDING PRODUCTIVITY AND 
QUALITY OF WORK, SO 

MAINTAINING THIS WAS 
PRIORITY NUMBER ONE.”

The right move: Matt Wood, right, and staff at CAB Studio’s new 
premises, top left, which are set in a renovated barn, top right.
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RWANDA IN NUMBERS
POPULATION: 12.9 MILLION
AREA: 26,338 SQ KM (10,169 SQ MILES)
MAIN LANGUAGES: KINYARWANDA, FRENCH, ENGLISH, SWAHILI
PERCENTAGE OF POPULATION UNDER 25: 60.4%
PERCENTAGE OF POPULATION LIVING IN URBAN AREAS: 28.8%
PERCENTAGE OF PEOPLE LIVING BELOW POVERTY LINE: 55%
ANNUAL GDP: US$8.1 BILLION
GDP BY SECTOR: AGRICULTURE 33%, INDUSTRY 16%, SERVICES 
45%, OTHER 6%
LABOUR FORCE BY OCCUPATION: 90% AGRICULTURE AND 10% 
INDUSTRY AND SERVICES
MAIN EXPORTS: COFFEE AND TEA

Data as of 2016. Sources: indexmundi.com, unicef.org, and CIA World Factbook.

I volunteered with Children 
Might Foundation (CMF), 
an NGO based in 

Rwamagana, Rwanda. It was 
founded in 2009 by Douglas 
Kakooza, who remains to this 
day pivotal to its success. 

CMF has a variety of 
education, farming, shelter, 
and medical assistance 
programmes. Primarily it 
focuses on providing 
education for children whose 
families cannot afford the 
surprisingly expensive cost 

of education in Rwanda, and 
on a women’s farming 
co-operative. It is only a small 
NGO, but it has a big heart. 

My role was to seek out 
funding from foreign 
embassies for a farming 
project. Any income-
generating project is highly 
prized in the NGO world and 
is now almost a prerequisite 
for all donor organisations. 

We costed and made 
forecasts for the construction 
and running of a passionfruit 

farm and a pig farm, which 
would be managed and run 
by the women’s farming 
co-operative, Abagore 
Farming, just outside 
Rwamagana. 

We recently submitted a 
proposal for funding to the 
German embassy that we 
hope will be successful. It is 
the first time that CMF has 
sought out funding at this 
level and, if successful, could 
transform the lives of the 12 
women who work on the 
farm. If not, we learn and 
adapt by making suitable 
changes in our future 
submissions to other 
embassies. I will continue to 
support CMF remotely, and I 
am confident we will secure 
the funding needed.

I worked with some truly 
amazing people in Rwanda. 
They made me feel so 
welcome and like part of the 
family. Rwanda is spotlessly 
clean and well organised and 
has come a long way since 

I 
WORKED 

ON...
REBUILDING COMMUNITIES 
IN RWANDA

Name: Ieuan Corley
ACMA: 2012

Organisation: Children 
Might Foundation (through 

Accounting for International 
Development)

Start date: February 2017
Finish date: March 2017
Location: Rwamagana, 

Rwanda

Natural power: The rolling 
hills of Rwamagana provide 
fertile ground for agriculture.
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the genocide in 1994, but 
there are still many 
challenges ahead. Every 
visitor to Rwanda should visit 
the genocide memorial in 
Kigali. It is a heartbreaking 
but necessary experience to 
better understand the extent 
of the genocide and what 
people have had to live 
through.

I first looked into the 
possibility of undertaking an 
assignment with Accounting 
for International 
Development (AfID) in 
August 2015. I wanted to use 
my skills to contribute 
something positive, and I was 
really attracted to AfID’s ethos 
of sustainable development. I 
elected to work as a financial 
consultant for the Southern 
Environmental Association 
(SEA), an NGO based in 
Placencia, Belize, for three 
months. Whilst there, I 
managed to secure the final 
tranches of funding from its 
key donor, which 

safeguarded the 
organisation’s future for 18 
months. Any accountant 
could have done this, but SEA 
simply didn’t have the skills 
in-house to do so, which is 
one of the reasons why AfID 
is so important.

If anyone else is thinking 
of taking such a role, my 
recommendations would be: 
Don’t underestimate the 
impact of different linguistic/
cultural/working practices. 
Be patient, flexible, and 

positive but realistic. 
Implementing or revising 
systems/processes is 
relatively easy, but 
embedding the changes is 
much more difficult. Things 
won’t always pan out exactly 
as you expect, whilst other 
outcomes you had not 
anticipated could be 
genuinely life changing. 

Both the Belize and the 
Rwanda assignments have 
been life enriching and have 
certainly made me a better 

accountant. I cannot 
recommend the experience 
highly enough.

I am currently on a 
temporary assignment for 
Imperial Tobacco overseeing 
the transfer of the rep 
reporting (all things finance 
related for the various sales/
availability/regional sales 
reps) to the Philippines. 
Although it is only a short-
term project, I am lucky 
enough to work with a really 
great and dedicated team. n 

Above: Farming in 
Rwamagana, Rwanda, and 
the region’s rich wildlife.

Below: Ieuan Corley, front 
row far left, with members 
of the Children Might 
Foundation.
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How a revival of a management simulation 
game first launched in the 1970s is adding a new 
learning tool to the business school classroom 

of today. By Karen Valverde. 

The National Management 
Game was a big deal in the 
UK in the 1970s.

 The game was launched by the 
Financial Times newspaper in 
January 1970, with later versions 
run by Imperial College London 
(ICL) and my own Cranfield 
University. At its peak, more than 
70,000 people took part in 
running imaginary companies’ 
balance sheets and making 
organisational and investment 
decisions to try to outdo their 
rivals via the game.

The theoretical lessons learnt 
by playing such games in the 1970s 
and 1980s undoubtedly played a 
role in shaping some of today’s 
business leaders, and the value of 
these types of games cannot be 
underestimated. 

Our research has shown that 
simulations build 20% more 
confidence for on-the-job 
application of learned knowledge 
than classroom instruction, while 
retention of procedural knowledge 

was also 14% higher than in 
classroom instruction.

Not only is retention superior, 
but the dynamic nature of 
simulations allows organisations 
to quickly accelerate 
understanding and practical 
application of complex theory to 
large audiences.

And that is why we at Cranfield 
University have decided the time 
is right to revive this particular 
simulation game. We have given 
the game, now called the 
Executive Business Challenge, a 
few twists to bring it up-to-date 
with the digital age.

Fundamentally based on the 
same principles as the original 
games, our new version also 
includes features on forming 
start-ups, and we are also trialling 
with virtual reality elements to 
provide different and deeper 
immersive learning experiences.

But the obvious question 
remains: If these simulations  
are so good, why did the game 

SUBJECT LED: Our experience shows that by 
delivering simulations in a programme designed 
around a subject directly relevant to the need 
of the organisation, the engagement is not only 
incredibly strong during and after the programme 
but also remains an overarching thread within 
the culture of the organisation. The cohorts that 
have been through this experience form strong 
networks, feel more empowered, and understand 
their business environment better. 
 
VIRTUAL: Simulation games help students get to 

stop in the first place? Well, 
fundamentally, a lack of time and 
resources to keep it going and, in 
Cranfield’s case, the end of a joint 
venture business between ICL and 
Cranfield. 

Many competitions still exist, 
however, either generated for 
MBA-type environments or 
developed by organisations, but 
our new international version of 
the game is designed to engage 
our clients and organisations 
around the world in a simple 

BACK TO THE FUTURE know one another, identify gaps in knowledge,  
and share that knowledge in a risk-free 
environment. Technology has enabled participants 
to contribute to and build high-performing virtual 
teams. 

THE RIGHT IMAGE: With social and mobile 
learning growing in popularity, business games 
continue to have a part to play. At a conference 
only a couple years ago, it was still felt that 2D 
imaging for a business simulation/game was more 
powerful than 3D gaming-type environments with 
avatars. The business game or simulation remains 
a vehicle to stimulate conversations. 
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THE GAME 
EXPLAINED
The Executive Business 
Challenge is open to anyone who 
would like to increase their 
commercial awareness, develop 
higher-performing teams, and 
develop high-value supply chains, 
or who would like to compete with 
other organisations around the 
world on a common platform to 
gain the kudos of winning such an 
event.

The challenge is a self-
managed, virtually delivered 
programme running for eight to 
ten weeks in two stages. In the 
first four weeks, six teams 
compete against each other to 
run a European retail business in 
each market, based on a real-life 
model, making decisions each 
week that represent a six-month 
cycle. In the second four-week 
period, they use the same 
formula to manage a company 
with a more complex supply 
chain.

The learning experience is 
designed using a virtual take on 
the flipped classroom and hybrid 
learning methodologies, 
combining faculty-led webinars 
via a learning management 
system (LMS) platform containing 
fully customised materials. 
Teams will be provided with 
access taking them to the LMS 
and the simulation itself to 
participate.

The simulations are dynamic 
models, where the decisions of 
one team impact the results of 
the competitors, and the 
decisions of all combined 
competing teams impact the 
growth or decline of the market in 
which they try to gain and sustain 
competitive advantage. Each 
stage will be launched with a live 
webinar where the teams will be 
briefed and then led into a trial 
round.  

The event starts in October.  
The cost of participation is £1,000 
for a team of up to five people, for 
at least 17 hours of instruction.

THE BENEFITS
1)  To help towards preparedness 

to learn and breaking down 
barriers.

2)  To see and understand inter-
connecting parts and the bigger 
picture.

3)  To help individuals understand 
the role they play and have a 
voice.

4)  To celebrate achievements.
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opportunity to compete. Of 
course, this provides us with a 
backdrop to showcase what we do 
here at Cranfield but also allows 
us to support and promote the 
idea that “understanding 
business” should be open to 
anyone. 

Business simulations tap into 
our emotions, through pleasure, 
reward, competition, and surprise. 
They provide opportunities to fail 
in a risk-free environment, 
promoting better learning than 

most teaching methods. 
Simulations focus not only on 
managers but also on developing 
business management knowledge 
at every level of the organisation. 
It may be a little idealistic, but 
using simulations to engage and 
educate from the bottom up is a 
way to allow better or freer-
flowing conversations through the 
organisation. Where resilience 
and change management in an 
organisation is a priority, 
simulations can contribute to how 
one can influence change 
positively from the ground up.

 Additionally, like marketing 
not being the sole responsibility of 
marketers, understanding 
business, strategy, and connecting 
the different parts of the 
organisation should be 
understood and owned by all 
levels of the organisation.

Karen Valverde is business 
simulation director at Cranfield 
University’s Centre for Customised 
Executive Development. n
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INSIDER 
VIEW
I N D I A

Last February, the 
International Monetary 
Fund (IMF) said India’s 

growth is expected to be 
6.8% in 2016-17 and 7.2% in 
2017-18 – compared to a 
growth rate of 5.3% in 2012 
– which makes it one of the 
fastest-growing emerging 
market economies. 

This rate of growth 
comes as no surprise to 
Shiva Botchu, FCMA, CGMA, 
a Gurgaon-based strategy 
consultant at Accenture, 
who says the Indian 
government has made a 
number of strategic 
decisions to improve the 
conditions of doing 
business in the country.

“Turnaround time in 
government offices has 
reduced, and officials are 
afraid of asking for bribes,” 
he says. “This has led to a 
much more dynamic 
business environment.”

Recent years have seen 
some huge leaps forward, 
says Vinesh Singh, FCMA, 
CGMA, the COO of 
Bangalore-based consumer 
group Sara Soule. “We have 
witnessed record foreign 
direct investment (FDI) in 
recent times, which is a 
reflection of the faith the 
global investment fraternity 
has in the Indian economy,” 
he says. “Similarly, the 
Bombay Stock Exchange 

been controversial, but I 
believe the true benefit and 
impact of all of these 
changes will be felt in the 
future. The much awaited 
Goods and Services Tax 
(GST) will have a huge 
impact on the Indian 
economy by simplifying and 
smoothing movement of 
goods and services, which 
will bring about speed and 
intensity in all 
transactions.”

“Under Modi’s 
government, India’s 
infrastructure and start-up 
ecosystem has definitely 
improved and is still 
improving,” Botchu says.

Singh agrees, pointing 
out that the country’s 
highways are being built at a 
record speed. 

“And the railway 
network has almost 
completely gone online for 
ticketing with improved 
punctuality and services,” 
he adds. “Electricity 
generation and distribution 
is at an all-time high, with a 
singular goal of reaching 
electricity to the remotest 
corner and village of the 
country. All major airports 
(there are more than 250 
airports in the country) have 
been either upgraded or are 
in the process of being 
upgraded to global 
standards.” n

recently recorded peak 
indices in recent months 
despite average performance 
by the Indian corporates in 
the last few quarters.” 

As an example of how 
doing business in India is 
becoming easier, Singh 
points to what he sees as a 
scaling back of government 
interference in business 
affairs. “The all-powerful 
Foreign Investment 
Promotion Board (FIPB), 
which was responsible for 
deciding and allowing 
whether foreign companies 
and brands could set up 
shops in India through a 

“INDIA'S INFRASTRUCTURE AND 
START-UP ECOSYSTEM HAS 
DEFINITELY IMPROVED AND IS 
STILL IMPROVING.”
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Four years ago, FM featured an article 
on what it's like to work in India – rated 

the world’s seventh-largest economy 
by the World Economic Forum. Here, 
we revisit the country to investigate 

how some finance leaders believe the 
election of Prime Minister Narendra 

Modi in 2014 has changed the country’s 
business environment.

series of somewhat stiff 
conditions, is now almost 
redundant,” he says. 

“It is far easier and 
quicker for overseas 
corporations to set up 
operations in India 
compared to even some two 
or three years ago, resulting 
in the arrival of a whole 
spate of new entrants 
because of reduced 
bureaucracy.”

“A few decisions of PM 
Modi are rather tough and 
harsh,” Singh says. “For 
example, policies such as 
demonetisation and 
reduced protectionism have 

Upward curve: Prime Minister 
Narendra Modi, left, came to 
power in India in 2014.
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compared to even some two 
or three years ago, resulting 
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Every year, more than 
10,000 business books 
are published – and 

that’s before you add in the 
hundreds of thousands of 
articles, blogs, and video 
lectures that are produced. 

Read individually, the 
vast majority of these are 
clear and considered, if not 
always insightful. When you 
look across them, however, 
it’s a blur of buzzwords, hype, 
and, too often, contradictory 
assertions. 

One day the headline is: 
“Kill Your Performance 
Management System”, and 
the next: “Performance 
Management – Don’t Throw 
the Baby Out With the 
Bathwater”. Another day the 
headline is: “Focus on Your 
Strengths”; and the next it 
will be: “Stop Focusing on 
Your Strengths”. Huh? 

The reasons are fairly 
straightforward. On the 
demand side, the data is clear 
that in many areas today’s 
leadership practices simply 
aren’t working well. 

Consider that less than 
20% of executives feel their 
companies are effective at 
recruiting, developing, and 
retaining talent and only 28% 
of employees feel their 
company makes good 
strategic decisions. Top 
teams, on average, rate their 
effectiveness at just four on a 
scale of seven. Only 23% of 
organisation redesigns are 

considered a success. Just a 
quarter of cost reduction 
programmes sustain savings 
for three years. And so on. 

And on the supply side, 
it’s now easier and less costly 
than ever to provide advice 
for leaders. Type “How to 
motivate employees?” into 
Google and you’ll get more 
than 30 million results in 
roughly half a second. One of 
the few ways to cut through 
the noise is to sensationalise 
and polarise.

What we find fascinating 
about these dynamics is that 
while leaders hunger for new 
ideas, the topics themselves 
are far from new. Issues 
related to talent and 
teamwork, decision-making 
and organisation design, and 
culture and change 
management have been 
grappled with since human 
beings began banding 
together roughly 1.8 million 
years ago to better survive 
and thrive. This begs the 
question, then, have we really 
not learned anything of much 
value during this time?

As management 
consultants, we are guilty as 
charged when it comes to 
creating new answers to 
age-old questions. 
Increasingly, however, when 
leaders ask us for what’s new, 
we are invoking what 
Stanford professors Jeffrey 
Pfeffer and Bob Sutton refer 
to as “Pfeffer’s Law”. This 

FOLLOW THE 
LEADER? 

THINKING
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declares that: “Instead of 
being interested in what is 
new, we ought to be 
interested in what is true.”  
As we’ve done so, we’ve 
begun to realise just how 
little of what is proven is put 
into practice. 

Let’s take a simple 
example that every leader 
can relate to – reducing 
costs. Consider what we 
whimsically call the “soup 
can effect”: If soup cans are 
put on sale at a supermarket, 
on average shoppers buy 3.3 
cans. If the same sale is 
conducted with a sign at 
point of sale saying “limit 12 
cans”, shoppers buy an 
average of seven cans. This is 
an example of a timeless 
human truth that 
psychologists Daniel 
Kahneman and Amos 
Tversky formally named in 
1974 the “anchoring 
heuristic”. 

In one case, shoppers 
“anchor” on however many 
cans they came to buy and 
adjust upward when they see 
the cans on sale. In the other, 
shoppers anchor on 12 and 
adjust downward. When we 
ask leaders what their cost 
reduction goals are, we 
typically hear a percentage 
reduction on last year’s 
budget (the “anchor”). We 
rarely hear that no cost is 
taken as a given (the 
“anchor” is zero). The 
difference in impact is both 
proven and profound, yet a 
zero-based approach to cost 
reduction is all too rarely 
practised.  

Similarly, when talking 
about talent management, we 
ask leaders three questions: 
What are the ten most 
value-creating positions in 
the company? Who are your 
ten best leaders? How many 
of these leaders are in those 
ten positions? We have yet to 
get a “ten”. 

We also rarely get a “yes” 
in our research when we ask 

if talent development 
happens via the proven 
70:20:10 model (70% job 
related, 20% mentoring,  
and a tenth from formal 
classroom or online events), 
or when we ask if the amount 
of discussion in team 
meetings is in proportion to 
the value of the decisions (eg 
all of the time is spent on the 
substance of the off-site vs 
what to serve at breakfast). 
Our list could go on and on 
across virtually every topic 
related to leading 
organisations.  

In the end, we propose 
that until today’s leaders 
become truly successful at 
“cutting through” and 
executing on what are proven 
and timeless truths for 
leading organisations, they 
will gain only a small 
amount of business by 
chasing after the more 
transient and elusive “cutting 
edge”. Of course, putting the 
proven into practice isn’t 
easy (or everyone would do 
it) – but that’s precisely why 
doing so can secure a 
significant and lasting 
competitive advantage. n 
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QWhat are the lessons 
you take from your 
career, and what’s the 

secret of your success?

AFinancial services is as 
challenging and highly 
competitive a market 

as you will find anywhere in the 
world. You have to be creative 
to get a small edge to beat your 
competitors. So that makes it a 
good grounding in how you set 
strategy, compete, and deter-
mine your capabilities. 

Every year of the past 25 that 
I’ve been in insurance, we’ve 
looked forward. There’s going to 
be a phenomenal change in the 
sector. How organisations adapt, 
simplify their business, and 
serve their customers better, and 
how they go digital and use big 
data to provide better proposi-
tions, will bring about a more 
seismic change than Brexit – 
although that will be a factor.

I like to hire good people and 
build strong teams. I’m maybe 

not the world’s best account-
ant, but I’m comfortable with 
numbers and [am] analytical, 
and that’s served me well. 
Experience allows me to join 
the dots and quickly work out 
what has to be done. I then 
build the teams to achieve that. 
In hiring good people, an old 
consulting boss had an acro-
nym, PAI – personality, appe-
tite, intellect; it’s always stuck 
with me. I like diverse teams 
with different backgrounds 
and thought processes who are 
comfortable working in a chal-
lenging environment. All that 
leads to better thinking and 
outcomes. 

Apart from my fond mem-
ories of studying for CIMA, the 
qualification has stood me in 
really good stead throughout 
my career; I’ve spent 90% of 
my time in general manage-
ment, but always with a strong 
financial backbone. 

In a big operational role – 
where you’re responsible for 
thousands of people – you have 
to develop good communica-
tion skills to influence and set 
the right tone and culture over 
a big organisation. My career 
has been one of taking the right 
opportunities, although as I get 
older I have become more 
focused. As you develop your 
career, it’s important to be open 
to outside, diverse opinions 
and inputs. You have to be open 
to learning and developing; 
otherwise you stagnate. 

I’m not sure about being 

ambitious, but I have always had 
opinions and been curious and 
open to change. One of my hall-
marks is challenging the status 
quo.

QAnd what will be the 
next step for you in 
your career? 

AOn 1 September I’m 
joining the largest 
Australian insurance 

company, QBE, a global business 
equally spread in Europe, Asia, 
Latin America, Australia, and the 
US. 

As chief operating officer, I 
will be responsible for opera-
tional strategy, transformation, 
operations, technology, and dig-
ital. QBE is one of only a hand-
ful of truly global insurers. It’s 
diverse; for instance, it’s a lead-
ing insurer of crops in the US. 

Like many insurance com-
panies, QBE has been through a 
period of consolidation post the 
global financial crisis, fixing the 
balance sheet. 

The franchise is strong and 
one of my principal roles will 
be to work with the CEO and the 
board to refine and execute the 
company’s strategy. 

Over the past 15-20 years 
QBE has grown through 100-plus 
acquisitions. There is a job in 
unifying and bringing disparate 
operations together. As QBE is 
in more than 30 markets glob-
ally, the company has to ask how 
we can share best practice. It’s a 
little bit daunting, but it is a new 
and exciting challenge. 

“IN A BIG OPERATIONAL ROLE 
– WHERE YOU’RE RESPONSIBLE 
FOR THOUSANDS OF PEOPLE – 
YOU HAVE TO DEVELOP GOOD 
COMMUNICATION SKILLS TO 
INFLUENCE AND SET THE RIGHT 
TONE AND CULTURE.”

&
Q

David McMillan, FCMA, CGMA, 
rose through the ranks in financial 

services to become head of insurance 
giant Aviva’s European and Indian 

businesses. He now takes on a new 
challenge as chief operating officer 

of Australian insurer QBE. 
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DAVID MCMILLAN ON 
HIS ROLE AS A SCOTTISH 
RUGBY UNION PLC  
NON-EXECUTIVE DIRECTOR
“It’s an interesting time as rugby is 
growing massively in places such as 
China, Japan, and Canada, which 
aren’t traditional rugby heartlands. 
The Rugby World Cup is now the 
third-largest global sporting event, 
after the FIFA World Cup and the 
Olympic Games. 

Business for Scottish rugby is 
good, with a record turnover last year 
of £50 million-plus, which means we 
can invest more in the game at all 
levels. As an international 
businessperson, I can see where the 
commercial and global aspects are 
becoming more important.” 
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DEBATE

Christine Lagarde, managing director of the International Monetary Fund, 
13 September 2016

“The ability of countries 
to rise above narrow 

self-interest has brought 
unprecedented economic 

progress over the 
past 70 years.

Confl icts have diminished, 
diseases have been eradicated, 
poverty has been reduced, and 
life expectancy has increased 

around the world.”

DEEP DIVE

Globalisation

26-39_Globle_voices_v2.indd   27 11/07/2017   12:02



POPE FRANCIS
“Globalisation is not evil. On 
the contrary, the tendency to 
become globalised is good; it 
brings us together. What can be 
evil is how it happens. If a 
certain kind of globalisation 
claims to make everyone 
uniform, to level everyone out, 
that globalisation destroys the 
rich gifts and uniqueness of 
each person and each people. 
But a globalisation which 
attempts to bring everyone 
together while respecting the 
uniqueness and gifts of each 
person or people is a good 
globalisation.”

MOHAMMAD AHID AND AYUBA 
AUGUSTINE, UNIVERSITY UTARA 
MALAYSIA 
“New roles and new challenges 
are facing management 
accountants. For successful 
business partnering we must 
constantly advance their 
knowledge in diverse areas and 
improve their communication 
skills to eff ectively communicate
with their internal and external 
parties and all levels in
their organisations. This is 
particularly important in a
multicultural society.”

“The Roles and Responsibilities of Management 
Accountants in the Era of Globalization,” Global Journal 
of Management and Business Research

The challenge facing humanity: How can 
globalisation be made to work for all?

W ith the number of people on the 
planet increasing from around 
1.6 billion in 1900 to more than 

7.5 billion today and global trade reaching 
into remote corners of the planet, it is fair 
to say that globalisation and rapid popu-
lation growth have been the two defi ning 
economic themes of the last century or 
so of human business interaction.

The two are intertwined and insepa-
rable, sculpting the world as we know it 
today and creating no small amount of 
division over whether their impact on 
humanity is positive or not.

There are some who say we’ve never 
had it so good – arguing that average life 
expectancy rates have increased across 
the globe, infant mortality rates have 
decreased, and global trade has lifted 
billions of people out of poverty. Others, 

meanwhile, will point to the fact that while 
life gets better for those in Europe, North 
America, or Asia’s big economies, there 
are large swathes of the world where 
globalisation has brought only confl ict 
and hardship.

Either way, it is clear that globalisation 
is with us and is not going away. It is a 
good time, therefore, to pause and refl ect 
on how we can reconcile these two sides 
and make globalisation work for all of 
humanity.

Here, FM has collated excerpts from 
speeches and interviewed some of the 
most infl uential world leaders, activists, 
and business luminaries to give their 
thoughts on how to do just that – and 
discuss the crucial role management 
accountants can play in shaping the econ-
omies and the lives of the future. 

FILIPPO GRANDI,
UN HIGH COMMISSIONER FOR 
REFUGEES
“Increasingly we are hearing the 
voice of the private sector in the 
discussion about refugees. We 
can and should draw on its 
resources and the innovation it 
can bring.”

Globalisation
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JIM YONG KIM, PRESIDENT,  
WORLD BANK GROUP
“We need much more than 
political solutions to end 
conflict. We need to create jobs 
first and foremost… Boosting 
economic growth and creating 
jobs in fragile settings is an 
urgent task.”

JEFFREY R. IMMELT,  
CHAIRMAN AND CEO OF GE
“We tend to think of 
globalisation as a philosophy, 
but it is much more about what 
you do on the ground. Success 
requires hundreds of little 
things and decisions made with 
a local context. A  
good global leader has an 
appreciation for how people do 
their work in a local culture. 
They try to make a team’s work 
meaningful to their country. 
This allows us to hire the best 
talent in every country where 
we compete.”

JOHN DANILOVICH, SECRETARY 
GENERAL INTERNATIONAL CHAMBER 
OF COMMERCE
“This is an important moment 
for expanding private-sector 
involvement in tackling the 
short- and long-term impacts of 
mass migration. We are 
committed to working with 
governments to help mobilise 
private-sector resources and 
expertise in addressing the 
global refugee crisis.”

SAMANTHA POWER, FORMER US 
AMBASSADOR TO UNITED NATIONS 
“When the United Nations was 
founded, there were just 51 
member states, a fraction of 
today’s 193; some great 
contemporary powers were not 
yet independent nations; and 
many countries that did exist 
did not have a say, much less an 
equal voice, in developing its 
rules. In addition, some of the 
threats we face today, such as 
violent terrorist groups and 
cyber-attacks, would have been 
unimaginable to the architects 
of that system. So there are 
many reasons why the rules-
based order conceived in 1945 is 
not perfectly tailored to the 
challenges that we as an 
international community face 
in 2017. And it is reasonable to 
think that we need to update 
those rules, with more voices at 
the table, some of which we will 
not agree with.”JOHN W.H. DENTON, AO,

CEO CORRS CHAMBERS WESTGARTH 
AND FIRST VICE-CHAIRMAN
INTERNATIONAL CHAMBER OF 
COMMERCE
“It’s time for us to focus on the 
enormous potential of our 
fellow human beings so cruelly 
forced from their homes and 
families. Enough of the blame 
game. Let’s get on with doing 
what we do best – helping those 
who need a hand.”

PETER SUTHERLAND, SPECIAL 
REPRESENTATIVE OF THE UN 
SECRETARY-GENERAL FOR 
INTERNATIONAL MIGRATION
“States and the private sector 
must help to create jobs both 
for refugees and natives 
through investments in free-
trade regimes.”

HEINRICH HIESINGER,
CEO THYSSENKRUPP AG
“Employing refugees is not a 
solution to the shortage of 
skilled workers, but it is an 
extremely important 
contribution to successful 
integration and part of our 
corporate responsibility. 
Training is key to this as the 
commitment needs to be 
worthwhile for both sides in  
the long term.”
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V.S. PARTHASARATHY 
CFO AND CIO, 

MAHINDRA GROUP 

“THERE IS CERTAINLY 
A GROWING CONCERN 

THAT RISING 
PROTECTIONISM 

AND THE ERECTION 
OF BARRIERS 

AROUND TRADE 
WILL IMPEDE GLOBAL 
TRADE AND FLOWS.”

V
.S. Parthasarathy, CFO of India’s 
Mahindra group, which 
produces everything from 
energy to tractors and cars, 
says that the world order has 

changed dramatically. “The free trade and 
open market pundits have been forced to 
reconsider and look at state support in 
order to survive and bounce back,” he says. 

The new norm for companies is what 
Parthasarathy describes as the “global desi”. 
“Each business may choose to be global, 
but at the same time each country needs 
to be local. Our company is well prepared 
for this eventuality because we always 
think of the multi-domestic strategy as a 
norm. For example, at the auto company 
SsangYong in South Korea and the tractor 
company Mahindra USA there is a huge 
amount of value addition happening at 
the local level. We would very much like 
to see free access to markets. While protec-
tionism and non-trade barriers make it 
diffi  cult to enter the location, it is a new 
normal and we are well prepared for the 
same.”

Parthasarathy says that political 
climates will keep changing and will 
continue to be part of unknown risk – both 
upside and downside. “There is certainly 
a growing concern that rising protec-
tionism and the erection of barriers around 
trade will impede global trade and fl ows. 
Global trade growth has been lagging 
behind global GDP growth for a while now. 
The changed political scenario in countries 
such as the US triggers big changes in the 
business model in which we are working.”

He says that the development of a polit-
ical climate created based on short-term 
gains may hamper trade. “Cycles will come 
and go, but economic interest will align in 
the long run, which includes mutual 
benefi ts in global trade.” The Mahindra CFO 
says global institutions such as the WTO, 
UN bodies, and multilateral institutions 
have a role to play in ensuring that the 
movement is towards free and fair trade. 

“Over the period, economic interest will 
align, adding this new normal to the 
equation. We also believe that bilateral, as 
well as multilateral, channels will be 
preferred, limiting the negative loops of the 
challenges at hand.” 

CHALLENGES OF  
GLOBAL BUSINESS
“A globalised world brings a host of 
new challenges to the CFO,” says 
V.S. Parthasarathy, CFO and CIO, 
Mahindra Group. These challenges 
fall into the following three main 
categories: 
1.  How we handle business model 

change with organisations 
expanding across geographic 
boundaries and into new 
jurisdictions. 

2.  How best to handle the recession 
cycles that occur in different 
parts of the world at different 
times, and accepting that 
recessions may be the new 
normal for businesses.  

3.  How to adapt to changes – and 
adapt quickly. Technology, 
terrorism, and economic and 
political situations can all cause 
the sand to shift very quickly. 
Businesses need to be ready to 
respond.

“These challenges are huge and 
varied, but it is possible for CFOs to 
prepare for them. The most 
important thing is for CFOs to 
understand the business 
requirements in various 
geographies. Scenario planning, 
scenario creation, and the 
assessment of vulnerabilities will 
all differ from region to region, but 
to make a truly agile business the 
CFO must undertake all of these 
tasks and try to build an adaptable 
structure.”

Globalisation
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IAN GOLDIN 
PROFESSOR, OXFORD UNIVERSITY 

“THERE’S A 
CHALLENGE 

OF BEING 
MORE OPEN 

WITHOUT 
BEING MORE 
VULNERABLE 

TO RISK.”

Globalisation
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I
an Goldin, who has worked at the 
heart of institutions responsible 
for global trade and finance 
including the World Bank, is 
keenly aware of the challenges 
that globalisation can bring. Now 
Oxford University’s professor of 
globalisation and development, 
and author of several influential 
books on globalisation, including 

Age of Discovery and The Butterfly Defect, 
Goldin says: “Periods of tumultuous 
change are always accompanied by great 
instability. Although there are a number 
of dimensions, now is nevertheless the 
best time to be alive in terms of life expec-
tancy, literacy, and health. I would 
attribute globalisation as the most effec-
tive form of development, in terms of 
integration, interconnectivity, flows 
between borders, but, most importantly 
of all, ideas, as they make a huge differ-
ence.”

But along with the upside, Goldin says 
that we have to accept that globalisation 
brings with it three risks. 

“The first is rising inequality. Some 
fare better in a globalised world, and some 
fare far, far better than others. So it’s not 
a flat world, as Thomas Friedman 
suggested. In fact it is much more moun-
tainous. There are the rich in dynamic 
cities, the most open and integrated being 
the most successful, with the lowest 
unemployment.” 

Goldin says the problem created by 
globalisation is the “left behind” – those 
with less chance of getting a return from 
the skills, flexibility, and mobility that 
interconnectivity brings. “Without these 
they fall further behind,” he says. “It’s a 
bit like if you don’t get on the train, it 
moves further away from you. So a 

backlash has been felt in the Brexit 
referendum, the vote for Trump, votes for 
Marine Le Pen in the recent French pres-
idential election, and continued huge 
support for Recep Tayyip Erdogan in 
Turkey and Jacob Zuma in South Africa.”

A second big effect identified by 
Goldin is systemic risk, “the butterfly 
defect”, where globalisation offers expe-
riences “not only of good things coming 
through the door, but terrible things as 
well. So there’s a challenge of being more 
open without being more vulnerable to 
risk.” 

One example of systemic risk was the 
role that international interconnectivity 
in the banking system played in the global 
financial crisis. Another systemic risk he 
identifies is rising complexity, with more 
players, so that governance may be 
domestic but systems are international. 
This has the potential to overwhelm 
domestic decision-making, especially 
where technology is concerned.

Managing the success of globalisation 
is another challenge, says Goldin. He says 
that because energy consumption is 
increasing, greater damage is being done 
to the world, most notably in climate 
change.

“These issues are all adding up because 
more people in our society are having a 
greater impact on others – as we get richer 
our activities spill over on to others, be it 
overconsumption of energy, fish, or anti-
biotics,” says Goldin. “The great challenge 
is co-ordinating more efficiently between 
societies. The irony is that greater freedom 
leads to constraints on freedom as we go 
forward. There is a growing recognition 
that we have to manage it, and understand 
the risks, because if we don’t, the negatives 
will overwhelm the positives.”
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PRIVATE SECTOR’S 
LEADERSHIP ROLE
Dominic Barton, who is managing 
partner at management consultants 
McKinsey & Company, on the 
contribution the globalisation project 
has made to the sustainability agenda 
and how private-sector organisations 
must remain at the forefront of the 
fi ght against restrictions on the fl ow 
of trade and people:

Globalisation has been a 
tremendous force for good in the 
world. It has lifted millions of people 
out of poverty in recent decades and 
has the potential to continue to do so. 

The private sector has a 
tremendous opportunity to show 
leadership on this issue and advocate 
policies that build long-term value for 
societies, even where governments are 
turning inward.

We as business leaders need to 
speak out in defence of the system that 
has been a force for prosperity in the 
world. 

Corporations must speak out in 
support of the free movement of 
capital, labour, and goods that have 
helped us increase standards of living. 

Indeed, in the fi rst 
decades of the post-war 
era this kind of advocacy 
for policies that fostered 
growth and built 
multilateral 
institutions, such as 
the IMF and the 
World Bank, was 
seen as part of a 
chief executive’s 
job. 

DEEP DIVE

DOMINIC BARTON 
MANAGING PARTNER, 
MCKINSEY & COMPANY

“CORPORATIONS 
MUST SPEAK 

OUT IN SUPPORT 
OF THE FREE 

MOVEMENT OF 
CAPITAL, LABOUR, 
AND GOODS THAT 

HAVE HELPED 
US INCREASE 

STANDARDS OF 
LIVING.”

THE LONG VIEW
McKinsey managing partner Dominic 
Barton on the importance to 
companies of long-term thinking, 
and how that can play a role in 
supporting the sustainability agenda:

Investors and executives are 
increasingly recognising the 
importance of having a sustainable, 
long-term value proposition, both 
from the perspective of the pure 
fi nancials, as well as from the 
perspective of how the company 
contributes to, and interacts with, 
society at large. In fact, research by 
the McKinsey Global Institute on the 
impact of short-termism on the US 
economy showed that 14% of the 
companies we studied made 
signifi cant improvements over the 
15-year period to 2014 and became 
long-term oriented. That said, 
short-term pressure is also rising – 
65% of CEOs and board members 
surveyed by McKinsey Quarterly in 
2016 said that short-term pressure 
has risen in the past fi ve years. 

To take advantage of new 
technologies, like AI, companies will 
need to invest in their present R&D 
capabilities to build out these future 
technologies, which is in itself part of 
being a long-term business. 
Companies will need to consider how 
these new technologies will challenge 
or improve their business models to 
allow them to develop capabilities to 
compete in the future. For example, 
what will it mean for their customer 
acquisition and retention, risk 
management, talent development, 
and organisational redesign.

Globalisation
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The dramatic increase in pace in 
how corporates operate, in 
terms of processing 
information, undertaking 
transactions, and relocating 
entire operations is at the heart 
of the some of the biggest 
problems caused by 
globalisation, says the World 
Trade Organisation’s director of 
communications, Keith 
Rockwell, adding that this has 
resulted in a growing 
disenchantment in developed 
countries. 

“These are real problems, 
which we’ve been too slow to 
address,” he says. “Unless you 
do that you can’t really begin to 
think of ways to make it easier 
to put in place new trade rules.”

But he is insistent that 
despite all the potential hurdles, 
there have been huge strides in 
smoothing out trade across the 
world. 

“We have been able to 
negotiate some very important 
agreements in the past three to 
four years,” he says. “Take the 
Trade Facilitation Agreement 
[TFA] which we negotiated in 
2013 that removed unnecessary 
red tape and bureaucratic 
entanglements at borders. 

“It means you can go to one 
offi  ce to get all the necessary 
documentation to import and 
export a container, and pay all 
your fees there. We fi gure this 

KEITH ROCKWELL 
DIRECTOR OF COMMUNICATIONS, 

WORLD TRADE ORGANISATION

“OUR 163 MEMBER 
COUNTRIES ARE NOT 

SITTING BACK AND 
DOING NOTHING.”

will reduce average trade costs by 
more than 14%, which could boost 
global exports by $1 trillion and 
add that much to global income 
as well.” 

Rockwell says that a 
multilateral deal, such as FTA, has 
to be fl exible as it requires taking 
into account the wide disparity 
in countries’ economic 
development: “You can’t say that 
Canada and Mali would have the 
same depth of commitments. 
Mali is going to need longer to 
implement the commitments 
they’ve undertaken; they’re going 
to need fi nancial resources, 
technical training, and so on.

“Then you have plural-lateral 
agreements, such as the 
Information Technology 
Agreement (ITA), the extension 
of which we completed in 2015, 
which covers $1.3 trillion in trade 
– about a tenth of all world trade 
is covered by this agreement. It 

covers 53 countries – counting 
the EU as 28 – and involves 201 
products. So it’s a big deal.

“Other countries outside the 
agreement can export [to ITA 
members], say, the latest 
generation in semiconductors, 
without paying any duty, 
because of the most-favoured 
nation policy. 

“You can do agreements like 
that, where you have a critical 
mass of countries, providing 
what they agree is off ered to 
everybody else.”

In the meantime, the 
numerous issues to be settled 
on areas such as e-commerce, 
SMEs, investment, agriculture, 
services, and fi sheries’ subsidies 
will build momentum as the US 
re-engages following the 
presidential transition. “These 
are the concrete issues we’re 
wrestling with right now ahead 
of our ministerial conference in 
Buenos Aires on 11-14 
December,” says Rockwell. 

“The 163 member countries 
are not sitting back and doing 
nothing. They’re discussing 
issues in a serious way, bringing 
out proposals, settling disputes, 
monitoring – it’s all happening. 
Relationships are still very fl uid; 
you might support someone in 
the morning on fi sheries’ 
subsidies and fi ght them to the 
death tomorrow on 
e-commerce.”

Globalisation
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CHRISTINE LAGARDE 
MANAGING DIRECTOR OF THE 

INTERNATIONAL MONETARY FUND  

“PROGRESS HAS NOT 
COME FOR EVERYBODY

AT THE SAME PACE.”

Excerpt from a speech by Christine Lagarde, MD 
of the IMF, Toronto, 13 September 2016

The ability of countries to rise above narrow self-interest has 
brought unprecedented economic progress over the past 70 
years. Confl icts have diminished, diseases have been 
eradicated, poverty has been reduced, and life expectancy has 
increased around the world. To paraphrase John Maynard 
Keynes, one of the IMF’s founding fathers: ‘The brotherhood 
of man has become more than a slogan.’ But progress has not 
come for everybody at the same pace. There is no doubt that 
the transformation of our economies has also brought 
dislocation and hardship.

Structural change caused by globalisation and 
technological change has deeply aff ected some sectors 

and industries – while benefi ting society as a 
whole. Concerns over wages, jobs, and future 
prospects are real and pressing for those who are 
not well equipped to thrive in this new world.

This is not the fi rst time we face this 
challenge. From the days of the Bronze Age to the 

Industrial Revolution and beyond, our 
ancestors have dealt with the spread of new 

technologies and the need to adapt. Debates 
about trade and access to foreign goods are 
as old as society itself. But history clearly 
tells us that closing borders or increasing 
protectionism is not the way to go. Many 
countries have tried this route, and just as 
many have failed. Instead, we need to 
pursue policies that extend the benefi ts 
of openness and integration, while 
alleviating their side-eff ects.

We need to make globalisation work 
for all.

Structural change caused by globalisation and 
technological change has deeply aff ected some sectors 

and industries – while benefi ting society as a 
whole. Concerns over wages, jobs, and future 
prospects are real and pressing for those who are 
not well equipped to thrive in this new world.

This is not the fi rst time we face this 
challenge. From the days of the Bronze Age to the 

Industrial Revolution and beyond, our 
ancestors have dealt with the spread of new 

technologies and the need to adapt. Debates 
about trade and access to foreign goods are 
as old as society itself. But history clearly 
tells us that closing borders or increasing 
protectionism is not the way to go. Many 
countries have tried this route, and just as 
many have failed. Instead, we need to 
pursue policies that extend the benefi ts 
of openness and integration, while 
alleviating their side-eff ects.

for all.

Globalisation
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WILLIAM LACY SWING 
DIRECTOR-GENERAL OF THE UN INTERNATIONAL 

ORGANIZATION FOR MIGRATION   

“WE’RE NOT  TALKING 
ABOUT OPENING THE 

FLOODGATES OR A 
BORDERLESS WORLD, 
BUT ABOUT A WORLD 

IN WHICH WE REDUCE 
FORCED MIGRATION TO 
THE EXTENT POSSIBLE 
BY MORE INTELLIGENT 

POLICIES.”

Globalisation

26-39_Globle_voices_v2.indd   37 11/07/2017   12:04



AUGUST 2017

38

DEEP DIVE

here are powerful reasons 
behind the backlash felt in the 
West against the rise of 
globalisation. Economic pros-

pects have declined for many in the West. 
Research from the McKinsey Global Insti-
tute (MGI) shows that real incomes of about 
two-thirds of households in 25 advanced 
countries were flat or fell between 2005 and 
2014. 

However, many argue that the recent 
trend towards inward-looking politics fails 
to grasp the wider picture of migration: that 
despite the concerns about its economic and 
social implications, the movement of people 
across borders boosts global productivity. 
In its December 2016 report People on the 
Move: Global Migration’s Impact and Oppor-
tunity, MGI says: “The countries that make 
integration a priority will be better positioned 
to generate better outcomes – not just for 
immigrant populations but also for their 
own economies.”

William Lacy Swing, director-general of 
the UN International Organization for Migra-
tion (IOM), says: “Countries, generally speak-
ing, have very dated migration policies. 
They’re not ready for this influx of people, 
such as refugees coming out of Syria and 

most of those coming out of Africa. The citi-
zens of these countries, particularly in 
Europe, have lost confidence in their govern-
ments to manage migration, which makes 
it very difficult therefore to recapture their 
confidence in managing migration.

“These countries suffer from what Javier 
Solana [former secretary-general of the Coun-
cil of the EU] called ‘refugee amnesia’, forget-
ting that the UN High Commission for 
Refugees and the IOM were created in 1951 
to bring 11 million Europeans ravaged by the 
second world war to new shores.”

Swing, former US ambassador to coun-
tries including the Democratic Republic of 
Congo (DRC), Liberia, South Africa, and Nige-
ria, says, “Consider that Turkey is the larg-
est refugee hosting country in the world, with 
nearly 3 million. Lebanon, with a popula-
tion of 4.5 million, has 1.5 million, plus 
500,000 Palestinians. We’ve forgotten that 
Ethiopia has been home to 700,000 refu-
gees for 25 years, that Kenya has 600,000, 
and even Sudan has 200,000. These are all 
things that need to be brought back into play 
and given more perspective.”

In this atmosphere, Swing says it is crit-
ical to understand the dynamics of migra-
tion. He points out that a quarter of the 
world’s billion migrants (a seventh of the 
total population of 7.5 billion) are cross-bor-
der (244 million), the vast majority being 
internal migrants, such as the vast number 
of rural Chinese that moved to coastal cities.

Swing says it is vital that business plays 
a key role: “It is critical that the private sector 
is engaged in this issue because they know 
where the skill gaps are, they know where 
the job needs are.”

Indeed, MGI’s report suggests there is 
plenty more value creation to be gained if a 
careful migrant programme is developed. 
The institute says an additional $800 billion 
to $1 trillion could be added to global  
productivity annually if the wage gap between 

“THE PRIVATE SECTOR SHOULD BE ONE OF 
THE BEST FRIENDS OF MIGRANTS BECAUSE 
THEY’RE HIGHLY MOTIVATED, AND A LOT OF 
THEM BRING ENTREPRENEURIAL SKILLS 
AND LANGUAGES AND OTHER ASSETS.”
WILLIAM LACY SWING 
DIRECTOR-GENERAL OF THE UN INTERNATIONAL ORGANIZATION FOR MIGRATION
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immigrants and native workers is lowered 
from between 20% and 30% to 5% and 10% 
through better economic, social, and civic 
integration.

“The private sector should be one of the 
best friends of migrants because they’re 
highly motivated, and a lot of them bring 
entrepreneurial skills and languages and 
other assets,” says Swing.

He says that the private sector and the 
public sector will, ultimately, need to come 
together to forge an effective response. In 
this sense, Europe and the rest of the devel-
oped world can move to a longer-term, 
comprehensive, and multifaceted policy, and 
away from quick fixes “such as just putting 
boats in the Mediterranean or focusing on 
relocation programmes that haven’t worked”, 
he says. “We’re not talking about opening 
the floodgates or a borderless world, but 
about a world in which we reduce forced 
migration to the extent possible by more 
intelligent policies.” 

The IOM has just started the first of six 
thematic sessions on building a global 
compact on migration that aims to be rati-
fied at the UN General Assembly in Septem-
ber 2018. This would aim to get the countries 
of origin, transit, and destination to exchange 
their views and try to narrow the differences 
between these countries with different chal-
lenges.

If the global compact is successful, says 
Ovais Sarmad, FCMA, CGMA, the IOM’s outgo-
ing chief of staff, “major private-sector 
companies around the world will have a huge 
boost to their supply chains of highly skilled 
workers from around the world in a much 
more organised and predictable manner. It 
has huge potential to add to the bottom line 
of those companies.” 

In the meantime, the challenge is for 
governments to get some kind of control so 
that people feel confident that their govern-

ment is managing the issue.
Swing says: “We should be a little more 

aware that we do have a system, a process, 
which should give migrants and refugees 
the ability to move with some certainty that 
their interests are going to be taken care of. 
We also need to bear in mind that the vast 
majority of migration is regular and legal – 
where migrants have a job offer or a proper 
visa. 

“International migrants account for only 
about 3% to 3.5% of the global population. 

“My great hope, because I’m a naive opti-
mist, is that this current ‘crisis’, as it’s called, 
will result in a comprehensive long-term 
asylum policy, to which we can all agree on 
and say we will share the responsibility. 

“After all, our countries were created or 
established with talent and the hard work 
of migrants.”

Paul Polman, chief executive of global 
consumer group Unilever, has called for the 
corporate sector to address the growing chal-
lenge of refugees.

At an international conference as part 
of the Aurora Humanitarian Initiative in 
Armenia, Polman said a falling European 
population was creating a skills shortage that 
could be solved by utilising those languish-

ing in the mammoth Zaatari refugee camp 
in Jordan. 

Polman compared the economic boost 
such a move could provide to that which 
rebuilt Europe after the second world war. 
“We could easily put companies together in 
Europe to close that camp and give these 
15,000 families work,” he said.  

Polman has called for EU governments 
to incentivise companies to hire those seek-
ing asylum on their shores – a move that 
would remove the business risks.

“Why don’t we have a Marshall-type  
plan around refugees or immigration?” he 
said. “This is an ideal moment for Europe to 
rally together and say we are going beyond 
our own self-interest and looking at this a 
little bit more structurally in the long term.”

He said that current global agreements 
were not working because the G7 group of 
industrialised nations, of which Britain is a 
part, could not agree on integration 
programmes. This, he believed, is a tragedy, 
because many of the skills missing in Europe 
could be provided by migrants.

“We need more of the people to speak 
up or at least have the data right,” he said. 
“One dollar invested in refugees is two dollars 
of economic return.” n

 1.   JORDAN  (2.7 MILLION+)

 2.  TURKEY  (2.5 MILLION+)

 3.  PAKISTAN  (1.6 MILLION+) 

 4.  LEBANON  (1.5 MILLION+)

 5.  IRAN  (979,400)

 6.  ETHIOPIA  (736,100) 

 7.  KENYA  (553,900) 

 8.  UGANDA  (477,200)

 9.  DEMOCRATIC REPUBLIC OF CONGO  (383,100)

 10.  CHAD  (369,500) Figures from Amnesty International’s Tackling the Global Refugee Crisis: From Shirking to Sharing Responsibility
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Paul Polman, chief 
executive of global 
consumer group 
Unilever
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GOING GLOBAL
European countries are the most globalised in the world, data 
compiled by the KOF research institute at the Swiss Federal Institute 
of Technology has revealed. The 2017 KOF Index of Globalisation, 
which was compiled using data drawn from 2014, ranked all the 
world’s nations after analysing political, social, and economic factors.

The Netherlands emerged as the most globalised nation, with 
European countries occupying all but two of the top 20 spots. Canada 
(11) and Singapore (20) also made it into the top 20. 

The Zurich-based researchers looked at cross-border trade, 
investment, and revenue flows to determine economic globalisation. 
Cross-border personal contacts, cross-border information flows, and 
proximity to the cultural mainstream were used to score social 
globalisation. Political globalisation was determined by the number of 
foreign embassies, membership of international organisations, 
involvement in UN peacekeeping missions, and the number of 
bilateral and multilateral agreements. 
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SEEING 
THE WORLD 

IN A NEW WAY

Richard Howitt, CEO of the International Integrated 
Reporting Council, says that businesses  

need a new way of reporting to connect with a  
fast-changing world. By Lawrie Holmes.

I
ntegrated reporting is set to play a 
critical role in delivering the benefits 
of globalisation, says Richard Howitt, 
chief executive of the International 
Integrated Reporting Council (IIRC). 
Howitt believes that an increasingly 
globalised world requires a system that 
addresses its changing nature. 

“Everyone understands that 80% of the 
value of a company is in intangibles,” he says, 
“and if companies ignore both the risks and 
the opportunities that exist in a multi-capital 
world, then they will not be pursuing long-
term value creation for themselves as busi-

nesses. That’s precisely why the IIRC was 
formed and why IR is so powerful.”

Howitt, a member of the European Parlia-
ment for more than two decades, was a key 
architect of the EU’s Non-Financial Reporting 
Directive. Before becoming chief executive 
of the IIRC, he served as a voluntary ambas-
sador for the council, promoting its agenda 
that the six capitals – financial, manufac-
tured, intellectual, human, social and rela-
tionship, and natural – provide a better 
definition of a company’s performance than 
traditional reporting methods.

Howitt is upbeat about the prospects that 

globalisation can unlock. “I believe that we 
can pursue economic growth and prosperity 
for businesses and countries,” he says. 

However, he is keen to stress that these 
aims should only be achieved responsibly. 
“These achievements must happen at the 
same time as helping the world deal with 
the so-called ‘megatrends’: technological 
change, demographics, and, critically, climate 
change.

“Clever and intelligent companies, and 
the accountants advising them, recognise 
that if profits are to be made in the long term, 
then it’s got to be done with a proper  

“THE GREAT 
CONTRIBUTION OF 
INTEGRATED 
REPORTING IS TO 
HELP BUSINESSES 
UNDERSTAND THE 
VALUE OF THEIR 
RELATIONSHIPS.”
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understanding of the risks and opportunities 
associated with a multi-capital world.” 

IR, supply chain, and human rights
One aspect of the globalised world that IR 
addresses is in the internationalised rela-
tionships of complex supply chains, sub-con-
tracting, and other cross-border partnerships. 
This key aspect of multinationals’ value 
creation has become their Achilles’ heel, 
following the unearthing of practices seen 
as detrimental to their expressed values. 
Howitt is no stranger to this area – he repre-
sented European interests in initiatives 
including the UN Forum on Business and 
Human Rights and the OECD Global Forum 
on Responsible Business Conduct. He says 
IR can play a key part in helping companies 
manage these international systems:  
“The great contribution of integrated 
reporting is to help businesses understand 
the value of their relationships, and how to 
manage them in terms of their own, long-
term value creation.” 

Reflecting on his experience in the UN 
of working to combat abuses such as child 
labour, Howitt insists that IR must encom-
pass human rights, “an area that is probably 
toughest for companies, in terms of their 
understanding”.  

“The whole concept of due diligence 
that’s come forward, principally through the 

UN guiding principles, has been really helpful 
in this debate because it doesn’t say compa-
nies are responsible for each and every aspect 
of their supply chain,” he says. “What it does 
do is move companies away from simply 
trying to minimise their responsibility, or 
operating with a wilful blindness. Integrated 
reporting builds on the connectivity that 
exists, for example, in sub-contracting. It 
doesn’t simply have to be about imposing 
particular standards or conditions – it can 
be viewed as part of the value-creation 
process.”

Integrated thinking
Howitt says that businesses are beginning 
to recognise how important connectivity 
within the company and the areas external 
to it, such as supply chains, are to value 
creation. 

Through the process of integrated 
thinking, companies can begin to connect 
up the different parts of the company in a 
way they hadn’t before, Howitt says. “They 
ask themselves: ‘What is the business model 
of the company?’ Often in companies, be it 
at board or executive level, what they thought 
was a shared vision and strategy is far from 
the reality. So the interest in connecting the 
different parts of the company, internal and 
external, doesn’t simply have to be about 
minimising reputational risk. It can be about 
maximising value creation. In companies 
that do integrated reporting, that’s precisely 
what they find.

“It’s a different way of managing a 
business and connecting up the different 
functions and relationships external to it. 
In a technologically advancing, complex, 
fast-moving world, integrated thinking will 
help those companies survive and prosper,” 
Howitt says. It’s also a means of addressing 
that other key aspect of modern corporate 
life  – the internet, and especially social media 
and the platform it gives to public scrutiny. 

EXPANDING THE 
SCOPE OF IR 
Hans Hoogervorst (pictured) is 
chairman of the International 
Integrated Reporting Council. The 
following excerpt is from a speech he 
made at an IIRC meeting in New York, 
April 26th 2017: 

Since the publication of our 
management commentary practice 
statement in 2010, the world has moved 
on. Interest in integrated reporting is 
rapidly increasing. Several important 
documents have been produced that 
have further developed thinking on 
integrated reporting. I would like to 
mention guidance on the strategic 
report by the UK Financial Reporting 
Council and, of course, the IIRC’s 
international integrated reporting 
framework...

They put more emphasis on 
interconnectivity among elements of an 
integrated report, for example, how 
developments in the external 
environment have affected a company’s 
business model and strategy. Both 
address more clearly resources that 
are not included in financial statements. 

The increasing awareness that 
environmental and societal restrictions 
have an impact on long-term value 
creation is also clear...

For all these reasons, the Financial 
Stability Board is currently looking at 
whether we should update our practice 
statement to reflect these new 
developments. I think we have reason 
to do so. We are especially well placed 
to make sure there is a good fit and 
connectivity between financial reports 
and non-financial information, which I 
believe to be essential to the success of 
integrated reporting.

“COMPANIES ARE 
UNDER CONSTANT 
SCRUTINY AND CAN 
BE CHALLENGED IN 
RELATION TO THEIR 
PRACTICES.”
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“Companies are under constant scrutiny and 
can be challenged in relation to their prac-
tices,” he says. 

“Companies can’t anticipate fully where 
criticism might or might not come, which 
can have a very real bearing on their share 
price, on potential investment, on whether 
they can recruit the staff they want, and 
whether customers will buy their products 
and services. 

“This has a very practical bottom-line 
impact for a company, so stories will inevi-
tably be told about them. If the company 
doesn’t choose to tell the story for itself, 
others will do it for them, so why not tell 
your own story and frame the debate,” Howitt 
says. All this chimes with the involvement 
of investors – for example, pension funds 
and insurance companies, many of whom 
have worked with the IIRC in establishing 
its framework, which is resulting in IR 
becoming part of the mainstream. 

Howitt believes that the take-up of inte-
grated reporting will speed up, especially in 
developing countries. BRICS economies, he 
says, are still the real hotspots for growth, as 
are medium-size companies in countries 
such as Malaysia. “That’s because the sort of 

“IF THE COMPANY 
DOESN’T CHOOSE  
TO TELL THE  
STORY FOR ITSELF, 
OTHERS WILL DO  
IT FOR THEM.”

companies that are growing, that are head-
quartered in those countries, recognise that 
IR is the future of corporate reporting,” he 
says. 

“In the future, those companies will want 
to gain access to the international capital 
markets, and they see IR as a way to get the 
necessary recognition and acceptance needed 
to do so. The fact that integrated reporting 
has grown so strongly in those countries is 
a sure sign of that happening. It’s a leapfrog-
ging process – not because we’ve told them 
to do so, but because they can see the value 
of the proposition themselves,” says Howitt.

Regarding globalisation and technolog-
ical change, Howitt says that the increasing 
role of accountants as trusted business 
advisers is crucial to ensuring that companies 
are able to manage the challenges and tell 
their story of how they’re doing this effec-
tively – by addressing risks and seeking 
opportunities. He says: “The most forward-
looking, creative-thinking, valuable, and 
worthwhile approach in its own right for 
accountants is to champion the role of inte-
grated reporting in this globalised world, and 
I have no hesitation in making that explicit 
appeal to the profession.” n

INSTITUTIONS 
THAT ARE 
PARTNERS, NOT 
COMPETITORS 
When it comes to working with 
initiatives that in some ways resemble 
integrated reporting, Howitt offers the 
following remarks:

The Financial Reporting Council (FRC) 
in the UK has already said that the 
strategic report it recommends is 
consistent with integrated reporting, 
and since I’ve come here, we’ve agreed 
to a joint mapping exercise between 
the FRC and the IIRC to demonstrate 
that. 

Whether it’s called strategic 
reporting or integrated reporting, it’s 
the principles involved that are 
important. I would like to move the UK 
on to more explicit support for calling 
it IR because I think the UK and the US 
have a very important leadership role 
in the world for establishing practices. 

When it comes to sustainability 
reporting bodies, such as the US-
based Sustainability Accounting 
Standards Board, all are partners in 
the corporate reporting dialogue, but 
the key is that these frameworks are 
not alternatives; the IIRC is not a 
competitor. 

When we say integrated – financial 
and non-financial together – we really 
mean that. We’re about changing the 
face of financial reporting, not adding 
to it. We’re not an alternative – we’re a 
means for genuine integration.
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I n this global age, within business there 
is an exponential and uneven prolifer-
ation of questions regarding future ben-

efits and dangers. Globalisation has caused 
the world to shrink to a point. Enormous 
consumer and B2B markets make count-
less offerings available to everybody, which 
generates manifold possibilities, out-
comes, and uncertainties. 

This has opened not only a vast array 
of “end benefits”, but also potential losses 
and dangers. Consumers and business lead-
ers now find they must address very com-

crises, obesity crises, even mid-life crises, 
chocolate crises, and avocado crises. This 
does not mean we are living in a cata-
strophic age, but that the future has become 
increasingly uncertain. 

In addition, simple narratives about 
“progress” and “decline” have shattered, 
and the remaining shards reflect a con-
fusing array of possibilities and challenges. 
There are competing utopian and dysto-
pian stories about the future regarding 
global genetically modified crop markets, 
for instance. Will they mean better food, 
or worse? Will they make me healthier or 
sicker? Will they alleviate or exacerbate 
climate change? 

At this temporal stage of globalisation 
there are four key elements – what I call 
the four horsemen – which any business 
manager must fight to win the market. 

The first is lost opportunity cost, or 
the weight of the future that didn’t hap-
pen. Rather than just make promises, it is 
important to acknowledge the globalised 
consumer’s lost dreams. 

The second is the rising transaction 
costs of managing new futures as they 
show up in the news or on social media. 
This is the consumer’s cost of planning 
for the new future, and businesses should 
support this cognitive expenditure. 

The third is the breakdown of identity. 
When the future suddenly changes, it not 
only brings societies into question, but 
also identities: Who am I? What is my role? 
Who can I become? Global businesses and 
corporations must assist the consumer in  
becoming his or her new self, providing 
the materials for this project. 

Finally, the fourth challenge in think-
ing about the future under globalisation 
is distance into the future. How far into 
the future do these benefits and dangers 
manifest themselves: Next week? Next 
year? Next decade? After I am dead? 

Articulating distance into the future 
is highly important in insurance, commer-
cial and societal investments, and sustain-
ability and resource expenditure. Is the 
consumer going to be there to experience 
the benefits, and if not, why should she 
or he be interested in that offering any-
way?

Globalisation began as a spatial phe-
nomenon, but it is now also a temporal 
phenomenon, which has opened up the 
future. The four horsemen gallop towards 
us through this opening and include some 
of the core challenges in the contempo-
rary market. Ignore them at your peril. n
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DR. THOMAS DEREK ROBINSON, 
SENIOR LECTURER IN 

MARKETING AT LONDON’S 
CASS BUSINESS SCHOOL.

“At this temporal stage of 
globalisation there are four  

key elements – what I call the 
four horsemen – which any 

business manager must fight  
to win the market.”

plicated issues of temporality – relationships 
with time – with few conceptual tools to 
help. 

The German social theorist Reinhart 
Koselleck has done much to capture the 
shattered temporal context of globalisa-
tion. He points out that “crisis” has become 
a signature concept of our time. It wasn’t 
always like this. In ancient Greek, “crisis” 
or “krinein” simply meant a decision 
between alternatives. Now everything can 
be a crisis. We thus have constitutional cri-
ses, NATO crises, financial crises, climate 
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“AI WILL  
ALWAYS REQUIRE 

GOVERNANCE AND 
CONTROL TO ENSURE 
THAT IT IS ALIGNED 

WITH THE RIGHT 
GOALS.”

When he became CFO of Unilever in 2010,  
Jean-Marc Huët, HonFCMA, knew he’d need 
to be responsive to change as the consumer 
goods giant embarked on a plan to both double 
its income and halve its environmental impact 
in ten years. He would be aided in his efforts by 
an algorithmic dashboard that drew on data 
sources including Facebook, Google, and 
Nielsen to analyse trends. 

“We built an enterprise data warehouse to 
analyse information from local, regional, and 
global data,” recalls Huët, who quit in 2015 to 
join HM Treasury’s financial management 
review board. “Although our industry is quite 
advanced at exploiting data, we had to look at a 
lot of indicators. We understood that we could 
never be complacent about this process and we 
always had to be seeking continuous 
improvement.

“It was important to apply the right levers in 
country and category reporting. We developed 
these by looking through various lenses, such 
as those of the customer. Merely having heaps 
of data is not a panacea. You have to have the 
right platform to undertake the right action.” 

BIG DATA, BIG DASHBOARD
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The limits of intelligence
How humans manage the development of artificial intelligence will 

determine the outcome of the digital revolution, writes business and 
management specialist Julia Streets.

A rtificial intelligence (AI) sends constant waves 
of excitement across tech town. With the media 
full of stories about deep learning, machine 

learning, neural networks, deep language processing, 
and cybernetics, it seems AI is taking over the world.

For inventors, innovators, and entrepreneurs, this 
is an incredibly exciting time, as AI unlocks innova-
tion at a pace never previously achievable.

Listen carefully to the 
techies and you may hear 
whispers of “the singularity” 
riding on the wind. Intro-
duced in the 1950s and short 
for “the technological singu-
larity”, the concept was first 
described by mathematician, 
physicist, and computer sci-
entist John von Neumann: 
“The accelerating progress of 
technology and changes in 

the mode of human life, give the appearance of 
approaching some essential singularity in the history 
of the race beyond which human affairs, as we know 
them, cannot continue.”

Some believe von Neumann’s predictions are  
coming true. The smartest technology deployments 
use intelligent upgradable software, running “iterative 
cycles” that continue to learn and self-improve. This 

results in the faster creation 
of new generations, and, as 
the pace accelerates, it is 
expected to create an explo-
sion, a powerful “super-in-
telligence” surpassing 
anything we earthlings  
could cough up in compari-
son. Max Tegmark, president 
of the Future of Life Institute, 
i s  q u o t e d  a s  s ay i n g : 
“Everything we love about 

key 
Points 

USE DATA THE 
RIGHT WAY

Modern digital 
technologies 

create more data 
than ever, but an 
abundance can 
create its own 

problems.“Using 
data the wrong way 

can sometimes 
inhibit decisions,” 
says Jean-Marc 
Huët, HonFCMA, 
the former CFO 
of Unilever. “I 

have a view that 
an overreliance 

on data makes you 
far less agile.”

GET THE 
REPORTING RIGHT

To acheive 
sustainability in 
the digital era, 
organisations 
must embrace 

integrated 
reporting. 

“If we want to 
judge a company 

on more than 
its financial 

performance, 
integrated 

reporting is a 
must,” adds Huët. 

MAKE A PLAN
“It is vital to make 

action plans on 
the back of the 

data extracted,” 
says Stephen 

Cassidy, ACMA, 
CGMA, Hilton 

Hotels’ senior vice 
president for the 
UK and Ireland. 

“Or that data goes 
to waste.”

1

2

3

civilisation is a product of intelligence, so amplifying 
our human intelligence with artificial intelligence has 
the potential of helping civilisation flourish like never 
before – as long as we manage to keep the technology 
beneficial.”

And that is the key. AI needs to be made to work 
for us, not the other way around.

AI itself cannot manifest human emotion. Nor can 
it become intentionally loving or hateful. As such, there 
must always be room for a human either to direct the 
technology or judge the outcomes, overlaying these 
with essential emotional intelligence. AI will  
always require governance and control to ensure that 
it is aligned with the right goals, not hell-bent on  
mass destruction, or displaying the right intention but 
wrong execution.

But by automating many of the more menial tasks, 
we are freed to be more creative, entrepreneurial, and 
innovative in figuring out how to use technology to 
improve economies, societies, and communities.

Julia Streets: 
“AI itself cannot 
manifest human 
emotion.”
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The limits of intelligence
How humans manage the development of artificial intelligence will 

determine the outcome of the digital revolution, writes business and 
management specialist Julia Streets.

A rtificial intelligence (AI) sends constant waves 
of excitement across tech town. With the media 
full of stories about deep learning, machine 

learning, neural networks, deep language processing, 
and cybernetics, it seems AI is taking over the world.

For inventors, innovators, and entrepreneurs, this 
is an incredibly exciting time, as AI unlocks innova-
tion at a pace never previously achievable.

Listen carefully to the 
techies and you may hear 
whispers of “the singularity” 
riding on the wind. Intro-
duced in the 1950s and short 
for “the technological singu-
larity”, the concept was first 
described by mathematician, 
physicist, and computer sci-
entist John von Neumann: 
“The accelerating progress of 
technology and changes in 

the mode of human life, give the appearance of 
approaching some essential singularity in the history 
of the race beyond which human affairs, as we know 
them, cannot continue.”

Some believe von Neumann’s predictions are  
coming true. The smartest technology deployments 
use intelligent upgradable software, running “iterative 
cycles” that continue to learn and self-improve. This 

results in the faster creation 
of new generations, and, as 
the pace accelerates, it is 
expected to create an explo-
sion, a powerful “super-in-
telligence” surpassing 
anything we earthlings  
could cough up in compari-
son. Max Tegmark, president 
of the Future of Life Institute, 
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civilisation is a product of intelligence, so amplifying 
our human intelligence with artificial intelligence has 
the potential of helping civilisation flourish like never 
before – as long as we manage to keep the technology 
beneficial.”

And that is the key. AI needs to be made to work 
for us, not the other way around.

AI itself cannot manifest human emotion. Nor can 
it become intentionally loving or hateful. As such, there 
must always be room for a human either to direct the 
technology or judge the outcomes, overlaying these 
with essential emotional intelligence. AI will  
always require governance and control to ensure that 
it is aligned with the right goals, not hell-bent on  
mass destruction, or displaying the right intention but 
wrong execution.

But by automating many of the more menial tasks, 
we are freed to be more creative, entrepreneurial, and 
innovative in figuring out how to use technology to 
improve economies, societies, and communities.

Julia Streets: 
“AI itself cannot 
manifest human 
emotion.”
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The art of
travelling light

Wow Air is capitalising on its Icelandic hub, strategic cost-cutting
and pricing methods, and start-up vigour to provide budget

transatlantic travel and take on bigger rivals. By Andrew Kenney.

F or decades, one part of the map was largely 
untouched by the remaking of the airline indus-
try: the Atlantic Ocean. The names on the 

wide-bodied planes have changed, but the routes 
between North America and Europe were until very 
recently the exclusive territory of the world’s largest 
airlines.

Not since the days of the now-defunct Laker Air-
ways has a company successfully run budget flights 
across the pond. Now a handful of upstarts may be 
cracking the code. Small companies such as Wow Air, 
an Icelandic start-up, have begun selling one-way trans-
atlantic tickets for as little as $99.

“We are disrupting the norm,” said Stefan Sigurds-
son, CPA, CGMA, Wow Air’s CFO. “And when we’re doing 
that, we need to be really flexible, and we do make deci-
sions quickly. It’s quick and swift, educated deci-
sion-making.”

Wow Air has capitalised on its home island in the 
North Atlantic as both a strategic resupply hub and a 
tourist destination, much as Icelandair does. Wow has 
further cut prices by reducing, or charging for, cus-
tomer amenities such as large carry-ons and assigned 
seating.

As a result, the company has grown annual avail-
able seats to 1.9 million in its first five years (see the 
graph, “Wow Air’s Annual Seat Capacity”) and expects 
seat capacity of 3.4 million in 2017. 

Now it’s stretching its budget routes across the US, 
to airports on the country’s West Coast, and purchas-

ing eight additional Airbus airliners to support the 
expansion.

This is “hyper-growth”, Sigurdsson said, and to keep 
aloft in the years ahead, Sigurdsson added, Wow Air 
will have to create a business structure that can han-
dle complex logistics and intense regulation without 
losing its start-up verve.

“Now we need to take the company’s financial infra-
structure to the next level,” he wrote in an email.

An unusual route
Sigurdsson’s résumé would look completely out of place 
in the C-suites of most airlines.

He ran his own pizza shop as a young man in Ice-
land, then moved from the near-Arctic to the heat of 
Arizona, where he got an accounting degree and worked 
as a CPA for seven years. His most recent long-term job 
was at CCP Games, a video game studio where he had 
to figure out how to properly report on a virtual econ-
omy that produced real revenues.

It’s extremely rare for a CFO to walk into passen-
ger aviation leadership with no direct experience, but 
Wow wanted someone who knew start-ups.

“Start-ups tend to have a similar feel to them,” Sig-
urdsson said. “It’s dynamic. You don’t have all the pro-
cesses, policies, how things should be done.

“There’s this passion within the organisation we 
don’t want to lose. At the same time, we have to install 
a lot of those corporate structural policies.”

Cost is hugely important to a company such as Wow 
— and this is where Sigurdsson comes in. As CFO, he 
is looking not just to finance capital purchases and 
navigate international tax structures. He also must cre-
ate a scalable real-time data system that deals with an 
incredible number of variables in order to minimise 
costs and prices.

Sigurdsson’s method is to create these measures 
in collaboration with other departments. By starting 
at the bottom, he can make sure that even the small-
est cost-affecting details are incorporated.

“I want people personally to be thinking about cost, 
and to be aware of what their decisions are costing us,” 
he said. “… Every time I speak to the company, I talk 
about costs, and I have an example for them.”

Take this example, which was identified during 

SIGURDSSON MUST 
CREATE A SCALABLE 

REAL-TIME DATA SYSTEM 
THAT DEALS WITH 

NUMEROUS VARIABLES 
IN ORDER TO MINIMISE 

COSTS AND PRICES.
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Sigurdsson’s conversations throughout the company: 
“We load up the carts that we sell — soda and water 
and beer — and if we overload that, we end up flying 
one can of [soda] all year.” Crossing back and forth across 
the Atlantic, a single extra can may add hundreds of 
dollars in fuel costs per year.

That’s the kind of detail that the accounting func-
tion should be surfacing, Sigurdsson said, so that other 
departments can see hidden costs and react appropri-
ately. In the near future, he hopes to combine those 
details into a system that can project costs and reve-
nues of individual flights midair.

“I would like to know the expected profitability of 
a flight 15 minutes after it has left the ramp. We’ll be 
able to see it,” he said. “We know exactly who’s on. We 
know exactly how much we have to pay in handling 
fees, overflight fees. The only thing that we would need 
to estimate is how much fuel is the pilot going to use 
on that route.”

Real-time information “will not only give me and 
the CEO and others a better idea of how we’re doing. 
We’ll create a report for you, [for example], on ground 
operations. Those vendors — what was the turnaround? 
If it’s late, it costs us money. It might force us to pay for 
hotels. It’s the domino effect.”

The intention is to “help them see”, he said. “It kind 
of comes from within. The more data people are get-
ting, the more questions they start asking. It’s a beau-
tiful thing.”

Through the storm
Wow and its contemporaries may be climbing fast now, 
but any young airline will face significant challenges 
as it matures.

While Wow’s leadership is strategising for the future, 
Sigurdsson is particularly focused on making sure the 
company is a durable and well-tuned machine.

And the people, he said, are just as important as 
their tools. Sigurdsson wants to ensure that people 
across Wow Air have somewhere to go with the ideas 
that data can inspire.

“I encourage them to send me ideas and emails,” 
Sigurdsson explained. “I make sure that we reply to 
people. I want to meet with them and make them feel 
that they’ve been heard.”

On his own team, he looks to develop more lead-
ers. “Have people on each side that you can delegate 
to and trust them,” he said. “The better people I have 
with me, the more time I can spend at home. I can see 
my kids more.”

All this, Sigurdsson hopes, will help Wow keep its 
start-up culture flying in a challenging market.

“There’s an Icelandic saying: ‘þetta reddast,’ ” he 
said. “ ‘Everything’s going to be OK. It’s all going to work 
out. Let’s continue.’ And I think you have to do that 
[when] you live on a small rock in the middle of the 
North Atlantic Ocean.

“You might not see the other end of the snowstorm, 
but one step at a time and we’ll get through it.” n

WOW AIR’S ANNUAL SEAT CAPACITY

Source: Wow Air.
2012
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TECH  NOTES

An organisation is defined by its leadership, writes business performance specialist  
Pippa Begg. Here, she explains how a company board’s performance can be optimised.

WINNING THE BOARD GAME

Most organisations leave no stone 
unturned when it comes to 
catering for clients and 

customers, but oddly, some organisations 
fail to give the same care and attention 
when it comes to the functioning of their 
boards. 

The board is responsible for strategy 
and overall organisational performance, 
so its efficient operation should be a top 
corporate priority. Yet, having worked 
with the boards of hundreds of 
organisations of all sizes over many 
years, from FTSE 100 companies to health 
and education trusts, I invariably find 
much room for improvement, even 
among the better-run boards. 

Here are some points to help get the 
best out of your board: 

Better induction processes
One of the first and most obvious steps is 
to bring in better induction processes for 
new board directors. Before joining a 
board, most directors are given guidance 
on governance and regulation, and on 
their personal responsibilities and legal 
liabilities.  

All of this is welcome. But why stop 
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enough time is dedicated to forward 
thinking, such as strategy setting. Don’t 
become so focused on regulation and 
governance at the expense of considering 
the bigger picture. 

Updates come last
We found that over three-quarters of the 
time during board meetings was spent 
noting items. If a board paper is 
providing a performance update for its 
own sake and nothing else, it doesn’t 
need to be debated, should be taken as 
read, and come last on the agenda. 

However, if the update requires a 
change of strategy or direction, say, for 
example, the reallocation of some of the 
budget from an underperforming 
strategic area, it’s clear the meeting is 
being asked to focus on the pros/cons of 
the reallocation of budget, not on the 
performance update, and is therefore 
something that needs debate.  

Strict time keeping
It’s surprising how many board meetings 
start late and then overrun. The chair 
should set a strict time limit for a board 
meeting, ideally no more than three 
hours, and keep everyone on track so that 
it finishes on time. 

A way of ensuring that meetings run 
to time is by limiting the number of 
participants. Modern boardrooms tend to 
limit core attendees to between six and 12 
directors, ensuring everyone has a 
chance to air their views. 

But boards rely heavily on outside 
experts such as divisional directors or 
consultants to present papers about 
matters of strategic importance. If too 
many extra people attend the board 
meeting, it inevitably increases the time 
spent on each item, given the airtime 
everyone needs, which leads to longer, 
less-focused meetings. 

If other attendees are invited, be clear 
about the specific input expected from 
each person, and strict about not letting 
them convey all they know on their 
expert topic, which will be far more than 
the meeting needs to make a good 
decision. If it’s not clear why someone is 
coming to the meeting, don’t invite them. 

Standing agenda items 
Each board meeting should be planned 
carefully, with a pre-meeting planning 
process where the chair and a small 
number of key attendees discuss agenda 
priorities. This meeting should also keep 
firmly in mind the broader strategic goals 

there? Other practical measures could 
help directors. For example, why not 
train executive board directors on how to 
write succinct, tightly argued board 
papers and provide them with model 
examples? And why not also give 
non-executive directors pointers on how 
best to critique a colleague’s paper 
without causing offence, along with 
guidance on how to deal with 
clarification questions outside of board 
meetings – leaving only meaty questions 
for debate in the meeting?

These are simple practical things that 
can be taught and will greatly help a 
board’s efficient running.

Preparing for the board meeting 
A well-thought-out agenda, with the right 
balance of items that don’t all require 
detailed discussion and debate, will make 
the meeting more efficient. Weightier 
agenda items, which demand the most 
debate and consideration, should be at 
the top of the meeting, when directors 
are freshest. 

When planning agenda papers, ask 
authors to articulate why their paper (or 
proposition) is being submitted. If they 
can’t give a succinct and credible reply, be 
firm and rule it out. Also, check that 
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of the organisation and should rule out 
items that bog it down in minutiae.

If there are standing agenda items, 
such as noting minutes of the previous 
meeting, move these down the running 
order so that you take the most important 
items when everyone is fresh. 

It’s not just distracting to discuss 
non-essential matters at board meetings. 
Time is money. We estimate that FTSE 
100 companies can typically save 
£750,000-£1.5 million in wasted time per 
year by better organising, structuring, 
and preparing their board meetings. 

Pre-reads
Board meetings require board packs, 
which can be up to 1,000 sheets of paper 
per meeting. When facing such a heavy 
load, make sure the paperwork is sent out 
in plenty of time for people to actually 
read it. 

Recent research by Board Intelligence 
and Cambridge Judge Business School 
(bit.ly/2rilNt7) found that it would take 
an entire day to read a standard-sized 
board pack. 

We find there is still a tendency at 
board meetings to throw in the kitchen 
sink and give far too much information 
(verbal as well as written), which is 

distracting and gets in the way of making 
good decisions. 

Well-written board papers
I touched earlier on the importance of 
board papers that are to-the-point and 
clearly argued. Research we conducted 
with Cambridge Judge found that over 
one-quarter of directors wanted their 
organisation to improve the standard of 
board paper writing.

The fact is that very few people are 
born brilliant writers. People who write 
well have usually been coached by a 
colleague or have picked up tips at college 
or university. Few directors receive 
specific training on writing board papers 
that are impactful, accurate, and pithy. 

Executive summaries should be 
about a half-page long and should set out 
clearly the context of the paper, outline 
the key issues at hand, and provide clear 
recommendations or outcomes in mind. 

Meeting etiquette 
The always-on, modern world of work 
(and play) makes checking emails or 
sending texts difficult to resist. But 
resistance is essential. Besides the 
impoliteness to colleagues, if not 100% 
focused on the debate at a board meeting, 

it’s difficult to argue that someone is 
really able to contribute fully in the spirit 
of their mandate.

Also on the subject of etiquette, be 
kind when questioning colleagues. Too 
often we see the “alpha” personality on 
the board aggressively attacking a 
colleague to make a point. This gives 
questioning and probing a bad name and 
will lead to defensive behaviour that 
shuts down the conversation at the 
organisation’s expense.  

After the meeting
At the end of the meeting, the chair 
should make sure that everyone is clear 
on what actions are expected and when 
and by whom they should be delivered. 
There is little point in meeting if actions 
aren’t clearly delegated and progressed. 

Ultimately, the organisation’s health 
rests on how the board conducts itself. 
With focused preparation and greater 
thought beforehand, we believe all 
boards can benefit from having more 
productive processes and conversations.

Pippa Begg is co-chief executive of Board 
Intelligence, the board information and 
performance specialists (boardintelligence.
com). n
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Global consultation – 
request for your feedback

New AML 
regulations 

KEEPING IN TOUCH WITH CIMA

For an organisation to meet 
the needs of customers and 

other stakeholders over time, it 
needs to understand how value 
is created today, the potential 
impact of changes in the organ-
isation’s ecosystem, and how 
value can be created in the 
future. To do this, it needs to 
understand its current business 
model, the ecosystem, and how 
this is expected to change in the 
future.

To support this understand-
ing, we have developed a CGMA 
Business Model Framework to 
provide the board and manage-
ment with a tool to help them 
consider their business model 
through a series of lenses. It was 
designed to provide a basis for 
board discussion and deci-
sion-making on the crucial  
value-creating aspects of the 
organisation. 

The ultimate aim of  
the CGMA Business Model  

Framework is to enhance deci-
sion-making, leading to more 
resilient long-term value crea-
tion. 

We are now seeking the 
views of the finance and busi-
ness community to make this 
framework robust, enhance its 
evidence base, and make it more 
applicable and relevant. Fur-
thermore, the responses will 
inform our development of 
practical tools to support long-
term value creation.

The UK has transposed the 
Fourth EU Money Launder-

ing Directive (4MLD) into 
national law through the Money 
Laundering Regulations 2017. 
The directive contained several 
significant changes that affected 
current CIMA members in prac-
tice (MiPs), as well as those wish-
ing to apply for a practising 
certificate. For current MiPs, 
please take the time to review 
your processes and procedures 
to ensure you remain compli-
ant. The Members’ Handbook 
has the latest news on the reg-
ulations as well as further guid-
ance to help you navigate them. 
If you have any queries around 
anti-money laundering or ter-
rorist financing, please contact 
aml@aicpa-cima.com.

The Members’ Handbook is 
a living document that contains 
the laws of the Institute, and 
guidance and procedures under-
pinning those Laws. It ensures 
that professionalism, ethical 
behaviour, and protection of the 
public interest remain at the 
core of CIMA. It is updated reg-
ularly, and you should review it 
from time to time as part of your 
continuing professional devel-

It is important for our members to communicate with us and 
receive communications from us. We rely on having your 
correct contact details so that we can send you important 
information about your membership. Changes to laws and 
regulations are also communicated, as well as reminders 
about CPD, AML, and other deadlines. As a minimum, please 

provide CIMA with an email address and/or phone number that 
you can be contacted on. This can be done by logging in to your 
MY CIMA account. 

GET INVOLVED
Download the consultation paper, develop feedback to a series  

of simple questions, and provide your comments at  
cgma.org/businessmodelconsultation

I N ST I T U T E
N E W S

Log in to MY CIMA

opment. For those members 
looking to take the next step and 
obtain the practising certificate, 
these pages will provide you 
with the requirements for 
licensing and monitoring and 
give you the tools and guidance 
you need to submit your MiP 
application.

As chartered management 
accountants, CIMA members or 
CIMA MiPs (and registered stu-
dents) have a duty to observe the 
highest standards of ethics, con-
duct, and integrity to maintain 
the profession’s reputation. Fur-
ther guidance on conduct and 
ethical matters can be found 
within the professionalism 
pages of the CIMA website at  
bit.ly/2tsRuOz.
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What goes around:  
The Reciprocity Ring

A simple trust exercise can help boost collaboration and break down 
silos within your organisation, writes Samantha White. 

P eople are reluctant to ask for help. Whether for 
fear of bothering colleagues or of appearing 
vulnerable themselves, people rarely make their 

needs known. One way to break this habit is to encour-
age a culture of reciprocity. Technology company 
Humax developed a “Reciprocity Ring” exercise 
designed to foster an environment where people feel 
comfortable asking for the help or information they 
need, thus boosting collaboration and communication 
between silos. As knowledge is shared, cost and time 
are saved. 

The exercise requires a small group. It goes like 
this: Each individual makes a request of the group 
(verbally and in writing on a sticky note). One example 
of a request might be: “I need advice on how to improve 
a process.”

As participants listen to each other’s 
requests, they consider ways they 
could help – with expertise, 
resources, referral to the right 
contact, and so on. Partici-
pants then place sticky 
notes detailing their offer 
on the board alongside 
the original request, 
creating contact between 
requesters and contrib-
utors.

The more people see 
requests being fulfilled, 
the more they want to 
contribute, explains Santi 
Furnari, a strategy lecturer at 
Cass Business School.

As participants can contribute to 
one colleague’s request and themselves 
receive a contribution from a different person, it breaks 
them out of tit-for-tat reciprocal giving – ie, helping 
only those who have helped them in the past.

The exercise is designed to bring people from 
various functions and departments together and 
demonstrate to them that they can learn from each 
other. The company’s silos become evident as partic-
ipants begin to realise they face similar, or even the 
same, challenges as colleagues in other areas of the 
business with whom they may previously have never 
spoken.

Making effective requests for help
Ideally, the Reciprocity Ring exercise should be just 
the beginning of a longer-term process championed 
by the head of HR or learning and development.

One way to keep the momentum going would be 
to form teams of three or four people from different 
departments who have realised through the exercise 
that they face similar challenges and assign them a 
team project, letting them find solutions to a shared 
issue. 

The outcomes should be celebrated and commu-
nicated widely throughout the organisation.

Lacking a formal internal champion, individuals 
can adopt the spirit of the Reciprocity Ring exercise in 
their everyday work practice.

“It makes you start thinking about how to 
broaden your network and ask for help 

in a safe way outside your silo or 
immediate short-term network,” 

Furnari says.
How you communicate 

your request is also impor-
tant.

Make your requests 
SMART: specific, mean-
ingful, action-oriented, 
based on a real need, and  
time-bound, he suggests.

For a request to be 
meaningful, you have to 

articulate  your need in a 
way that resonates with 

others. The why question is 
central – both why the request 

matters to the person asking and  why 
the people listening should care, Furnari 

explains.
Each profession or function has its own jargon, 

which helps create and reinforce silos, so articulate 
your request in non-technical language that is accessible 
to everyone. 

Leaders can also consider how to create events, 
spaces, and opportunities within a company where 
finance and non-finance colleagues can come together 
to share common challenges and best practices.

Samantha White is a CGMA Magazine senior editor.

“IT MAKES YOU 
START THINKING 
ABOUT HOW TO 
BROADEN YOUR 

NETWORK AND ASK 
FOR HELP IN A SAFE 
WAY OUTSIDE YOUR 

SILO.” 
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INNOVATION
“Simulations focus not only 

on managers but also on 
developing business  

management knowledge.”
Karen Valverde, p16

MIGRATION
“It is critical that the private 

sector is engaged in this 
issue because they know 
where the skill gaps are.”

William Lacy Swing, p37

INTEGRATED REPORTING
“If the company doesn’t 
choose to tell the story  

for itself, others will do it  
for them.”   

Richard Howitt, p42

TURN BACK FOR...

OPINION
“Globalisation...  
has opened up  

the future.”
Dr. Thomas  

Derek Robinson, p50

W
e have come 
t h r o u g h  a 
period of 20 
years when 
globalisation 

has been a watchword and 
driver for all businesses. We 
have seen global mobility of 
capital and jobs, and the nature 
of jobs changing as manufac-
turing moved to Asia. 

Technology is also having 
a direct effect on globalisation. 
3D printing means that prod-
ucts can be made where they 
are needed and not transported 
at all. Using a mobile 3D printer, 
a single-storey, $10,134 house 
was completed near Moscow in 
December last year, with com-
ponents printed in 24 hours, 
while Chinese company WinSun revealed 
in 2015 that it had printed an entire five- 
storey apartment building.

The downturn following the global 
financial crisis, coupled with more locally 
based production, has led to overcapacity, 
lower freight rates, and higher debt within 
the shipping industry. We see big, relatively 
new container ships being scrapped, 
whereas ten years ago shipping was a boom-
ing business. Hanjin, once South Korea’s 
biggest shipping line and the world’s sev-
enth largest, was the first large cargo line 
to go out of business and was declared bank-
rupt in February this year. 

Globalisation has been and will con-
tinue to be an ebb-and-flow phenomenon. 
Increasingly, what we are seeing is a drive 
for the highest standards within business 
and the most successful organisations com-
peting to be the most effective in creating 
value.

What does all this mean for manage-

“THE CGMA DESIGNATION CONTINUES 
TO PROVIDE A GLOBAL BENCHMARK FOR 

MANAGEMENT ACCOUNTING SKILLS THAT 
CAN BE RELIED UPON BY MULTINATIONALS 
LOOKING TO HAVE CONSISTENT DELIVERY 

WHEREVER THEY ARE AROUND THE WORLD.”

ment accounting and our members across 
the globe?

Well, clearly the CGMA designation con-
tinues to provide a global benchmark for 
management accounting skills that can be 
relied upon by multinationals looking to 
have consistent delivery wherever they are 
around the world. Our members and stu-
dents are part of a global community – a 
community made up of individuals who 
are recognised for the pivotal roles they play 
in driving business success. 

Recent research shows that students 
and members are represented in all the FTSE 
100 companies and all of Interbrand’s 100 
Best Global Brands. The CGMA global bench-
mark can also be relied upon by small busi-
nesses that want to ensure they have the 
right skills in place to enable them to com-
pete effectively within local and interna-
tional markets. 

The way we conduct our exams, which 
for more than two-and-a-half years have 

been wholly on computer, is a further  
example of how globalisation has been 
technology-driven. Previously, we were 
shipping paper around the world several 
times a year, with all the risks associated 
with that. Technology has also enabled 
us to operate on a globally consistent 
basis. Before we moved to comput-
er-based exams, we had 250 exam cen-
tres and we now have  more than 5,000, 
which means exams are easily accessible 
wherever students live or work.

The global reach provided by our new 
Association means that our research can 
also be done in all the great global cen-
tres of business and innovation, and we 
can deliver our thought leadership based 
on best global practice. We can pick up 
on thinking coming from the developed 
economies of Western Europe and North 
America as well as the fast-growing, inno-
vative economies of Asia and, increas-
ingly, Africa. n
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THE ASSOCIATION OF INTERNATIONAL CERTIFIED PROFESSIONAL ACCOUNTANTS

THE VIEW FROM ANDREW HARDING, CEO – MANAGEMENT ACCOUNTING
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