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I 
set out in my first FM 

column in July (tinyurl.

com/yavcfwsj) that as CIMA 

president, I will be champi-

oning our 2019 centenary year 

and also our Future of Finance 

research. This rigorous piece 

of work feeds into the CGMA 

Competency Framework, 

Syllabus, and, ultimately, 

learning for members. It  

will prepare students and 

members for working in an 

increasingly fast-paced digital 

workplace.

In that future workplace, 

with many yet-to-be-imagined 

processes and technologies, our members will 

continue to work in a wide range of organisations 

and roles. In common, however, each have their 

hard-earned CIMA professional qualification and the 

CGMA designation. I am convinced of the substantial 

value of both — for individuals and for their busi-

nesses. For employers, our qualification and 

designations are clear marks of quality; they also 

facilitate members’ careers in different companies, 

sectors, and countries.

Early in my career as an ambitious financial 

controller in the agricultural machinery sector, I was 

unable to take a role in the US because of the lack of 

recognition for our ACMA qualification there. That 

situation is changing — we have made considerable 

progress since the CGMA designation was introduced 

in 2012, and we work hard to explain its value and 

promote it across the world’s markets.

In my first column, I also set out how engaging 

with students is a key strand of my work this year — I 

enjoy encouraging and mentoring those on the route 

to membership. I also coach and mentor those who 

have got to that point and beyond. I am keen to 

develop people’s capability and stretch them so that 

they can achieve their full career potential, and I am 

The silent heroes
I am humbled by how members  

go beyond for our Institute.

far from being alone in this 

work. I am continually 

humbled by how members 

around the world go beyond 

for our Institute in many ways 

— locally, regionally, and 

globally. These are the silent 

heroes who put in hours of 

work beyond the factory gates 

and corporate office doors. 

Where possible, we should 

also opt in to support less 

fortunate members by 

donating to CIMA’s Benevolent 

Fund. This ability to give back 

is in our DNA — the golden 

thread that runs throughout 

CIMA. There may be no easy set of KPIs or metrics to 

measure it, but its value is enormous.

For me, giving back includes my involvement 

with CIMA’s North West Business Group in the UK. 

In July I presented there on business partnering, one 

of my specialist areas of knowledge. I also, however, 

lecture and have an input in other parts of the UK 

and abroad.

Continuing to learn — and the ability to work in 

an agile way with a growth mindset — are key for 

successful and enjoyable careers. As much of the 

transactional and repetitive work is automated, we 

need to continue to build our human skills — 

including the skills of complex problem-solving, 

creativity, and emotional intelligence, all of which 

the World Economic Forum identifies within its top 

ten skills for 2020. Our Association has a particular 

role in delivering learning resources in this area 

(www.cgma.org/human-intelligence.html) — to 

prepare you for tomorrow’s workplace.

Finally, please do get in touch by email at Steve.

Swientozielskyj@aicpa-cima.com if you would like to 

comment on any of these issues. In my next column I 

will focus on a further strand of my work during this 

year as CIMA president.

THE VIEW FROM THE PRESIDENT

STEVEN SWIENTOZIELSKYJ, FCMA, CGMA
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‘Much work that finance does will remain in place — the question is 
whether it will be done by humans or machines.’

C
hange is happening fast, 

and it affects both 

individuals and 

organisations. Those 

who fail to adapt will be 

left behind. For management 

accountants, the skillset needed to 

be effective and successful is also 

changing.

Employers who get the right 

balance of skills win the talent war; 

those who don’t will fail to get the 

performance they need to thrive 

within their environment. 

For learners, newly acquired 

skills now have a short shelf life, 

and they need to know at what 

point those skills cease to be relevant and 

be scanning for new skills to learn.

To go forward in the digital age, we will 

be introducing an updated CGMA 

Competency Framework that defines the 

knowledge and skills needed for people 

within an organisation. This will be one of 

the outputs of our Future of Finance 

research, which involved interviews with 

300 people in 130 organisations in 14 

countries, roundtables in 20 countries, 

and a survey completed by more than 

4,500 members and students.

While there is change, much work that 

finance does will remain in place — the 

question is whether it will be done by 

humans or machines. For example, in our 

research we found a large business that 

improved a process that took 16,000 

The digital skillset

working days a year; through automation 

that now takes four working days. 

Although the displacement of people 

from tasks by automation can be 

staggering, it need not necessarily lead to 

a displacement of people from their jobs. 

Finance professionals need to find new 

tasks and roles that add value to their 

organisations. The transition to new roles 

will require learning new skills.

There are three ways to look at 

automation from a skills viewpoint. First, 

there is work that is most effectively done 

by machine — transactional or repetitive 

work and those tasks involving some 

prediction. Management accountants 

need to be aware of what the machines 

can do and also make sure that the work is 

carried out. A second set of skills relating 

to automation is where humans 

rather than machines have the 

ability to carry out tasks — such as 

those that require leadership, 

empathy, creativity, and judge-

ment. People need to understand 

and develop high levels of 

proficiency in these areas.

There is then the hybrid 

situation where humans and 

machines work together. Skills in 

this third area are split into two — 

where machines make humans 

more productive and where 

humans make machines more 

productive. 

This requires a Competency 

Framework that incorporates new skills 

whilst maintaining the existing ones that 

remain relevant. It should continue to be 

underpinned by ethics, integrity, and 

professionalism. Large parts of the 

existing categories of technical, business, 

people, and leadership skills will remain 

relevant. What is needed are new digital 

skills. As Joe Kaeser, the president and 

CEO of Siemens AG, stated: “Digitisation is 

transforming all industries. That is why 

digital skills should be conveyed at all 

levels and in all forms of education.” 

So, for example, one cannot study 

strategy without paying attention to 

digital strategy — strategy to achieve 

digital transformation and to enable the 

organisation to operate with a digital 

mindset. 

THE VIEW FROM NOEL TAGOE, EXECUTIVE VICE-PRESIDENT — MANAGEMENT ACCOUNTING, RESEARCH AND CURRICULA

THE ASSOCIATION OF INTERNATIONAL CERTIFIED PROFESSIONAL ACCOUNTANTS
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Management accountants increasingly 

need such digital skills — ranging from a 

basic digital literacy to a deeper expertise in 

cloud computing, cybersecurity, data 

analytics, and new digital business models. 

And to succeed in a digital environment, 

finance professionals today need a new 

mindset and behaviours to deal with 

complexity, work in an agile way, be 

creative, and be committed to lifelong 

learning — to learn, unlearn, and relearn.

Impact of digital transformation on 
educating finance professionals
The rise of digital transformation presents 

professional accounting bodies with the 

opportunity to develop exciting curricula 

that are relevant to both finance profes-

sionals and employers, based on rigorous 

research, and which address the need for 

lifelong learning. Kaeser again stated that 

“education and training is particularly 

effective in this regard because there is a 

more direct link between education and 

employment. But we cannot stop there. 

The pace of change is so fast that learning 

must be lifelong.” Given recent develop-

ments in education, such curricula 

should be designed to be studied over a 

reasonable period of time.

They should evolve from existing 

curricula with three types of changes — 

some new topics should be added, some old 

topics taken out, and some existing topics 

moved within the learning framework.

At the earliest opportunity, finance 

professionals need to learn how to 

manage the finance function in a digital 

world, with a deep understanding of the 

technologies, data, and organisational 

structures that are emerging in the digital 

age. In addition, new areas like digital 

costing should be included.

One area that most organisations 

require knowledge from financial 

professionals is business models. This is 

to enable finance professionals to 

understand how different parts of the 

organisation connect to one another and 

also how the organisation connects to its 

operating environment. This under-

standing can provide insights into the 

drivers of organisational performance. 

Narrating how organisations perform 

is a key task for finance professionals. The 

ability to combine data, narratives, and 

visuals to explain, enlighten, and engage 

stakeholders to create an impetus for 

change is highly valued. Learning systems 

for finance professionals usually address 

this need through data analytics and 

visualisation. 

The study of risk management in the 

digital world will be incomplete without 

looking at cybersecurity. This is primarily 

because an organisation’s information 

flows and activities run through tech-

nology, which opens up new risks. Recent 

incidents of cybersecurity breaches have 

been costly to firms both in terms of their 

finances and, probably more importantly, 

their reputation. Finally, due to the 

significant shift from tangible value to 

intangible value in organisations, finance 

professionals need to gain deep under-

standing of intangible values, their 

drivers, and how to calculate them.

To summarise, the digital world calls 

for changes to the skillsets of finance 

professionals if they are to remain relevant 

to organisations that are experiencing 

disruptions to their activities. These skills 

can be gained through lifelong learning 

based on curricula that combine new 

knowledge areas with existing areas that 

remain relevant. 

Noel Tagoe, FCMA, CGMA, Ph.D., leads the 

Association’s Future of Finance project 

(cgma.org/future-of-finance).   ■
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Lack of 
in-work 
learning a 
risk
A quarter (26%) of the UK 

workforce say they have not 

participated in any in-work 

learning over the past 12 

months, with the inherent 

risk to both their own careers 

and the productivity of their 

businesses. An additional 

22% take part in learning a 

few times a year.

These are some of the 

findings from a survey of 

2,000 workers carried out in 

May by the Association of 

International Certified 

Professional Accountants. 

With more than a third (37%) 

of UK workers saying they do 

not believe they need to 

enhance their skills, there is a 

considerable complacency 

challenge. “Complacency will 

be the difference between the 

UK’s workforce experiencing a 

digital shock or a digital 

revolution,” said Andrew 

Harding, FCMA, CGMA, chief 

executive, management 

accounting, at the Associa-

tion. This complacency can in 

part be attributed to a lack of 

understanding about the 

impact of automation and 

digitisation. 

— Oliver Rowe is external 

affairs content manager for FM 

magazine. 
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A survey of 2,000 workers taken in May by the Association of International 

Certified Professional Accountants showed skills workers are emphasising:

48%

The ability to quickly adapt to changes in the working 

environment

38%
Having skills and abilities that a robot does not have, such 

as emotional intelligence

35%
An ability to work across a variety of tasks and areas of a 

business outside a traditional job description

27%
The ability to analyse a large amount of information and 

make sense of it

20%
To be able to, as closely as possible, accurately predict what 

the impact of business decisions will be in the future

19%
Don’t know

16%
The ability to work seamlessly with automated processes 

and robots

1%
Other

Skills needed for the next 5 years

Source: Mind the UK Skills Gap, Association of International Certified Professional Accountants.



51%
The portion of spending 

on fast-moving consumer 
goods that came from 
emerging markets in 

2017, according to Kantar 
Worldpanel.

Full story, page 12

Protecting  
privacy

‘As privacy becomes a much larger issue, people are 

going to be looking to companies to see how their 

information is collected.’ 

— Girard Kelly, privacy director and counsel 

for Common Sense Media.

Full story, page 28

$11,000 
The average cost of 

filling a midsize private 
jet with enough fuel for 

a six-hour flight, 
according to global 

figures cited by  
Aviation Voice. 

Full story, page 16

5 ways to 
prepare for 
predictive 
analytics

To decide whether predictive analytics is the right method for a 

particular problem, you first need in-depth knowledge of the 

business and the available data, said Rhodri Davies, a director on 

PwC’s assurance innovation and technology team in the UK. 

Here are Davies’s recommendations for getting started:

1.  Understand your data; research and identify anomalies in the 

data; identify risk factors in the data; mine new sources of 

data.

2. Recognise the differences between relational and nonrela-

tional databases. Relational databases have data structures 

that allow linking information from different types of data 

buckets. Nonrelational databases contain data stored without 

structured mechanisms to link data from different buckets to 

one another.

3.  Use visualisation tools, optimisation methods, machine 

learning, and predictive analysis tools. Process-mine using 

new data analysis techniques and algorithms to isolate and 

investigate specific processes that might have led to changes 

to the data/accounting ledgers.

4. Use simple vendor risk dashboards and filters to minimise 

inefficiencies and human error. Perform data and process 

mapping from a regulatory and risk-assurance view.

5. Based on the data analysis and insights, communicate what 

decisions and actions are required in ways that highlight 

added value.

— By Paul Gosling, a freelance writer based in the UK.
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World wine output
Global wine output fell to its lowest level in 60 years in 2017 due to poor weather conditions in 

the EU.

A
ll over the world, severe weather is 

wreaking havoc on wine produc-

tion and quality. 

In the main winemaking 

regions of Europe, the extremes of 

late frosts and extended heat waves reduced the 

harvest in 2017. In South Africa, the world’s 

eighth-largest wine producer, drought is a 

major, ongoing concern. In California’s Napa 

Valley, wildfires fuelled by strong winds in late 

2017 didn’t burn much of the crop, but the after-

effects of smoke may affect quality for years to 

come. The California fires, at the height of the 

harvest season for grapes used in wine such as 

Cabernet Sauvignon, caused a loss of business 

as tourists cancelled tasting trips to the region, 

according to The New York Times.

Global wine production has fallen to its 

lowest level in decades, according to an annual 

industry report, State of the Vitiviniculture World 

Market. The report, released in April by the 

International Organisation of Vine and Wine 

(OIV), showed that the top three winemaking 

countries — Italy, France, and Spain — had 

production declines of 17%, 19%, and 20%, 

respectively, from 2016 to 2017. This led to a 

14.6% overall drop in EU production, to 141 

million hectolitres. The report cited adverse 

weather conditions as a reason for the decline.

Global production for 2017 was estimated at 

250 million hectolitres, a drop from 273 million 

hectolitres the previous year. “This production 

volume can be described as historically low,” 

the OIV report said.   ■

Source: International Organisation of Vine and Wine.
G. Cabrera; R. Carrera, 25/04/2018
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Wine and

severe weather 

don’t mix
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A worker harvests grapes near Pompeii in Italy. The country’s wine 

production dropped 17% from 2016 to 2017.
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Consumer goods finance chiefs should act 

now to maximise future opportunities  

in the region, experts advise.

By Shilpa Pai Mizar

F
ast-moving consumer goods 

(FMCG) companies that offer 

high-volume, low-cost items 

that are bought frequently to 

serve consumers’ daily needs 

have long competed for 

market share in India and China. The 

sector is now finding that the quickly 

developing nations of South-East Asia such 

as Indonesia, the Philippines, and Vietnam 

are also rapidly growing in importance. 

Emerging markets across the globe 

accounted for 51% of worldwide FMCG 

spending in 2017, according to Kantar 

Worldpanel, an international consumer 

behaviour research firm based in London.

The developing markets of Asia 

contribute significantly to this large slice 

of the pie. According to Pinakiranjan 

Mishra, partner and national leader for 

consumer products and retail at EY India, 

FMCG businesses that do not develop a 

strategy for robust growth in these 

markets do so at their peril. “Much of the 

global consumption will shift to the 

emerging parts of the world in the future, 

and underinvesting now could turn out to 

be a big mistake,” Mishra said. 

However, while the opportunity in 

these emerging Asian markets is exciting, 

the market terrain in these countries is 

complex and dynamic. A large and 

growing population that is increasingly 

digitally connected is flexing greater 

spending power and demanding more 

choices. Add in rising costs and stiff 

competition from local brands, and 

suddenly leading FMCG companies are 

struggling to build a rule book for growth 

across the region. Here, experts offer 

pointers on how FMCG businesses can 

find a foothold in these dynamic, 

fast-growing markets.

Growth versus profitability
According to EY research, while finance 

leaders recognise that growth needs to be 

prioritised during initial forays into 

emerging markets, they should identify 

markers that indicate how much they are 

willing to risk, and for how long, before 

turning profitable.

“The biggest change that CFOs could 

effect in these growing markets is to focus 

on growth ahead of profits and investing 

for the long term,” Mishra said. 
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However, rising costs in many Asian 

markets are placing pressure on profita-

bility. FMCG players should look at 

keeping costs below those of rivals, 

according to Nikhil Prasad Ojha, a partner 

in Bain & Company’s Mumbai office who 

focuses on strategy, consumer products, 

and retail. 

Being on the constant lookout for 

opportunities to generate savings is a 

means to win in these markets, Ojha said. 

A lean structure and low overheads will 

help keep prices down, maintain margins, 

and drive growth. This approach will also 

alleviate threats from opportunistic new 

entrants and activist investors.

Also, maintaining a sharp focus on just 

a few products and brands in a core set of 

Asian markets will help global FMCG 

players provide the scale support to 

ensure success, he added. As part of this 

focus, they can tailor strategies to the 

category and country, using market 

position as a guide. They can also look 

for market commonalities, matching 

strategies in urban markets across several 

countries, for example. 

Go local
The last few years have seen local brands 

in developing Asia take centre stage, 

growing at a much faster pace than their 

global counterparts, according to Kantar 

Worldpanel. 

Typically, these homegrown brands 

not only understand the local consumer 

better, but also have the advantages of 

being nimbler and lower-cost with deeper 

relationships in the complicated network 

of retail partners FMCG businesses need 

to work with in developing Asia. Some, 

such as Universal Robina Corporation of 

the Philippines and Thai Union Frozen are 

even expanding across the region and 

growing into multinationals, Bain has 

observed.

There are multiple ways finance leaders 

at FMCG organisations looking to expand 

into Asia’s developing markets can help 

their businesses take on the local 

competition. First, resources should be 

allocated to developing an understanding 

of local consumers and markets. Accurate 

market insight should be collected on 

cultural norms while building marketing 

campaigns or developing products. A good 

grasp of the traditional and modern trade 

landscapes is important as well to counter 

local competition in developing Asia.

proactively with other business functions 

and stakeholders to make sure their 

organisations succeed. 

CFOs and their teams should work 

together regularly with sales and 

marketing to ensure that brand financials 

are in good shape, said Medh. Brands and 

variants that are not adding significant 

value should be weeded out to redirect 

these funds to brands that are making a 

difference. Also, while finance should 

appreciate why variable amounts of 

money need to be spent on brand-

building and sales activities in these 

markets, sales and marketing teams 

should also reciprocate by accepting 

timelines and return-on-investment 

measures. 

Outside the organisation, finance 

should partner closely with retailers to 

extract money from a price-conscious, 

highly competitive market, Medh added. 

Efforts should be made towards remodel-

ling the supply chain, and opportunities 

identified to release money by relocating 

or subcontracting manufacturing or even 

bringing certain intermediate products 

in-house. 

In fact, these guidelines would help 

FMCG majors deal with what US News & 

World Report has recently described as an 

increasingly high-pressure global 

scenario as consumers turn to newer 

entrants, novel variants, and digital 

channels such as Amazon.

A final piece of advice
EY research recommends that finance 

teams consider a pay-as-you-go model 

after an initial time frame in developing 

markets so margins finance further 

growth. While CFOs need to consider 

alternatives to keep rising costs in check, 

it should never be at the expense of 

product quality or customer experience. 

Finally, while it is essential to empower 

local managers to react quickly in these 

fast-evolving markets, CFOs should put in 

place a clear governance framework, and 

set key performance indicators and 

targets, so that local teams are supported 

and motivated, and act in line with 

company strategy.

Shilpa Pai Mizar is a freelance writer based in 

the UK. To comment on this article or to 

suggest an idea for another article, contact 

Drew Adamek, an FM magazine senior editor, 

at Andrew.Adamek@aicpa-cima.com.   ■

Asian consumers, for instance, are 

already displaying behaviours observed in 

mature markets. These savvy, new 

customers are seeking deals and 

discounts online or offline, said Nehal 

Medh, president, UK and Western Europe, 

of Brandscapes Worldwide Consultancy 

Services Ltd., a global marketing strategy 

consulting organisation.

Local partnerships and acquisitions are 

another route to outpacing domestic 

rivals. Winning organisations look for 

acquisition targets that are closest to their 

core and can reinforce organic growth, 

Ojha said. A few other factors need to be 

considered when acquiring a domestic 

brand. Local products are sourced, 

assembled, and packaged to suit domestic 

tastes, and tampering with any of this to 

achieve efficiencies of cost and scale is 

likely to put consumers off, Medh said. 

Consequently, finance teams at FMCG 

businesses looking to buy local brands 

should consider the feasibility of 

delivering products with the same pricing 

and benefits that initially made them 

popular with customers. 

Most importantly, global companies 

often find that their structures are too 

onerous to translate local understanding 

to their global headquarters and get 

adequate funding in time to respond to 

domestic competition, Mishra said. 

Getting top management to spend time in 

emerging markets and including locals on 

global boards and as part of decision- 

making processes make a good start to 

understanding these markets better, he 

added. 

A hands-on approach
“How companies respond to evolving 

dynamics of market and product 

categories over the next five years will 

determine which brands will thrive for 

decades and which brands will potentially 

need to evaluate possibly less-promising 

markets for their future,” Ojha said. 

Clearly then, finance should co-operate 
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Casual onlookers and the media may knock 

the idea of a corporate jet, but some finance 

departments will see nothing but blue skies. 

By Lou Carlozo

T
he life of an executive, 

even under the best of 

circumstances, is an 

incessant buzz of activity, 

and adding to the stress 

are the hassles of business 

travel: the long-queue, 

stuck-on-the-tarmac, screaming-baby 

airport annoyances we all know and 

loathe. Even first class and private airline 

lounges might not offer adequate refuge. 

But what if you could rise above it all — 

literally?

For some companies, buying a 

corporate jet may be the solution, but it’s 

not an easy process, and there’s a 

notorious image of excess to consider. 

Company stakeholders and clients might 

wonder: Is a corporate jet really a way of 

doing business better? Or just a shiny new 

toy meant to pamper the C-suite? 

“Corporate jets usually get a raw deal 

from the press,” said Jeff Wieand, senior 

vice-president of Boston JetSearch in 

Bedford, Massachusetts, a consultancy in 

executive aircraft search and acquisition. 

“The truth is, for busy executives who 

travel a lot, a corporate jet is an enor-

mously important business tool.”

As for how popular that tool is, North 

America by far boasts the highest number 

of private jets: 13,775 as of the third 

quarter of 2017, according to JETNET data 

in Knight Frank’s The Wealth Report. Next 

is Latin America (2,626), followed by 

Europe (2,580).

How do corporate jets prove their 

worth to a company — and the finance 

departments that approve their purchase 

Know when 
the case for a 

corporate 
jet has 
wings
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and monitor operating costs? That 

depends, for as you’d well expect, this is 

not a one-wingspan-fits-all proposition. 

In fact, there are other options to 

consider besides buying a jet outright, 

from co-ownership to chartering to 

jet-specific debit cards that allow for 

flexible private air travel. 

Thus, consulting an expert is 

essential, said David Lee, FCMA, CGMA. 

Lee previously spent more than 2½ years 

serving as the CFO of Stratajet, a London 

startup founded by a former military 

fighter pilot to create an e-commerce 

platform for finding and booking private 

jets online.

“First of all, I would recommend you 

appoint an adviser: someone who knows 

a CJ2 from a Falcon 7X,” said Lee, who left 

Stratajet in December 2017. “They can 

advise on the differences, what you get 

for your money, and how to navigate the 

market.” 

What else do you need to know before 

you taxi down the runway to jet owner-

ship? Here are four factors finance 

departments will want to consider as 

they take on the case for this big-ticket 

item.

Explore alternatives
Companies need to ask whether the 

objectives they seek to achieve through a 

private jet purchase can be realised in 

other ways. To begin with, consider the 

frequency of usage. “When it reaches the 

point you are doing 20–30-plus charters 

a year, only then does it make financial 

sense to look into purchasing and 

ownership,” Lee said. If the number falls 

below that threshold, then it’s time to 

look at other options. 

You can charter a plane on an 

as-needed basis. “However, you are 

subject to market prices, and you’ll spend 

time comparing pricing, reviewing 

contracts, arranging payments, and 

validating the actual operators meet your 

standards, so on-demand charter 

typically takes at least an hour or more of 

work for each trip,” said Doug Gollan, 

editor-in-chief of Private Jet Card 

Comparisons, a website that tracks 

prepaid private jet travel from more than 

250 programmes. 

“You can buy a fractional share [of a 

jet] from somebody like NetJets or 

Flexjet, which is typically a three- to 

five-year commitment,” Gollan said. “But 

you also know what you’re getting in 

business case the productivity and 

efficiencies you gain,” O’Brien said. He 

cited the example of a business based in 

Greenville, Mississippi, in the US, that is 

two hours by car from any commercial 

airport. “But they’re able to compete on a 

global level because they can pick up 

people at the commercial airport, get 

them into the jet, and take them direct to 

Greenville and then to their showroom. 

Then, they can fly them back.” 

Of course, competitive edge must be 

weighed against what you’ll spend — and 

that’s a very, very wide range. As of 2017, 

the price for a new private jet ranged 

from $3 million to $90 million, according 

to Bankrate.com. While shopping, keep 

in mind that some airports can handle 

bigger private planes than others, so 

you’ll want to assess the capacity of the 

airports you’ll use most often. 

Of course, the costs don’t end with 

buying the plane. Hangars, maintenance, 

pilots, fuel, and more add up. For a 

midsize jet such as a Cessna Citation X, it 

can cost $3,000 a month for hangar 

space, $11,000 to fill up on jet fuel (good 

for roughly six hours’ cruising time), and 

$215,000 a year to maintain a skilled 

flight crew, according to global figures 

cited by Aviation Voice.

Other considerations
For US companies, climbing into that 

cushy cabin means obeying Internal 

Revenue Service rules regarding a host of 

tax issues, including depreciation, 

deductible expenses, and fuel taxes. 

Companies in other countries will face 

similar and additional tax issues. A 

discussion of the tax implications of jet 

ownership is beyond the scope of this 

article, and companies should seek out 

expert tax advice when making a 

purchasing decision.

The decision to buy a jet may not be a 

matter of yes or no, but rather “eventu-

ally” or “not just yet”. As any pilot worth 

their wings will tell you, taking to the 

skies requires serious study, smart 

charting, and a cool head. In their own 

brand of navigation, finance depart-

ments should be no less diligent before 

they clear a private jet for takeoff.

Lou Carlozo is a freelance writer based in the 

US. To comment on this article or to suggest 

an idea for another article, contact Chris 

Baysden, an FM magazine associate director, 

at Chris.Baysden@aicpa-cima.com.   ■

terms of price, product, and policies, 

such as how far in advance you need to 

reserve your flight.” He also points to jet 

cards — a prepaid debit card for 

anytime-anywhere jet travel. They are 

offered in amounts from five to 100 

hours, and users can join for less than 

$20,000, so there isn’t the same long-

term commitment of full or fractional 

ownership. You use your hours and then 

you are done, and some programmes 

offer refunds, he added.

“Very few folks go from commercial 

flights directly to whole ownership,” 

Gollan noted. “Typically, they have some 

experience with charter, jet cards, or 

fractional ownership first.” 

Clock potential time savings
Even if you’re flying first class, airports 

and commercial airlines can put you at 

the mercy of inefficiencies such as lost 

bags, backed-up runways, delayed flights, 

crew issues, and security screening lines. 

All of that can turn a tight itinerary into a 

turbulent squeeze.

“Private jets are a very effective and 

efficient use of time,” Lee said. “They can 

get your executive teams to meetings on 

a schedule that suits you, as opposed to 

being restricted to commercial schedules 

where you can literally lose days waiting 

around for connections and flights.”

List the competitive advantages
Owning a corporate jet particularly 

benefits companies located far from a 

major airport, said Scott O’Brien, senior 

director, government affairs at the 

National Business Aviation Association, 

a Washington, DC-based trade associa-

tion for private and corporate jet owners.

“You need to quantify through a 
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What the mistakes are and what your business

can do to avoid them.

By J. Carlton Collins, CPA

7 ways 
companies 
misuse their 
accounting systems
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S
ome businesses purchase highly 

respected accounting systems but 

then fail to implement or operate 

them properly. This often results in 

employee frustration, management 

disappointment, and a poor return 

on investment. To help your 

company avoid these setbacks, this 

article describes seven common accounting system 

implementation and operational mistakes and 

provides suggestions for how companies can save 

themselves from committing them. 

1 Failure to recognise flawed systems
Companies sometimes don’t realise that 

their accounting systems aren’t running 

correctly, so they continue to operate these 

flawed systems. In this article, “accounting 

systems” refers to applications such as 

QuickBooks, FreshBooks, and Xero as opposed 

to the accounting modules of full-scale 

enterprise resource planning systems such as 

SAP, PeopleSoft, and Lawson. To assess the 

condition of your accounting system, start by 

answering these two basic questions: 
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●●● Does it produce timely financial 

statements and reports? 

●●● Are those financial statements and 

reports accurate? 

Answering “no” to either question 

means you have a serious problem that 

needs addressing. 

Solution: Ask yourself these two basic 

questions periodically throughout the 

year and be honest with your answers. If 

material errors creep into financial 

reports, or reports take too long to 

produce, take the appropriate measures to 

put your accounting system back on track. 

2 Failure to rally the troops
The ultimate success or failure of any 

accounting system implementation 

depends on the employees who will be 

using the system. If the employees aren’t 

committed to the implementation, aren’t 

properly trained on the system, and aren’t 

steadfastly committed to accuracy in 

financial reporting, then the systems will 

likely fail no matter how diligently the 

vendor and/or any consultant(s) work to 

get the new systems up and running. 

Negativity amongst the ranks can 

undermine the will of employees to 

properly embrace and learn the new 

system.

Solution: Leadership is needed to 

unify employees and management 

toward the goal of successfully imple-

menting and converting to the new 

system. Management should explain why 

the new system is needed and convey 

how everyone in the company will 

ultimately benefit. Management should 

fully support the consultant(s) (who are 

almost always vendor representatives) in 

implementing the new systems and work 

to foster a positive attitude amongst all 

parties involved. 

vendors work hard to provide the 

necessary training to ensure end users are 

sufficiently able to operate the system 

with minimal support down the road. 

Without adequate user training, the 

accuracy of your accounting system will 

likely wander off course soon after the 

consultants’ departure.

Solution: Don’t skimp on user 

training. Each employee should receive 

plentiful training — usually 16 to 40 hours 

at a minimum (the right amount of 

training depends on many factors). Before 

signing your implementation contract, 

make sure it includes an ample amount of 

user training, and check to ensure the 

consulting trainers assigned to your job 

by the vendor or implementer have 

excellent skills and trainer ratings (if avail-

able) for your particular system. 

4 
Replacing a system when it’s a 
people problem

Accounting systems will never produce 

accurate results or function properly if 

your bookkeeper(s) continually enter 

transactions incorrectly, misuse the 

system’s functions, or fail to catch and 

resolve their own errors. Some companies 

don’t recognise their own employees’ 

inadequacies as the key problem and opt 

to replace the accounting system instead. 

In my 31-year career of installing 

accounting systems, about half of my 275 

or so clients that had decided to replace 

their systems were able to make their 

current systems work fine without 

replacing them. Generally, the process for 

making current systems work (ie, produce 

clean trial balance numbers) includes the 

following four steps: 

●●● Conduct a professional compilation, 

review, or audit of the trial balance.

●●● Enter correcting or adjusting entries 

into the systems.

●●● Review and adjust the accounting 

system’s configuration and default 

settings.

●●● Provide extensive and proper sys-

tems training.

If your company has highly respected 

accounting software that’s not func-

tioning properly, then it is almost always 

cheaper and easier to fix the problems 

plaguing your current system than to 

purchase and learn a completely new one. 

Solution: Before deciding to replace 

your accounting system, make a 

concerted effort to correct the problems in 

the current system. This effort may 

3 
Lack of implementation training
Sometimes management views the 

process of installing and implementing 

an accounting system as merely installing 

the program files, configuring the 

settings, inputting beginning balances, 

setting up printers, and granting permis-

sions to individual users. While these 

tasks are certainly necessary, this list 

leaves out end-user training, which in my 

opinion should make up roughly 90% of 

the implementation engagement when 

done properly. Specifically, employees 

should be trained in numerous ways, 

including: 

●●● How to extract and organise data 

from the old systems.

●●● How to input the initial data into the 

new systems.

●●● How to access and navigate the new 

system.

●●● How to enter data, new vendors, new 

customers, new inventory items, and 

other items.

●●● How to enter and process financial 

transactions, including invoices, 

payments, bank deposits, adjust-

ments, and other transactions.

●●● How to produce financial statements 

and reports, including how to edit 

and customise those reports.

Management personnel should also be 

trained on how to access and use the 

systems and how to produce and read the 

financial statements and informational 

reports.

Even when management is on board 

with the proper amount of user training, 

some vendors often downplay or forgo 

user training, perhaps to minimise their 

time and effort on the job, or perhaps so 

they can charge the customer more 

money by cleaning up the resulting 

system problems. By contrast, other 
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include bringing in a consultant (or 

consultants) with expertise in your 

system to help identify and address the 

various problems. This process should 

certainly include rigorous end-user 

training on the system. Your consultant 

may also identify other necessary 

procedures, such as upgrading your 

accounting software or operating system, 

reconfiguring your software system’s 

settings, and having accountants compile, 

review, or audit, and then correct general 

ledger account balances. 

5
Failure to convert mistakes into 
teaching points

As errors and problems are identified 

within your accounting system, you 

should correct those mistakes and use 

them as teaching points to train 

employees how to avoid those same 

errors. Without ongoing end-user 

training, the problems and mistakes 

you’ve identified and corrected are sure to 

be repeated.

Solution: Document all accounting 

system errors and problems and then 

train your employees in the correct 

procedures, making sure to explain how 

to avoid those same issues in the future. 

This training is best delivered one-on-one 

but might also be delivered via online 

conferencing, email, video clips, or in a 

classroom setting. You should maintain a 

perpetual document or logbook tracking 

user errors, along with their related 

solutions, to share with new employees 

who move into those bookkeeping and 

accounting positions. 

6 Ignoring your system’s 
advanced features

Without sufficient training, many 

employees default to using the bare 

minimum number of system features to 

get the job done. When this happens, 

these employees — and their employers 

— miss out on using the system’s most 

powerful functions. I have witnessed 

many cases of companies doing tasks 

manually that their systems could 

automate. Following are a few examples: 

●●● Some companies manually calculate 

and bill past-due charges by hand be-

cause they are not aware the system 

can do this automatically. 

●●● Some companies print and mail 

paper cheques because they are not 

aware that electronic chequing is 

built into the system. 

●●● Some companies calculate and 

input discounts manually because 

they don’t understand how to set up 

automatic discount calculations in 

the system. 

●●● Some companies export multiple 

financial statements to Excel and 

manually combine them (or filter 

them) because they are unaware that 

their system’s reporting function can 

be set to combine and filter reports 

automatically. 

Solution: To ensure you are capital-

ising on your system’s complete function-

ality, consider these measures:

●●● Assign at least one employee the 

task of mastering your accounting 

system’s full set of features and func-

tions. Make sure the employee shares 

this knowledge with the entire team 

of system users regularly.

●●● Watch educational YouTube clips 

or training videos featuring your 

accounting system.

●●● Purchase and read professional 

“how-to” books about operating your 

accounting system.

●●● Read blogs and online professional 

reviews about your accounting 

system. 

●●● Read through the vendor’s end-user 

support pages to identify problems 

and solutions other users have al-

ready encountered and solved.

●●● Schedule and attend user training 

online or in a classroom setting.

●●● Have at least one employee attend 

your system’s annual conference to 

obtain the latest information about 

your product and about third-party 

add-on products. 

7 Failure to keep your accounting 
system current

Keeping your accounting system current 

ensures that you have access to the latest 

product enhancements. It also helps to 

ensure that your system will be compat-

ible with the latest computer operating 

systems, computer components, and 

attached peripherals. However, the most 

important reason to keep your system 

current relates to security. Consider that 

in mid-2017, many companies and 

organisations worldwide experienced the 

wrath of the WannaCry and Petya 

ransomware attacks. These attacks were 

designed to target computers running 

older versions of Windows, rather than 

specific accounting applications. 

However, they underscore the importance 

of keeping all your computer BIOS 

systems, operating systems, and software 

applications — including your accounting 

system — up-to-date for maximum 

security protection. 

Solution: Where possible to do so, 

configure your computers, operating 

systems, and applications to install 

updates automatically upon release. In 

addition, assign your IT employee(s) or 

consultant(s) the task of double-checking 

to ensure your systems are properly 

updated on a regular basis. 

Get the most out of your system
The companies with the best opportunity 

to maximise the value of their accounting 

system are those that understand the 

system’s capabilities, recognise and correct 

errors in the system, inspire employee 

faith in the software, and provide those 

employees (and managers) with the proper 

training to get the most out of its operation. 

Avoiding these common accounting 

system mistakes can save your company 

from many headaches and bring efficiency, 

effectiveness, and maybe even a little more 

joy into your accounting operations and 

financial reporting. 

J. Carlton Collins, CPA, (carlton@ 

asaresearch.com) is an accounting systems 

consultant, a continuing professional 

development conference presenter, and an 

FM magazine contributing editor. To 

comment on this article or to suggest an idea 

for another article, contact Jeff Drew, an FM 

magazine senior editor, at Jeff.Drew@

aicpa-cima.com.   ■
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By Liam Bastick, FCMA, CGMA

A favourite Excel function is more difficult 
to use than some people believe.

In the screenshot “VLOOKUP Illustra-

tion”, the formula in cell G25 seeks the 

value 2 in the first column of the table 

F13:M18 and returns the corresponding 

value from the eighth column of the table 

(returning 47). You can follow all of these 

examples in an Excel file available at 

tinyurl.com/y8u75peq.

Seems pretty easy to understand so far, 

right? So what goes wrong? Well, what 

happens if you add or remove a column 

from the table range?

A
ccountants often need to look up data in a table 

or list, and two popular functions for doing so 

are VLOOKUP and HLOOKUP. But do you realise 

it’s very easy to make a mistake with these 

functions?

Let’s start with a refresher.

VLOOKUP(lookup_value,table_array,column_index_
number,[range_lookup]) has the following syntax:

●●● lookup_value: What value do you want to look up?

●●● table_array: Where is the lookup table?

●●● column_index_number: Which column has the value 

you want returned?

●●● [range_lookup]: Do you want an exact or an approximate 

match? This is optional, and to begin with, I am going to 

ignore that this argument exists.

HLOOKUP is similar, but works on a row, rather than a 

column, basis.

Example
I am going to use VLOOKUP throughout to keep things simple. 

VLOOKUP always looks for the lookup_value in the first column 

of a table (the table_array) and then returns a corresponding 

value so many columns to the right, as determined by the 

column_index_number.

How not to make a mess with 

VLOOKUP

VLOOKUP illustration
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Adding (inserting) a column gives us 

the wrong value, as shown in the 

screenshot “VLOOKUP: Column Inserted”.

With a column inserted, the formula 

contains hard code (8) and therefore, the 

eighth column (M) is still referenced, 

giving rise to the wrong value. Deleting a 

column instead is even worse, as shown 

in the screenshot “VLOOKUP: Column 

Removed”.

Now there are only seven columns, so 

the formula returns #REF!. Oops.

Fortunately, it is possible to make the 

column index number dynamic using the 

COLUMNS function, as shown in the 

screenshot “VLOOKUP With COLUMNS 

Function”.

COLUMNS(reference) counts the 

number of columns in the reference. 

Using the range F13:M13, this formula will 

now keep track of how many columns 

there are between the lookup column (F) 

and the result column (M). This will 

prevent the problems illustrated above.

But there are more issues. Consider 

duplicate values in the lookup column. 

With one duplicate, the result is as shown 

in the screenshot “VLOOKUP With 1 

Duplicate”.

VLOOKUP: Column inserted

VLOOKUP: Column removed

VLOOKUP with COLUMNS function

VLOOKUP with 1 duplicate



Here, the second value is returned, 

which might not be what is wanted. With 

two duplicates, the result is as shown in 

the screenshot “VLOOKUP With 2 

Duplicates”.

Ah, it looks like it might take the last 

occurrence. Testing this hypothesis with 

three duplicates, as shown in the 

screenshot “VLOOKUP With 3 Duplicates”.

Yes, there seems to be a pattern: 

VLOOKUP takes the last occurrence. 

Better make sure, as shown in the 

screenshot “VLOOKUP With 4 Duplicates”. 

Rats. In this example, the value returned is 

the fourth of five. The problem is there’s 

no consistent logic and the formula and 

its result cannot be relied upon. 

VLOOKUP with 2 duplicates

VLOOKUP with 3 duplicates

VLOOKUP with 4 duplicates



It gets worse if we exclude duplicates but mix up the lookup 

column a little, as shown in the screenshot “VLOOKUP Out of 

Order”.

In this instance, VLOOKUP cannot even find the value 2!

So what’s going on? The problem — and common modelling 

mistake — is that the fourth argument has been ignored:

VLOOKUP(lookup_value,table_array,column_index_
number,[range_lookup]) 

The argument [range_lookup] appears in square brackets, 

which means it is optional. It has two values:

TRUE: This is the default setting if the argument is not 

specified. Here, VLOOKUP will seek an approximate match, 

looking for the largest value less than or equal to the value 

sought. There is a price to be paid, though: The values in the first 

column (or row for HLOOKUP) must be in strict ascending order 

— this means that each value must be larger than the value 

before, so no duplicates.

This is useful when looking up postage rates, for example, 

where prices are given for bands of mass and you have, say, 2.7 

kilogrammes to post. It’s worth noting, though, that this isn’t the 

most common lookup when modelling.

FALSE: This must be specified. In this case, data can be any 

which way — including duplicates — and the result will be based 

upon the first occurrence of the value sought. If an exact match 

cannot be found, VLOOKUP will return the value #N/A.

And this is the problem highlighted by the above examples. 

The final argument was never specified, so the lookup column 

data must be in strict ascending order — and this premise was 

continually breached.

The robust formula needs both COLUMNS and a fourth 

argument of FALSE to work as expected, as shown in the 

screenshot “VLOOKUP With COLUMNS FALSE”.

This is a very common mistake in 

modelling. Using a fourth argument of 

FALSE, VLOOKUP will return the 

corresponding result for the first 

occurrence of the lookup_value, 

regardless of the number of duplicates, 

errors, or series order. If an approximate 

match is required, the data must be in 

strict ascending order.

VLOOKUP (and consequently, 

HLOOKUP) are not the simple, easy-

to-use functions people think they are. In 

fact, they can never be used to return data 

for columns to the left (VLOOKUP) or 

rows above (HLOOKUP). So what should 

modellers use instead? Look for my article 

in December’s issue of FM magazine to 

find out.

Word to the wise

As stated above, HLOOKUP works like 

VLOOKUP but hunts out a value in the 

first row of a table and returns a value so 

many rows below this reference. However, 

it has the same limitations and should be 

used just as carefully.

 

Liam Bastick, FCMA, CGMA, FCA, is director 

of SumProduct, a global consultancy 

specialising in Excel training. To comment on 

this article or to suggest an idea for another 

article, contact Jeff Drew, an FM magazine 

senior editor, at Jeff.Drew@aicpa-cima.com.  ■

VLOOKUP out of order

VLOOKUP with COLUMNS FALSE



Collecting consumer information from children 

can cause finance departments costly problems 

if executives aren’t careful.  

By Sarah Ovaska-Few 

W
ithout a doubt, youth today are living 

more digitally enhanced and monitored 

lives than any generation before them. 

Their births may have been announced 

on Facebook, while toddlers use tablets to 

learn their ABCs and teenage social lives 

critically depend on smartphone interactions. 

“Their digital and personal lives are blurred,” said Saurabh 

Ghelani, a digital trust and privacy expert with PA Consulting 

in London. 

While that has meant plenty of business opportunities for 

corporations looking to tap into the enthusiasm and buying 

potential of the young, it also carries huge risks when it comes 

to how information about them is gathered, stored, and used.

Having a breach of minors’ personal data could lead to 

monetary penalties from regulatory agencies, as the Hong 

Kong-based electronic toy company VTech found out when it 

was fined $650,000 earlier this year by the US Federal Trade 

Commission for not seeking parental consent when collecting 

children’s personal data. More significant risks could come 

from public relations fiascos, which can mar a company’s 

public image. 

Data privacy regulations around the globe are tightening as 

the public demands more guarantees that companies will 

The perils of collecting 

children’s data 
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safeguard sensitive information closely 

and disclose when others have access to it.  

“As privacy becomes a much larger 

issue, people are going to be looking to 

companies to see how their information 

is collected,” said Girard Kelly, the privacy 

director and counsel for Common Sense 

Media, a US-based advocacy group that 

pushes for limits on how companies 

track and market to young consumers. 

Today’s economy is infused with 

technology’s increasing ability to analyse, 

influence, and predict consumer 

preferences, making data a commodity, 

said Kandi Parsons, a Washington-based 

lawyer with law firm ZwillGen.

Having the ability to examine the 

habits and buying trends of children is a 

huge opportunity, but is countered with 

regulatory restrictions and public 

expectations that youth won’t be 

exploited for monetary gain. 

“There’s an absolute tension there,” 

Parsons said. 

The rules 
The stakes are highest when it comes to 

how companies handle data pertaining 

to children, with specific rules in place 

designed to protect information about 

them and keep individualised marketing 

campaigns away. 

The EU’s recently enacted General 

Data Protection Regulation (GDPR) is 

considered one of the most significant 

changes to personal data privacy in a 

generation. Experts expect other 

jurisdictions to follow in the EU’s 

footsteps in coming years and tighten 

their own data privacy laws as global 

businesses align their practices to the 

new European standards. 

The far-reaching regulation gives EU 

residents, adults and children alike, the 

right to inquire about what information 

about them is gathered and how their 

information is being used, and to have it 

deleted or modified upon request, said 

Marine Brogli, a data privacy expert and 

CEO of DPO Consulting in Paris. The rules 

do not apply only to companies based in 

the 28 EU nations, but to any company 

that does business in the EU or that has 

EU consumers. 

Most significant is the potential cost 

of running afoul of the EU rules, with 

regulators able to levy fines of up to 4% 

of a company’s annual global turnover or 

While much of the attention surrounding children’s data privacy revolves 
around rules in the US and EU, plenty of other jurisdictions have their own 
laws on the books. 

Australia, China, and Japan, for example, have regulations similar in reach 
to the EU’s General Data Protection Regulation (GDPR), with laws intended to 
give citizens the ability to control and limit how companies use data about 
them. But those nations have not historically enforced those laws in the 
stringent way GDPR is expected to be enforced, said Rich Vestuto, managing 
director in the discovery practice of Deloitte’s transactions and business 
analytics.

In coming months and years, data privacy experts expect more countries to 
adopt or tighten existing data privacy laws for both children and adults, said 
Saurabh Ghelani, a digital trust and privacy expert with London’s PA 
Consulting.

Countries that strike trade deals with the EU will likely have to show they 
have regulations that protect personal information and are diligent about 
enforcing them. Most nations have special language about how children should 
be treated as well, though the definition of what constitutes a minor differs 
from place to place, Ghelani said.  

Here’s a glimpse of how different jurisdictions approach data privacy for 
young people. Note that the territorial scope of each regulation differs, so 
companies should familiarise themselves with the rules in areas in which they 
collect data: 
●●● Under the Australian Privacy Act of 1988, a young person in Australia 

can give consent to how their data is collected and used, provided that 
the individual has the understanding and maturity to process what’s at 
stake, Ghelani said. That means that, in some cases, consent has to be 
given by a parent or guardian in situations where the child is very young 
or lacks maturity or cognitive abilities. 
●●● In South Africa, the Protection of Personal Information (PoPI) Act large-

ly prohibits companies from processing personal information of those 
under 18 except in situations where parental consent has been granted. 
●●● Qatar became the first of the Gulf Cooperation Council nations to adopt 

a digital data privacy law in 2016 with rules that outline special pro-
tections for children. Companies need to obtain explicit consent from 
parents before processing a child’s personal data, Ghelani said. 
●●● In India, the federal government is drafting legislation on digital privacy 

and data protection that tentatively is slated to have penalties of up to 
INR 10 million (about $145,000) or three-year prison sentences. 

Different jurisdictions, different rules
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€20 million, whichever is greater. 

In addition, GDPR says that when 

collecting information from children 

under 16, companies need to obtain 

written consent, with parents and 

guardians having to sign digital forms 

approving their children’s data being 

collected, Brogli said. Each country can 

define the age of digital consent differ-

ently, and some have dropped it below 16. 

While the potential fines are tremen-

dous, Ghelani said violating the public’s 

trust could be even more costly. 

Customers will complain, and a wide-

spread problem could lead to negative 

publicity, questions from investors, 

drops in share prices, shattered merg-

er-and-acquisition opportunities, and a 

distrustful customer base. “The potential 

impact of those short- to midterm issues 

is much more than the long-term impact 

of the fine,” he said. 

In the US, the federal Children’s Online 

Privacy Protection Act (COPPA) outlines the 

basic parameters companies must follow 

when collecting and using identifying 

information online about minors. 

Under the 1998 law and its 2013 

update, companies must obtain consent 

from parents or guardians when 

collecting information online from 

children under 13, and the law prohibits 

companies from disclosing or selling the 

data to third parties without notice. Other 

US health privacy and education laws 

also carry restrictions about how 

children’s personally identifiable 

information is treated, by generally 

discouraging disclosure of a minor’s 

information except in limited situations. 

It is under that set of regulations that 

consumer and children’s rights groups 

filed a complaint against YouTube in 

April with the US Federal Trade Commis-

sion, accusing the video-sharing service 

of illegally targeting children with 

advertisements using data gleaned from 

their devices and viewing habits. 

Evaluate the risk 
When children’s information falls into 

the wrong hands, it can also be years 

before anyone knows anything is amiss, 

Parsons said. Often, a family won’t find 

out their child was a victim of identity 

theft until he or she goes to obtain a 

credit card as an adult. 

Brogli said that’s why companies 

should look closely at the information 

they collect and ensure that steps are 

taken to keep the most sensitive 

information from being jeopardised. 

GDPR’s goal is to limit how data exposure 

affects people’s private lives, she said, 

and if companies jeopardise highly 

sensitive information such as health 

data, location, or photographs, it could 

have lasting effects on the minor. 

“The more the impact, the more you 

will need to take care of that data,” Brogli 

said. 

Not only could the hefty fine of 4% of 

global turnover be levied, but top 

corporate officials could be subject to 

criminal charges, she said. 

Leaning toward transparency 
Kelly suggests that companies with a 

significant youth market take the time to 

examine existing practices and ensure 

they are in line with both the regulations 

and public expectations of privacy. 

Having a security check focused on 

youth data will give top corporate leaders 

an idea of what the company could be 

doing better in terms of abiding by 

regulations and keeping customers 

informed. 

The best things companies can do 

when it comes to collecting and using 

children’s data is to be transparent, 

Ghelani said. Telling consumers why 

data is collected, how long it will be kept, 

and how it will be used will go a long way 

to reassure parents, he said. 

“The more transparent, the higher the 

trust level between the company and the 

customer,” Ghelani said.  

That doesn’t mean ticking the box by 

setting out privacy and data policies in a 

30-page document with minuscule type, 

he said. Tell consumers clearly and 

succinctly what happens when they fill 

out forms with their children’s informa-

tion, Ghelani advised. 

Doing without data 
Brogli has found that many companies 

have simply stopped collecting chil-

dren’s data, for fear of the heavy 

penalties that a rules violation could 

carry.

When Disney began scanning the 

fingers of children as young as 3 at its 

Orlando, Florida, resort to stop visitors 

from passing along multiday passes to 

others, it developed a system to discard 

the biometric information almost 

immediately after translating the data 

into a numeric code and confirming the 

entry ticket was legitimate to avoid 

future problems.  

“When they can, they simply stop 

collecting children’s data,” Brogli said. 

Companies can also design online-

based products with two versions, one 

application for younger users that 

doesn’t ask for personal information 

and another geared toward older 

audiences that does.  

The industry refers to this as 

“sandboxing”, Parsons said, and it offers 

a way to collect valuable information 

from teenagers and young adults 

without running afoul of US regulations.

Kelly, the Common Sense Media 

counsel, said companies should view 

regulations as a bare minimum when 

it comes to protecting children’s 

identifiable information, and not an 

end point. 

“The law serves as a great guidepost 

for what vendors should be looking for 

in their own practices,” he said. “We 

always look to go beyond the state of  

the law.” 

Sarah Ovaska-Few is a freelance writer 

based in the US. To comment on this article 

or to suggest an idea for another article, 

contact Chris Baysden, an FM magazine 

associate director, at Chris.Baysden@

aicpa-cima.com.  ●■

‘The more transparent, the higher 
the trust level between the company 
and the customer.’ 
Saurabh Ghelani, a digital trust and privacy expert with PA Consulting in London
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Laura Felice, CPA, CGMA, says 

her company, US retailer BJ’s 

Wholesale Club, regularly 

encourages employees to save 

and educates them on the value.
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Y
our employees’ personal finances can change your bottom line.

An employee in financial trouble may become distracted. 

They may even lose out on security clearances and background 

checks necessary for high-level work. And, with defined benefit 

pension plans quickly becoming relics, employees are looking 

for new ways to help secure their futures.

For instance, the number of Millennial workers in the US who 

consider “not being able to retire when I want to” as a top 

financial concern is rising, according to an annual PwC survey. Workers in all age 

ranges have other concerns, such as savings for emergency expenses, the inability to 

pay monthly bills on time, and falling further into debt.

“I don’t know how anybody could be truly focused on their job if they’re worried 

Benefiting from a    
financially healthy 
workforce

Competitive salary and benefits can 
keep workers engaged. Educating 
staff about financial wellness can 
make them more productive.

By Andrew Kenney
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about foreclosure or repossession of their 

home or car,” said Ernie Almonte, CPA, 

CGMA, a partner at US firm RSM and 

former chairman of the American 

Institute of CPAs. “As an employer, it’s in 

your best interest to help your people get 

their finances in order — not only does 

your willingness to help make you a more 

appealing employer to prospective new 

hires, it also removes a weighty mental 

distraction, allowing your staff to 

concentrate on the work you need them to 

do. Help your employees refocus on 

improving your bottom line by removing 

the worry of their own bottom line.”

Make yourself a resource
Almonte previously worked as the auditor 

general for the US state of Rhode Island. 

Over 16 years, he built up a rapport with 

state employees, sharing his financial 

expertise at regular, informal lunch 

meetings.

The topics ranged from personal 

budgeting to credit card debt and home 

loans. It was a personal effort that drew on 

Almonte’s skills and interest — but he also 

worked to make it part of the organisa-

tion’s culture.

He aimed to break the taboo that keeps 

people from talking about money and 

ingrains bad habits. And the advice, he 

said, doesn’t need to be complicated: Save 

early. Compare prices. Set budgets.

Data from the UK’s Office for National 

Statistics show that 45% of workers 

Calibrate for persuasion
The key word in “personal finance” is 

personal. It’s ultimately the employee’s 

choice. Even so, company leaders can 

nudge staff towards better financial 

health. One crucial opportunity comes 

during the enrolment process for 

employee savings or pension plans. 

Enrolment documents sometimes 

suggest a “default” rate — 3% in many 

cases, according to academic research 

published with backing from Voya 

Financial. They tend to choose lower rates 

out of fear that workers will be “intimi-

dated” by higher rates, according to 

Shlomo Benartzi, Ph.D., a University of 

California, Los Angeles (UCLA) Anderson 

School of Management professor who 

contributed to the research.

In fact, the research indicates that 

employers can and should suggest higher 

rates. Employees tend to listen when the 

defaults are set at higher levels. A simple 

suggestion could result in $57,000 in 

additional long-term savings for an 

employee making $70,000, the study 

found.

American Express is among the 

companies embracing that strategy. The 

company recently increased its matching 

contribution rate for US employees from 

5% to 6% of eligible compensation to 

encourage increased savings, and it 

automatically increased deferrals up to 

10% of eligible pay for employers who 

were enrolled in its retirement plan. 

contributed less than 1% of eligible 

earnings to a workplace pension. And 

while in the UK minimum pension 

requirements will rise in April 2019 for 

workers who are auto-enrolled in 

workplace pension schemes, some 

workers have opted out because they feel 

that the current minimum is already too 

much to contribute to a far-off goal such 

as retirement.

Experts believe that companies should 

play a larger role in making sure 

employees understand why contributing 

early and often can help increase the 

likelihood of an on-time retirement.

Research the world over shows 

workers are negatively affected by 

financial stress. A Canadian survey shows 

that employees worried about money are 

less able to focus on career goals, are less 

able to communicate effectively, and 

request more time off to take care of 

personal, legal, and medical matters. A US 

survey showed that 40% of workers are 

concerned about making ends meet. The 

percentage of workers who are confident 

in having sufficient resources to retire is 

in decline, a global survey by Willis 

Towers Watson shows.

Paying a competitive salary and benefits is one way to 
attract and retain workers. Education about financial 
matters such as retirement savings or managing debts is 
another way to keep workers engaged.

Laura Felice, CPA, CGMA, senior vice-president and 
controller at BJ’s Wholesale Club in Westborough, Massa-
chusetts, offers three tips for companies that want to get 
started on financial wellness initiatives:
●●● There must be executive support for financial well-

ness programmes and a willingness to explain terms. 
“The executive or executive team must understand 
the importance, or it doesn’t work,” Felice said. 
Members of the C-suite are far more likely to be 
well-versed on financial matters, so they shouldn’t 
take for granted that all terms that they understand 
would be understood by the entire workforce. “Not 
everyone understands the value of ‘employer match’, 

for example,” Felice said, referring to the contribution 
by an employer to a defined contribution plan, or the 
tax implications of withdrawing retirement money early.
●●● A leader’s words can go only so far; allocating money 

and other resources for financial education is neces-
sary to ensure such programmes maintain momen-
tum. Prioritising financial wellness as a strategy can 
build a more productive, happier workforce.
●●● Third is education. Once financial wellness initiatives 

begin to become ingrained in a company’s culture, 
the better off a workforce will be. “The more employ-
ers can encourage employees to use the services on 
an ongoing basis, the more positive the outcome, as 
studies continue to show that those who engage in 
financial planning on a continuous basis are far better 
off than those who do not,” according to PwC’s 2018 
Employee Financial Wellness Survey.

3 ingredients for greater financial wellness
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Related article

“Why Employers Should Help Workers Improve Their Financial Health,”  
FM magazine, 20 January 2017, tinyurl.com/ycsxjwm2

American Express also drives enrolment 

by checking in yearly with employees who 

have chosen not to enrol or take advantage 

of the full match offer.

“We’ve had great success, with 

approximately 20% subsequently 

enrolling or increasing their contribution 

rate,” said Barbara Kontje, director, 

Retirement Americas and Smart Saving at 

American Express.

Go beyond retirement
In recent years, American Express has 

formalised its financial wellbeing support 

under a corporate brand called Smart 

Saving, driven largely by human 

resources.

“When we introduced Smart Saving, 

we initially focused on helping our 

employees in the US plan for retirement,” 

Kontje said. “Today, our programme has 

evolved into a global initiative with 

financial management resources not just 

focused on retirement, but also everyday 

finances.”

The programme provides independent 

financial coaches who can help with 

everything from basic spending to estate 

planning. American Express also offers 

education and resources related to 

student loan debt, insurance, and more.

The company tailors the programme’s 

message for various employee groups, 

including Millennials, veterans, women, 

and minorities. These groups can request 

information on particular financial 

questions and even collaborate to host 

wellbeing events.

A pre-retirement programme for 

employees aged 50 and older combines 

webinars, virtual meetings, and 

one-on-one sessions into a five-week plan.

A company can do more than offer 

retirement planning advice to encourage 

financial wellbeing, said Laura Felice, CPA, 

CGMA, senior vice-president and 

controller of BJ’s Wholesale Club Inc., a US 

retailer with more than 25,000 employees. 

BJ’s gives employees incentive debit 

cards as a reward for getting certain 

annual medical services, she said. In 

planning its 2018 budget, the company 

elected to keep medical costs flat for 

employees.

That’s in addition to regular webcasts, 

email campaigns, and other reminders 

about financial wellness. For instance, the 

company sends email reminders that 

serve to keep employees thinking about 

saving. An email might ask “How are you 

doing?” on saving, or “Is it time to increase 

your contribution rate?” BJ’s also offers a 

tuition reimbursement programme for 

employees looking to further their 

education, and it has an employee 

assistance programme, administered by a 

third party, that offers help with financial 

planning, career development, and stress 

management. (See the sidebar, “3 

Ingredients for Greater Financial 

Wellness”, for Felice’s tips for companies 

that want to create a financial wellness 

initiative.)

“Financial health and wellness takes 

off some of the stress, we think, which 

ultimately helps our team members be 

better employees,” Felice said.

Wait for change
Employees may be most open to financial 

guidance during times of personal 

change. Almonte, for example, made sure 

to engage with new employees.

“We hired a lot of people for whom this 

was their first full-time job. I used to tell 

them, ‘Look, you just went from basically 

zero income to a $50,000 job,’” Almonte 

said. “It’s probably one of the biggest 

salary jumps you’re ever going to have. 

You’re already used to getting by on a lot 

less money, so why not act like you’re only 

making $45,000 and save the rest? You’re 

still making $45,000 more than you were 

last week.”

In a way, he was following a well-

proven marketing strategy: People rarely 

change their spending habits, except 

during times of personal growth and 

change, according to UCLA research cited 

in The New York Times. By making his 

suggestion when employees had 

significant new income to spend, he 

amplified his advice.

Yet for all the power of suggestion, the 

choice must remain with the employee.  

“You should never get into financial 

trouble because of ignorance,” Almonte 

said. “There’s a lot of information and 

resources out there to help you. Do your 

homework and ask for help.”

And when he finished his time as 

auditor, he found that many of his 

employees had made the right choice. 

They had money in the bank, and they 

thanked their boss for it.

A little bit of knowledge often piques 

workers’ curiosity, and they begin to take 

charge of their finances.

“We see evidence of this time and time 

again,” said Nathan Long, a senior 

pension analyst at investment services 

firm Hargreaves Lansdown in the UK. “If 

you can provide [employees] help, they 

latch on. They crave the confidence to 

make sensible decisions about their 

future.”

Andrew Kenney is a freelance writer based in 

the US. To comment on this article or to 

suggest an idea for another article, contact 

Neil Amato, an FM magazine senior editor, 

at Neil.Amato@aicpa-cima.com.   ■

‘If you can provide [employees]  
help, they latch on. They crave the 
confidence to make sensible 
decisions about their future.’
Nathan Long, senior pension analyst at investment services firm Hargreaves Lansdown in  
the UK
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It is not enough to be good 
at your job. Here are tips for 
how to let other people know 
it, too.

By Rhymer Rigby

Make sure 

you get 
noticed

T
he world can often appear full of self-promoters. But many 

people still find communicating their qualities and skills quite 

hard.

And that presents a dilemma for modest professionals. If 

they put themselves out there, they might betray their personal 

values and feel inauthentic. If they don’t, though, who will? 

There are ways to highlight yourself online and offline without coming 

across as self-promoting. Here are a few:
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If people respond to you online — 
even to disagree — get a 
conversation going.  

1  
Consider your personal presenta-

tion. Think about the ways you present 

yourself in your job and how you are 

perceived. This could include everything 

from your job title to your voicemail 

message to how you behave in meetings. 

Next, think about how you could do these 

better, and draw up an action list. You 

might say, “This month, I am going to ask 

but some will — and often in surprising 

ways.

5. 
Draw up a list of people to target. 

Think of who the agenda-setters 

and big hitters are in your industry. 

But also consider people who have 

interesting and quirky views and those 

who are rising stars. Next, think about 

what you bring to the table. You don’t 

want to target people by begging them to 

share your blogpost. Rather, tell them 

something interesting and useful that 

they may not already know. 

6. 
Do not let online networking 

become a substitute for face-to-

face networking. They are not the 

same, and ten minutes of face-to-face 

time with one person is worth dozens of 

new digital connections. So get out and 

meet people.

7. 
Consider the appetite for self- 

promotion. The appropriate level of 

self-publicity varies greatly from 

profession to profession, from industry to 

industry, and from country to country. If 

you work in sales or marketing, it’s 

probably a given that you promote 

yourself. But a less overt approach may be 

advisable in other professions. Everyone 

promotes themselves to some degree, but 

you need to use your political skills and 

social antennae to ensure you blow your 

trumpet at the right volume.

8. Do good work. Doing good work is 

rarely enough to get you noticed on 

its own. But if you do some of the 

above and do a really great job, people 

really will notice you.

Rhymer Rigby is an FM magazine contrib-

utor and the author of The Careerist: Over 

100 Ways to Get Ahead at Work. To 

comment on this article or to suggest an 

idea for another article, contact Neil Amato, 

an FM magazine senior editor, at  

Neil.Amato@aicpa-cima.com.   ■ 
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two questions in every team meeting.” 

Look also for opportunities outside your 

regular job. Industry events may need 

speakers, and panels may need members. 

Put yourself forward. The idea is to get 

yourself more exposure with people you 

already know and first-time exposure with 

people you don’t know.

2. 
Think about your online  

presentation. Platforms such as 

LinkedIn and Twitter provide the 

opportunity to network and get your 

message out. If you’re not using them, 

consider it. You can also blog and 

contribute to publications that are read by 

your industry. Here, it’s a good idea to 

focus on issues that affect your sector, 

that you have expertise in, and that 

interest you. If you want examples of this 

done well, look for individuals who have 

become spokespeople for their profession 

or completely transcended their job by 

using social media — those whose tweets 

have gained them hundreds of thousands 

of followers and turned them into 

intellectual celebrities.

3. 
Don’t expect instant results. 

People who are well known online 

and offline have usually put in a lot 

of work, even if they make it look easy. You 

need to stick with it, even if only 15 people 

read your first LinkedIn post. Because this 

is a long slog, it is a good idea to treat this 

as a project with goals and milestones. You 

might also find yourself an “accountability 

partner” — someone at work who wants to 

do the same thing. This will make you 

much less likely to give up.

4. 
Engage. If people respond to you 

online — even to disagree — get a 

conversation going. And be 

generous. If you like someone’s work, 

recommend it on LinkedIn or Twitter or 

tell them. Similarly, offline, recommend 

colleagues who you know are good to 

others in your network. Not all of the 

people you endorse will return the favour, 
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Bridging the gap between 

jobs can be an opportunity 

for self-improvement.

By Sarah Ovaska-Few

G
aps in employment happen, 

but having time away from 

the daily grind doesn’t 

mean your career has to 

come to a standstill. 

It may be an unplanned 

situation, such as being laid off or a 

decision to take time off to care for a sick 

relative. Noncompete clauses are 

increasingly being used that can require 

waits of several months or more before 

you can sign on with an industry 

competitor. 

Or it could be a break of your choosing, 

like a much-needed sabbatical to recharge 

from the stress of a high-powered 

executive job or the decision to leave the 

workforce for a few years to raise children. 

Regardless of the reason, having time 

off can be a chance to rethink your career 

goals and make plans to attain them. 

“It’s really about approaching the time 

you have off intentionally,” said Amy 

Wolfgang, a career and leadership coach 

based in Austin, Texas, in the US. 

Career coaches from around the globe 

share their suggestions of how to make 

the most of an employment gap. 

First, have some fun 
For people used to being high-achievers, 

having a period of time where they’re not 

Making the most of a 

break in 
employment 

G
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interacting in a business setting can be 

unsettling. But it’s really a chance to 

pursue once-in-a-lifetime opportunities. 

Always wanted to walk the Camino de 

Santiago or attend the Olympic Games? 

Now may be the time, if finances allow. 

“Do something you always wanted to 

do but didn’t have the time before due to 

work,” said David Wu, CPA, the CEO of 

GMPTALENT/IMD, an international execu-

tive search firm based in Shanghai. 

Or you could take the time to learn a 

new language or to pursue more creative 

endeavours such as writing or painting. 

Whatever you choose, find something 

that will recharge you and prepare you for 

thinking about your true career and life 

goals. If the work gap is involuntary, you 

might not be poised for an around-the-

world junket, but setting aside some time 

for personal projects can help you 

alleviate stress while searching for your 

next job. 

Evaluate yourself 
An extended break is a good time to look 

within and figure out if you’ve developed 

habits that hold you back in your life and 

career, Wolfgang said. Many people 

unknowingly adopt behaviours that stop 

them from taking full advantage of 

opportunities, and taking time to reflect 

on that could help vault your career 

forward. 

“If the foundation is rocky, it doesn’t 

matter how many skills you layer on top,” 

she said. 

Wu, the consultant based in China, 

agreed. He suggested that taking steps to 

understand your personality and how it 

differs when you are relaxed, as opposed 

to being at work and under stress, can 

help. Evaluate what you value the most, 

whether it’s family, reputation, wealth, 

health, or success. He has his clients use a 

psychometric assessment tool called 

Lumina Spark to help them get at those 

answers. 

“Knowing your personality can help 

you work effectively with others and 

support your future development,” he 

said. 

Look for new opportunities
You may not be walking into an office 

every day, but that doesn’t mean your 

skills and talent should lie dormant, said 

Neela Bettridge, a London-based executive 

leadership coach.

Many of her clients who have taken 

breaks offer help to charities or other 

organisations, which can help keep their 

management and leadership skills sharp. 

“It’s a very intentional way of keeping your 

skills up while you’re having a break,” she 

said. 

One client of hers, a senior managing 

partner in a large company, decided to use 

a break to pursue two of her passions — 

baking and entrepreneurship. She started 

a baking business that found great 

success, and ended up with two viable 

careers, Bettridge said. 

Reflect on your career 
Wu suggested taking a close look at your 

career so far and analysing what some of 

the high and low points were. Analysing 

what circumstances made you the 

happiest and most productive will help 

you focus on precisely what you’re 

looking for in your next position. 

Sometimes you need time away to 

figure out if you’re headed in the right 

direction, Wolfgang said. “You have the 

opportunity to either shift where your 

career is headed or stay on your current 

path,” she said.

Enhance skills 
After getting a hold on what you want 

your next job to be, take time to brush up 

on the skills you’d like to have, whether 

it’s new technical skills or management 

training such as classes in strategic 

thinking. 

If your break is for family reasons, such 

as spending time with a new child or 

taking care of an ill relative, try to squeeze 

in an online class to enhance your 

skillsets, Wolfgang said. 

A career coach can help with that, as 

will less-intense approaches such as 

watching TED Talks and reading books 

about improving your business skills. 

Or maybe a new degree is what you’d 

like to pursue to start an entirely new 

career, Bettridge said. 

“So many people have different careers 

in their lifetimes,” she said. 

Network with purpose 
Get out and network, taking advantage of 

more free time to meet for a meal or talk 

over the phone with those you’d like to 

have in your professional network, 

Bettridge said. Join professional 

organisations as well, and attend 

conferences or local networking events 

to keep current with what’s happening. 

Just don’t approach this networking 

solely as a way of looking for a job. Look  

at it instead as a way of building and 

maintaining relationships, Bettridge said. 

Many people, especially in situations 

where they’ve been laid off, can end up 

retreating and not engaging with those 

around them, Wolfgang said. That hurts 

your chances of finding decent employ-

ment. Blindly filing applications online 

is not the solution. She suggested 

making concrete plans to network to 

hear about opportunities. 

She also suggested, for those who 

have an employment break due to family 

reasons, to ensure that you’re networking 

throughout your employment gap and 

not trying to squeeze it in at the end. 

Acknowledge the break 
Gaps in employment are not terribly 

unusual in today’s business climate, 

Wolfgang said. But she suggested that 

those with gaps be forthcoming about 

what happened and what they did with 

the time. Otherwise, that potential 

employer may come to its own conclu-

sions, which may or may not be true. 

“If you own that story, you have a 

better chance of telling them what you 

did,” she said. 

Bettridge said she finds that there’s 

more acceptance of higher-level 

executives’ taking gaps, but that those in 

less senior roles should have explana-

tions ready, as well as examples of how 

their time off was used productively. 

Whatever your plans are for your 

employment, make sure you act on 

them, Bettridge said. 

Referring to an employment gap, she 

said: “Take control of it rather than it 

taking control of you.”

Sarah Ovaska-Few is a freelance journalist 

based in the US. To comment on this article 

or to suggest an idea for another article, 

contact Chris Baysden, an FM magazine 

associate director, at Chris.Baysden@

aicpa-cima.com.   ■

P
H

O
T

O
 B

Y
 M

A
R

T
IN

 B
A

R
R

A
U

D
/I

S
T

O
C

K



The drivers of  e

P
H

O
T

O
 B

Y
 A

N
D

E
R

S
 W

IK
L

U
N

D
/R

E
U

T
E

R
S



Assessing the strength of key cultural drivers that 

underpin responsible decision-making can help employers 

mitigate risks to their reputation and bottom line.

By Michael Pollitt

C
ulture has risen up 

the agenda in 

recent years for 

businesses, 

investors, and 

regulators alike. 

Companies are now 

faced with the 

challenge of how to measure, 

monitor, and report on it. 

Under the revised UK Corporate 

Governance Code published by the 

Financial Reporting Council (FRC), 

companies with a premium UK 

listing will be required to comply 

with new provisions regarding the 

monitoring and assessment of their 

company culture — or, if not, to 

provide an explanation as to the 

rationale for departure from 

recommended practice. 

Building on the recommendations 

of its 2016 report Corporate Culture 

and the Role of Boards, the FRC’s new 

code calls for the board to “assess and 

monitor” the culture of its company 

and “seek assurance that manage-

ment has taken corrective action” in 

cases where it is “not satisfied that 

policy, practices or behaviour 

throughout the business are aligned 

with the company’s purpose, values 

and strategy”. The board’s activities, 

and any action taken in this area, 

should be explained in the company’s 

annual report.

The revised Guidance on Board 

Effectiveness, which accompanies the 

code, includes some useful advice in 

this regard for businesses throughout 

the world, including a list of 

attributes for a healthy culture, 

sources of culture insights, and 

questions for boards to ask. 

Measuring culture isn’t easy
In 2016, an EY survey found that only 

19% of FTSE 350 board directors felt 

that the primary accountability for 

their company’s culture sat with 

them. The same survey report, Is Your 

Board Yet to Realise the True Value of 

Culture?, found that the vast majority 

of FTSE 350 companies (88%) did not 

provide detailed information on 

culture in their public filings or 

annual reports, leaving 81% of 

investors feeling that they had 

f  ethical culture
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insufficient information to assess the 

cultures of the companies they were being 

asked to back. 

Yet, when we examine the annual 

reports of listed companies as a whole, 

what is missing is not a willingness to 

discuss the culture of the business, but 

rather an ability to assess that culture in 

any meaningful way.

The result is that the abundance of 

culture buzzwords (“honesty”, “integrity”, 

“trust”) in the annual reports of the FTSE 

100, for example, stands in stark contrast 

to the ethical scandals some of these 

companies have suffered within the same 

year and reflects their lack of any concrete 

system for measuring the prevalence of 

these values in their company. 

Investors are also putting pressure on 

companies to provide information on 

culture, with some suggesting that culture 

indicators might be as useful, if not more 

so, than traditional financial reporting 

when it comes to assessing the long-term 

viability of an organisation.

How it can be done
The company where I work, GoodCorpo-

ration, which consults on ethics, 

compliance, and corporate responsibility, 

has conducted tens of thousands of 

The combined results for all ten drivers 

can then be used to give an overarching 

grade showing how closely the company’s 

behaviour aligns with the key features of 

an ethical company culture, the Net 

Ethical Culture (NEC) score.

To provide an initial benchmark 

against which companies can begin to 

measure their culture in this way, 

GoodCorporation has used this method-

ology to conduct a survey of the UK 

workforce. Two thousand employees 

across all levels of seniority, and from a 

representative sample of the British 

workforce, were surveyed using questions 

based on the 25 statements indicative of 

an ethical company culture. 

Companies can assess their own 

performance against this benchmark as a 

means of assessing, monitoring, and, 

ultimately, reporting on their culture.

 
Trust in managers 
The new Corporate Governance Code 

states that “all directors must act with 

integrity, lead by example and promote 

the desired culture”. This is borne out by 

our assessment work, during which it is 

often clear that, unless good examples are 

set by senior managers, companies will 

struggle to embed good practice further 

interviews over the past 18 years with 

stakeholders of companies all around the 

world as part of our assessments of their 

ethical business practices. 

From this experience, we have 

identified ten key drivers (see the chart, 

“10 Key Drivers”) that we believe underpin 

responsible decision-making in an 

organisation, large or small, and engender 

the kind of culture that mitigates the risk 

of misconduct.

Each driver is supported by a collection 

of statements that can be used to assess 

its prevalence in more depth. For example, 

the driver “Management trusted to do the 

right thing” would be supported by 

statements such as “my manager talks to 

me in an open and honest way”, “my 

managers would not bend the rules to get 

a job done”, and “poor behaviour is 

properly dealt with in my organisation”. 

Employees can be asked to what extent 

they agree with each statement on a 

five-point scale (strongly agree, agree, 

don’t know, disagree, strongly disagree). 

The overall percentage of “agree” 

responses relative to the overall percentage 

of “disagree” responses provides an 

indicator of how well embedded each 

driver of an ethical company culture is in a 

given organisation. 

Strong ethical tone 
from the top.

Employees treated 
fairly.

Personal  
development taken 

seriously.

Management 
trusted to do the 

right thing.

Employees 
supported to do the 

right thing.

Confidence in 
raising concerns.

Health and safety 
taken seriously.

Customers treated 
fairly.

Suppliers treated 
fairly.

Environment and 
local community 

respected.

l

10 key drivers

Source: GoodCorporation, Measuring Ethical Culture, 2018.
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Resources

UK Financial Reporting Council’s 
Guidance on Board Effectiveness, 
tinyurl.com/y8blnujr

GoodCorporation’s Measuring Ethical 

Culture white paper, tinyurl.com/
ya79bscu

down the chain of command. 

Ethical policies and procedures need 

to be visibly owned and embodied at the 

top of the organisation for employees to 

get a sense that theirs is an environment 

where workers will be supported to do the 

right thing and any poor behaviour will be 

addressed. 

It was concerning, therefore, that our 

survey of UK employees across all levels 

of seniority found that only half the UK 

workforce feel their senior managers 

really believe in doing the right thing at 

work. Indeed, one in five of those 

surveyed actively disagreed with this 

statement.

Moreover, over a quarter of those 

surveyed believed their managers would 

bend the rules if it was necessary to get 

the job done. Such a response could be 

indicative of a “success at all costs” 

mentality, which could lead to a costly 

scandal if left unchecked. 

 

Confidence in raising concerns 
The extent to which staff feel able to raise 

their concerns about unethical behaviour 

when they come across it is critical to any 

healthy corporate culture. In our 

assessment work, we often come across 

employees who fear open hostility or 

subtle forms of retaliation from managers 

if they raise a concern. 

Organisations that encourage their 

staff to speak up confidentially and 

without fear of reprisal are more likely to 

learn of internal issues earlier, allowing 

them to take remedial action before an 

external scandal ensues.

In this context, it was concerning to 

see among the findings of our research 

that only six out of ten UK workers felt 

able to raise concerns about poor or 

unethical behaviour. One in five said they 

were concerned that, if they raised an 

issue, it would not be dealt with fairly. 

Just over one in six people said they 

were not confident that their company 

would protect them if they spoke out to 

raise a concern.

Companies that neglect these key 

aspects of their workplace culture not 

only risk alienating those members of the 

workforce with an interest in improving 

the day-to-day ethics of the business, but 

they also miss out on their easiest 

opportunities to pick up on cultural 

issues before they become systemic 

problems or costly, reputation-damaging 

scandals.

The new Corporate Governance Code 

also states that companies should have a 

means for the workforce to raise concerns 

in confidence and that this should be 

reviewed to ensure there is appropriate 

investigation and follow-up. If such 

arrangements are not in place, companies 

need to provide an explanation.

Sizeable issues 
Among the most interesting findings 

from our research is that scores for ethical 

workplace culture tended to be inversely 

proportional to company size. 

Smaller companies recorded a higher 

prevalence of all ten ethical culture 

drivers and responded more positively to 

most of our 25 supporting statements. 

Scores were markedly different when 

comparing large companies (with more 

than 5,000 employees) and companies of 

all smaller sizes. Micro organisations 

(with up to ten employees) and small 

companies (with up to 50 employees) 

were generally found to have stronger 

ethical cultures: 

●●● Employees in micro (73%) and small 

businesses (68%), for example, were 

more likely to report being proud of 

their organisations than large com-

panies (57%).

●●● The workforce at micro organisa-

tions (76%) and small organisations 

(75%) was more likely to report being 

treated with respect than staff at 

large organisations (67%).

●●● Workers at micro organisations (76%) 

and small organisations (71%) were 

more likely to report being supported 

to do the right thing than employees 

in large organisations (63%).

It seems that larger organisations have 

more work to do when it comes to 

improving workplace culture and could 

perhaps learn some lessons from smaller 

operations. One inference from this could 

be that senior leaders working across 

multiple sites should consider analysing 

the cultural strengths of smaller business 

units and then determining how these 

can be scaled up to meet the cultural 

needs of their colleagues working in 

bigger teams elsewhere. 

What should be done next 
The research set out here offers a starting 

point for companies wishing to meet the 

new requirements to assess, monitor, and 

report on their workplace culture. 

It provides a methodology for gaining 

an overview of the ethical soundness of a 

company’s culture and a comparison with 

the country average. 

However, to provide meaningful 

reporting, companies will need to go 

further. Although surveying can provide a 

useful map of a company’s cultural 

landscape, deeper digging will be required 

to truly get to grips with the everyday 

personal experiences behind the 

statistics, which provide the best 

indication of how problems have arisen 

and, therefore, how they can be most 

effectively resolved.

Companies will therefore need to 

combine any surveying with face-to-face 

interviews designed to explore the 

perspective behind each employee’s 

responses in a neutral environment. 

Equipped with this combined statistical 

and contextual analysis of their workplace 

culture, companies will be in a position to 

move beyond the buzzwords and report 

meaningfully on the action they have 

taken to monitor and assess the culture of 

their business, ensuring that it is in line 

with values they wish to promote. 

The challenge will then be deciding 

how to act on the deficiencies this process 

uncovers. However, one thing is for 

certain: We now know more than ever 

about the practical steps that companies 

can take to pinpoint their cultural 

weaknesses and the risks faced by those 

that fail to do so. 

Michael Pollitt is a business ethics consultant 

at GoodCorporation, an adviser in the fields 

of business ethics, compliance, and corporate 

responsibility. To comment on this article or 

to suggest an idea for another article, contact 

Neil Amato, an FM magazine senior editor, 

at Neil.Amato@aicpa-cima.com.   ■
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People’s ethical choices may  

depend on their overall mental 

state, workload, and even the time 

of day. Better structure can help 

avoid the urge to cut corners. 

By Andrew Kenney

P
eople’s ethical character isn’t set in stone. It can 

change for the better or the worse. In fact, it can 

depend on a few surprisingly simple details in their 

everyday environments.

That’s the conclusion of recent research into 

workplace environments, and it has significant 

implications for managers and leaders. This emerging 

field of study shows that it’s possible — and even imperative — to 

create a business environment that encourages good behaviour.

“You’re going to be hard-pressed to find a business leader out 
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It starts with the employees
It’s tempting to believe that some people 

are simply unethical and that they plan out 

schemes to break the rules and enrich 

themselves. Sometimes, that’s true. 

However, researchers in recent years have 

tried to prove that it’s much more compli-

cated than that.

The perpetrators of fraud and deception 

often begin with good intentions, 

according to a study led by Francesca Gino 

of Harvard Business School. For many, 

though, “good intentions cannot guarantee 

ethical action,” the researchers wrote in 

“Unable to Resist Temptation: How 

Self-Control Depletion Promotes Unethical 

Behavior”, which was published in the 

journal Organizational Behavior and Human 

Decision Processes in 2011.

Simon Webley, the research director at 

the Institute of Business Ethics, based in 

London, said that research like Gino’s 

touches on an incredibly important 

question.

“I think it’s the least explored area in 

business ethics at the moment, but it’s 

being realised that it is important,” he said. 

“Why do normally very good people, and 

that’s 80% of everybody, occasionally do 

the wrong thing?”

Imagine, for example, a manager who is 

tempted to inflate her billable hours. She 

might weigh the short-term benefits with 

the long-term risk to her reputation. That 

equation will vary from person to person 

— but it can also vary within a person.

In fact, people’s ethical choices and 

self-control may depend on their mental 

state, which can change from day to day, or 

even with the time of day. Working under a 

tight deadline or with frequent interrup-

tions can deplete people’s ability to make 

higher-minded decisions, Gino’s team 

found. A later paper by US researchers 

Maryam Kouchaki and Isaac Smith, “The 

Morning Morality Effect: The Influence of 

Time of Day on Unethical Behavior”, found 

that people have lower “moral awareness” 

in the afternoon than they do in the 

morning. (See the box, “Signs of Trouble”, 

for behavioural clues that could signal 

malfeasance.)

“Our work suggests that these familiar 

experiences increase the likelihood that 

individuals will cross ethical boundaries 

(eg, inflate expense reports, offer self-

serving advice to customers or colleagues) 

because they will fail to recognise the 

moral issue involved in the situations they 

face,” Gino wrote.

In addition, employees may be more 

likely to get away with ethical lapses if they 

are in this state of “ego depletion”. Another 

study by Kouchaki, of the Kellogg School of 

Management at Northwestern University in 

the US, and colleagues found that managers 

may be more lenient if they think that an 

employee is overworked and tired.

This is a familiar theme for Griffiths. He 

has noticed that when employees are 

burned out or stressed — such as during a 

merger — they’re more likely to be lax 

enforcing internal control processes.

“Motivation is not necessarily a 

predictor of our behaviour,” Griffiths said. 

“What does predict it is structure: What 

sort of environmental factors are going on? 

Are they set up to make an ethical choice 

because of the influences playing on their 

behaviours?”

What is your moral ideal?
Kouchaki’s and Gino’s research points to 

one obvious solution: Efforts to improve 

employees’ quality of life may also 

encourage ethical behaviour. Generous 

annual leave policies, rules that encourage 

employees to go home at reasonable 

hours, frequent assessments, and 

communication about mental health 

— all could counteract the threats of stress 

and overwork. Additionally, requiring 

staff to take paid time off has been shown 

to be a way to combat workplace fraud. 

But an ethical environment isn’t so 

simple to create. Ethics, of course, is a 

complicated subject. Even Plato and 

Aristotle studied the rights and wrongs of 

money and trade — but the academic field 

of “business ethics” only took shape in the 

1960s and 1970s. In short, it would be 

foolish to expect that everyone naturally 

understands and agrees on what “ethical” 

behaviour looks like. 
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there that says, ‘You know, when it comes 

to ethics and integrity, it’s not that big of a 

deal to me,’” said Dan Griffiths, CPA, 

CGMA, a partner at Tanner LLC in the US 

state of Utah who consults with leader-

ship teams. 

“But when it comes to actually 

translating what that value looks like in 

action, that’s when people get stuck. You 

can’t just say, ‘Be ethical.’”
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Instead, businesses must actively work 

to calibrate their employees’ moral 

compasses. “Whatever the business you’re 

in, if the culture is one that allows ethics 

and ethical considerations to go astray, 

then they will,” said Jeff Kaye, FCMA, 

CGMA, a former trustee of Transparency 

International and the owner of NFP 

Advisory, a consulting firm in London.

Those standards can differ by organisa-

tion, depending on what matters most in 

the way it creates value. A sales-oriented 

culture, for example, might care most about 

making a sale and might be less concerned 

with the exact details of expense account 

reporting, while those details could become 

far more important in a company with a 

compliance-related mission.

No matter the industry, it’s up to 

management to set expectations — a 

process that begins with conversations at 

the leadership level to distil down the 

company’s ethical norms. 

“It’s kind of like telling employees, ‘You 

have to be loyal, or be proactive, or be 

disciplined,’” Griffiths said. “You have to 

articulate, ‘What does that look like in 

action?’”

For example, the leadership team 

might collaborate on a shared digital 

document, with each member inputting 

their own experiences and pushing 

towards consensus, Griffiths said. Those 

notes can become a foundation for 

When managers see behaviour that 

they like, they can make a positive 

example of it. Meanwhile, some compa-

nies are experimenting with apps that 

allow employees to praise and recognise 

each other.

“It’s all done by encouragement, by 

continuous training and reinforcing 

people,” Kaye said, “so they feel there’s 

only one way to act.”

The key may be to treat ethics as 

something that can be managed. Instead 

of assuming that good people are good 

and bad people are bad, Webley suggested 

that leaders must work with individual 

employees in individual cases. The goal, 

he said, is to help people understand both 

the financial and the philosophical 

arguments for good behaviour.

And by establishing an environment 

for ethics, organisations can fulfil one of 

the key ideas of the Code of Ethics for 

Chartered Global Management Accountants 

(CGMAs). The code notes that “[t]he rules, 

fundamental principles and interpreta-

tions seek to address many situations; 

however, they cannot address all 

relationships or circumstances that may 

arise.” 

When the rules don’t speak to a 

specific circumstance, employees must be 

ready to apply the larger frameworks of 

both the ethics code and their own 

company’s culture.

“Those companies that do have a 

positive culture get far more repeat 

business, and they retain their good staff 

longer,” Webley said. “There’s a business 

case for it, but to me that’s not good 

enough, really. The real case is the moral 

or ethical one. It’s the right thing to do.”

Andrew Kenney is a freelance writer based in 

the US. To comment on this article or to 

suggest an idea for another article, 

contact Neil Amato, an FM magazine senior 

editor, at Neil.Amato@aicpa-cima.com.   ■

revisions to strategies and policies, 

including updates to the company’s code 

of conduct.

Or it may be easiest to have a tangible 

example. During off-site retreats, Griffiths 

asks leaders to identify people within the 

company who “absolutely personify” the 

ethical behaviour that they value. He even 

asks them to talk about former employees 

who violated the company’s ethical spirit.

“Capture some of that thinking,” he 

said. “Once that’s been done, you’ve got a 

page that describes, in pretty good detail, 

what we mean by ‘ethics’. It’s specific and 

engaging.”

Putting it all together
Finally, it’s time to put the company’s 

ethics into operation. It’s useful to have 

the details in an accessible and readable 

document — but the art of building ethics 

really comes in day-to-day interaction.

Above all, leaders have to model the 

desired behaviour. For example, a 

manager might voluntarily initiate a 

product recall when one is needed, even if 

it’s harmful to the company’s bottom line 

in the short term. “The impact of those 

kinds of symbolic actions cannot be 

overstated,” Griffiths said.

Webley said this is important because 

it can break the “group thinking” that can 

drive individuals to violate their own 

morals.

Potential signs of malfeasance can be an opportunity for interven-
tion, said Simon Webley, the research director at the Institute of 
Business Ethics, based in London. If he sees symptoms that 
someone is under excessive pressure, like irritability, he might 
ask another team member to double-check their decisions. 
Sometimes, he’ll send an employee home for rest. And if it comes 
to a confrontation, he tries to frame the situation in practical 
terms.

“Let’s just sit down and work it out, particularly with the impact 
on other people,” he said.

Behavioural clues that fraud or malfeasance is happening, 
according to the Association of Certified Fraud Examiners’ Report 

to the Nations, include these. An employee:
●●● Is living beyond their means;
●●● Is experiencing financial difficulties;
●●● Is unusually close with vendors or customers;
●●● Has control issues, such as an unwillingness to share 

duties;
●●● Is going through a divorce or other family problems; or
●●● Displays a “wheeler-dealer” attitude.

Signs of trouble

Resources

Keeping Business Clean: A CGMA Guide 

to Countering Fraud and Corruption, 
tinyurl.com/y7ypol3q

CGMA Code of Ethics, tinyurl.com/
ybp9d7zo 

“Managing the Trust P&L” toolkit, 
tinyurl.com/y8ocndj8
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Creating a vision for the future:
Research on emerging themes

Changing 
competencies  
and mindsets



Creating a vision for the future

You can’t see the future, but with the right insight you 

can prepare for it. This briefing paper excerpt is part of 

a yearlong, worldwide project to understand the future 

form and direction of the finance function.

Change is the new norm in many organisations – 

particularly within the finance function. Yet, because of 

this rapid evolution, there isn’t a composite picture of the 

finance function of the future. It is this vision that we, at 

the Association of International Certified Professional 

Accountants, aim to create. 

With more than 667,000 members and students in 184 

countries, we are uniquely well-positioned to work with 

global stakeholders to investigate, analyse, and document 

how the finance function is changing.  

Using interviews, roundtables, and surveys, this 

comprehensive global research project brings together 

different organisational views – to deliver insight into the 

process of change and to synthesise a composite picture  

of the finance function of the future.

Our project aims to answer the following questions for 

you:

XX How will the future be different for your organisation?

XX What are the drivers of change for your organisation?

XX What are the implications for finance?

XX How should finance prepare for these changes?

To do this, we conducted more than 300 interviews and 

50 roundtable discussions on the future of finance and 

identified several common trends emerging across a 

range of topics. These trends provided our research team 

with a series of insights into the finance function of the 

future, and this paper is the fourth of four that explore the 

key emerging themes from our research. These themes 

are:

1. The changing role and mandate of finance.

2. Changing technology and finance.

3. The changing shape of the finance function.

4. Changing competencies and mindsets.
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Theme 4: Changing competencies and mindsets

In one interview (quote above), a banking sector 

representative explained that, when hiring finance 

professionals, their organisation looked for “broad 

capability and a mindset, rather than the ability to use 

certain tools and techniques”. 

They described this mindset as “being able to challenge 

the status quo, adapt, and make an impact when driving 

change”. Adopting it enables employees to be more 

resilient and gain a higher level of emotional intelligence.

Until recently, we have assumed that competencies 

influence and enable performance. However, throughout 

our research, many interviewees made reference to 

“the mindset of the management accountant” when 

presenting personal views of what makes a good finance 

professional.

In this and other ways, our research is challenging  

current competency assumptions. 

Technology and intelligence augmentation

Looking to the future, technology is impacting both 

competencies and mindsets. The use of technology in 

the finance function is creating a model of “intelligence 

augmentation”, where technology augments human 

intelligence. In the finance function of the future, the 

technical capabilities of robotics and algorithms combine 

with the creativity and empathy of human accountants.  

Technology is augmenting finance professionals’ 

capabilities – making them faster, more efficient, 

and more productive. It’s no longer human versus 

machine, because new technologies can learn from the 

accountant and be customised to fit the specific needs 

of your finance function. Thanks to technology, we now 

live in a world where answers are cheap, plentiful, and 

instant. However, in this world, the finance professional’s 

ability to construct a good question becomes 

paramount. The curiosity of a good question is worth 

a million good answers. It has the ability to inspire and 

compel people to think and act. 

Kevin Kelly, founding executive editor of Wired magazine, 

and the futurist adviser on the 2002 Steven Spielberg 

science fiction film Minority Report, defines a good 

question as:

This briefing paper will:

XX Explore how technological automation is  

shifting the competency skills set required by 

finance professionals.

XX Introduce the concept of a growth mindset. 

XX Demonstrate the increasing need for us 

all to learn and relearn continually, as new 

technologies replace our timeworn skills and 

knowledge.

 Reading time: 20 minutes.

‘Finance people need a mindset 

that enables them to adapt 

through continuous learning.’

A good question is not concerned with a  

correct answer.

A good question cannot be answered immediately.

A good question challenges existing answers.

A good question is one to which you want the 

answer but had no inkling of your interest before  

it was asked.

A good question creates new territory of thinking.

A good question reframes its own answers.

A good question is the seed of innovation in  

science, technology, art, politics, and business.

A good question is a probe, a what-if scenario.

A good question skirts on the edge of what’s  

known and not known, neither silly nor obvious.

A good question cannot be predicted.

A good question will be the sign of an  

educated mind.

A good question is one that generates other  

good questions.

A good question may be the last job a machine  

will learn to do.

A good question is what humans are for.
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A desire to reduce complexity is motivating interviewees 

to make further investment in technological solutions. 

In organisations where mergers and acquisitions 

have recently taken place, the drive is to harmonise a 

number of different systems across many sites. In other 

organisations, the motivation is to ensure information 

systems talk to each other through automation so that 

resource can be freed up. The freed finance resource 

can then move away from transactional processing 

(technical and business analytical skills) into the role of 

finance partner (people and leadership skills) to focus 

on the values and synergies of business goals.

Haskel and Westlake talk about the importance of 

“systemic innovators”, which allow organisational 

information flows and facilitate “serendipitous 

interactions” across a business: 

Such innovators are not inventors of single, isolated 

inventions. Rather, their role is to co-ordinate the 

synergies that successfully bring such an innovation to 

market.    

Are these innovators the finance partners of the future? 

With their end-to-end view of a business, in the future 

will they be found developing and deploying solutions for 

an organisation?  With all these scenarios, the key skills 

base of finance professionals is moving into the expert, 

problem-solving arena, and adopting competencies 

involved in influencing and change management.

The automation paradox

When thinking about the impact that process robotics 

will have on the finance function, the “automation 

paradox” needs to be considered. As systems become 

more automated, humans lose some of their skills within 

the system. This results in more automation. However, 

when faced with an unusual situation that requires 

a switch to manual control, an organisation may no 

longer have the skills to deal with atypical conditions.

An example from the world of the stock markets and 

trading floors is the use of computers and algorithms to 

increase the speed of decision-making. With automated 

decision-making between firms, malfunctioning 

algorithms have created trading flash crashes. The 

automation paradox is therefore something to be aware 

of when considering competencies and mindsets of the 

future.

From knowledge collection to interpretation

The role of the finance professional is shifting from 

one of knowledge collection and creation, to instead 

interpreting meaning and curating the information 

outputs produced by software solutions. As the 

finance function emerges from working in isolation to 

collaborating with others in the organisation, this shift 

will intensify as the required skills change. 

This journey will also impact the skills required of the 

finance professional, moving them from technical and 

analytical, to problem-solving and change management 

skills (Figure 1).

Reporting Questioning
Developing
solutions

Deploying
solutions

Business skills

Analytics

Expert technical skills

Problem-solving skills

Change
management

Negotiation 

Communication

Influencing

Finance works
in isolation

Finance works
with others

Technical skills

Figure 1: Competencies and skills underpinning the broad finance roles
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Mindsets and learning

There exists an entire neuroscience research community 

that’s focused on mindsets. This community is studying 

how brains learn and trying to understand the possible 

levels of future intelligence malleability. Results in this 

field have revealed that the adoption of certain mindsets 

can drive greater motivation and achievement. 

The work of Carol Dweck, Ph.D., has defined two 

mindsets — a fixed mindset and a growth mindset.  

A fixed mindset is one where intelligence is considered 

static and “qualities are carved in stone”, which “creates 

an urgency to prove yourself over and over”. A person with 

a fixed mindset is likely to avoid challenges, give up easily 

when faced with obstacles, and ignore useful feedback.

A growth mindset, on the other hand, is where 

“intelligence can be developed and leads to a desire 

to learn”. It is about “a zest for teaching and learning, 

an openness to giving and receiving feedback, and an 

ability to confront and surmount obstacles”.

As technology increasingly disrupts the world in which 

we work, the ability to continually learn, unlearn, and 

relearn, while operating at speed and scale, is a key 

challenge for the finance professional. Author Matthew 

Syed explains:   

In a complex world, the only way to learn is from our 

mistakes, failures, and errors — in science, in business,  

in technology, in politics. It’s a process that applies to  

the evolution of our species, the dynamism of our 

economies, and the growth that we either enjoy or  

thwart in our own lives. 

A growth mindset is also linked to our own curiosity 

and our ability to continue to question long-held 

assumptions. Tech entrepreneur Peter Thiel, in Zero to 

One, talks about the case for secrets in a world where 

we believe all the great questions have been solved. For 

the finance professional, these “secrets” are the creation 

and preservation of organisational value. Thiel explains:

The actual truth is that there are many more secrets left 

to find, but they will yield only to relentless searches. 

There is more to do in science, medicine, engineering, 

and in technology of all kinds … But we will never learn 

any of these secrets unless we demand to know them 

and force ourselves to look.  

Learn, unlearn, and relearn

Technological advancements are constantly changing 

the skills and knowledge that organisations value. 

The skills and knowledge valued today have a rapidly 

decreasing shelf life. Most are likely to be obsolete 

within a couple of years — to be replaced by ones that 

we currently do not see or that simply don’t exist yet. 

This has implications for how the finance professional 

learns and develops new skills. We will need to become 

adaptive learners, requiring more frequent skills and 

knowledge upgrades. Our organisational value moves 

from “expertise” to one of “agility” and continuous 

reinvention. 

The constant need to fail fast and relearn in a complex 

world, and the frequent upgrade of our skills, plays to the 

strength of the lifelong learning philosophy of the finance 

professional. It highlights the ever-growing importance of 

continuing professional development and education on 

the quest to finding out what we don’t know.  

The need for growth mindsets and continued 

learning was strongly articulated in our interviews. An 

interviewee from an international bank told us: “Finance 

people need a mindset that enables them to adapt 

through continuous learning. They need to learn, unlearn, 

and relearn in a continuous loop.” Another individual 

in the aerospace and automotive sector talked about 

the finance function having “a business enablement 

mindset”. Here, their primary role is a solutions focus, 

while ensuring compliance is not compromised. 

Finally, in a conversation with a banking representative, 

the finance function mindset was labelled, “techno-

functional and techno-commercial”. Here, they used a 

creative and questioning style to understand disruption, 

in order to help the organisation continually adapt.

Some of the multinational organisations we spoke with 

have implemented rotation programmes for finance 

staff. This allows the finance professional to learn 

and gain skills in different areas of the organisation or 

on projects that sit outside their accounting roles. It 

widens their end-to-end business knowledge and gives 

them the flexibility to work across the organisation, 

embedding specialist wisdom. One participant 

described the finance professional’s role as “a 

transformation agent, to steer the organisation through 

the risks of a digital revolution”. In this organisation, the 

role has become focused on improving shareholder 

value by building organisational resilience and agility.   ■
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Employees’ ability to speak more than one language can spell success for 

themselves and their employer. Here are tools to develop fluency.

By Beth McLoughlin

Speeding up the 
language-learning 

process



our customer base, supply chain, 

and even individual contractors 

can be anywhere in the world in 

today’s global society. This trend 

has brought the need to speak 

more than just one language to 

the forefront for employees and 

companies.

Companies with staff who 

speak more than one language will see multiple 

benefits, including the capacity to open up new 

markets in other countries. Multilingual employees 

will better understand different cultures, customs, 

and etiquette, which could be crucial to the success 

of any new venture.

Angel Melo, who founded her Brazil-based 

production company Maruti Blue ten years ago, 

knows the difference speaking more than one 

language can make. Thanks to the investment she 

made in expanding her language skills, she is 

fluent in English and Portuguese, can read and 

understand French and Spanish, and has been able 
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56  I  FM MAGAZINE  I  October 2018

to work with clients around the globe.

“It opened up the world for me. I have 

this business today because of my 

languages,” she said. Beyond basic 

communication skills, Melo said she has 

learned to consider new approaches and 

perspectives through her understanding 

of different cultures. “I can read people, 

which is essential in my line of work.” 

Shortcuts to language learning
While the benefits may be clear, one of the 

challenges for most individuals is the 

length of time — usually years rather than 

months — it can take to learn a new 

language, according to language 

consultant Gabriel Silva, who was born in 

Brazil but is now a Canadian citizen 

whose first language is Portuguese. 

Because it took him eight years of study to 

become fluent in English, he assumed he 

was “terrible” at learning languages, but 

now he also speaks Afrikaans, Catalan, 

Dutch, French, German, Italian, 

Mandarin, Russian, and Spanish. He 

works online with students in 117 

countries to help them reach their 

language goals.

other times, referring to someone who 

makes almost no mistakes at all.

Online tools
Now that technology has brought learning 

out of the classroom, rigid grammar 

exercises have been superseded by an 

array of apps and websites and their 

alternative methods, such as Duolingo 

and its game-based model. Technology 

also means that learners can connect with 

native speakers in other countries more 

easily, having lessons via Skype, for 

example. When Melo set out to learn 

French, she joined a WhatsApp group 

dedicated to practising the language, 

where members posted music, news 

articles, or learning tips and chatted in 

French. “I used that alongside Duolingo 

and had a French friend who I spoke to 

online regularly,” she said.

Apps and online tools have an 

advantage over formal classes: They can 

be employed at your convenience and 

adapted to your routine. If you do take 

formal classes, you can still supplement 

them with online learning. To decide 

which method of learning suits you best, 

“A lot of resources focus, initially, on 

content that is outdated or boring, or 

irrelevant to most people. The key is to 

focus on content that is highly relevant 

and interesting to you right from the 

beginning,” Silva said. 

Students with limited time are more 

likely to stay motivated when they are 

engrossed in stimulating materials that 

are meaningful and when they can see 

results quickly, he said.

Silva keeps business clients interested 

by setting specific goals and deadlines for 

them, such as being able to deliver a 

three-minute presentation in Russian in 

three weeks’ time, rather than the 

relatively vague aim of becoming fluent 

eventually. The definition of “fluent” can 

vary, sometimes describing someone who 

can manage basic conversations and, at 

For companies with an international focus, 
broad language skills can open new 
opportunities. But if you’re still learning a 
language, it can be difficult to get the 
practice you need to improve. An article 
published earlier this year on FM magazine’s 
website (“How to Keep Your Language Skills 
Sharp”, 22 March 2018), offered a number of 
easy, low-cost ways to practise your 
language skills. They include:

Newspapers, magazines, and blogs: 
Reading articles and blogposts of interest in 
your chosen language will give you some 
practice as well as valuable or entertaining 
information.

Audio: Listening to radio shows and 
podcasts provides an opportunity to practise 
your listening skills or familiarise yourself 
with an accent from a particular region.

Music: Search Spotify for the songs that 
are filling the dance floors in your country of 
interest, or check YouTube for versions of 

your favourite songs sung in different 
languages.

Films and TV: Streaming services such as 
Netflix offer movies and television 
programmes from around the world, with 
handy subtitles.

Conversation exchange: To find a native 
speaker to practise with in your local area, 
try meetup.com. Numerous groups match 
native English speakers with speakers of 
other languages who are keen to chat and 
improve their fluency.

Cultural events: For those with more 
advanced language skills, the embassy or 
cultural institute of a country where the 
language is primary can connect you to a 
range of opportunities to immerse yourself in 
the language and culture, from film screen-
ings and author Q&As to theatre festivals.

— Samantha White is a writer, editor, and 

translator based in the UK.

How to keep your language skills sharp

By Samantha White
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consider the amount of time you have 

available each week, and whether you 

could commit to formal classes. You can 

also try an online quiz to see what kind of 

learner you are before you choose an app. 

For example, visual learners may prefer a 

game-based app such as Memrise or 

Duolingo. Those who prefer formal 

classes have several options, including 

dedicated language schools. Some 

universities offer language courses in the 

summer or after-hours study to non- 

students. An alternative for those who are 

more advanced is to seek out native 

speakers or private tutors living nearby for 

private lessons.

Thanks to technology, Silva has 

incorporated language learning into his 

life. “I’ve developed the habit of listening 

to a language podcast in the morning 

during breakfast, and I review vocabulary 

flashcards before going to bed. I always 

have language audio in my car for my 

daily commute — so language learning is 

integrated in my daily routine,” he said. 

One program he regularly uses is 

LingQ, a platform containing a large 

library of audio and text content, 

including transcripts of audio files that 

make it easy for users to find relevant 

translations. Through LingQ, users can 

connect to a range of dictionaries every 

time they encounter a word or phrase they 

don’t know.

LingQ co-founder Steve Kaufmann 

explained: “When you have looked up a 

word before, it changes colour, and LingQ 

saves all these words as flashcards. It can 

show you phrases using those words. You 

can download those words and phrases to 

create a playlist, and the program will tell 

you how many times you have listened to 

it. As well as choosing from existing 

material, users can import their own 

articles or ebooks.” 

LingQ also connects learners to 

native-speaking teachers, who will chat 

with them and send feedback afterward 

on the words, grammatical structures, or 

phrases they need to practise. Kaufmann 

stresses the value of reading for main-

taining language skills and expanding 

your vocabulary.

Many apps and programs offer as much 

opportunity to practise active skills, such 

as writing and speaking, as passive ones, 

such as reading and listening. One app that 

connects learners with native speakers for 

conversation is HelloTalk. This app has a 

built-in correction tool that enables users 

to point out each other’s errors, and an 

automatic translation tool if everyone gets 

stuck. As research such as a 2016 study 

published in the journal Language Learning 

has shown, your inhibitions can stand in 

the way of progress when you try to learn a 

new language. Facing your fears and being 

unafraid of making mistakes ultimately 

could be just as important as setting up the 

right tools and habits in the beginning.

If you can convince your employer that 

your new language skills will bring 

benefits to the company, it may agree to 

pay for you to take a language course, 

which will be useful as classes can range 

from $500 to thousands of dollars per 

term, depending on the course. Agreeing 

to study at night or at the weekend will 

counter any fears about time you will have 

to spend away from work, but be aware 

your company may ask you to commit to 

certain conditions, such as staying with 

the company for a period of time once the 

course has finished. As new skills often 

come with a higher salary, both you and 

your employer could gain much from 

your language lessons in the long run.

Beth McLoughlin is a freelance writer based 

in the UK. To comment on this article or to 

suggest an idea for another article, 

contact Chris Baysden, an FM magazine 

associate director, at Chris.Baysden@

aicpa-cima.com.   ■

‘The key is to focus on content that 
is highly relevant and interesting 
to you right from the beginning.’
Gabriel Silva, a language consultant who speaks more than ten languages and helps  
others learn
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consider the amount of time you have 

available each week, and whether you 

could commit to formal classes. You can 

also try an online quiz to see what kind of also try an online quiz to see what kind of also try an online quiz to see what kind of 

learner you are before you choose an app. 

For example, visual learners may prefer a 

game-based app such as Memrise or 

Duolingo. Those who prefer formal 

classes have several options, including 

dedicated language schools. Some 

universities offer language courses in the 

summer or after-hours study to non- 

students. An alternative for those who are 

more advanced is to seek out native 

speakers or private tutors living nearby for 

private lessons.

Thanks to technology, Silva has 

incorporated language learning into his 

life. “I’ve developed the habit of listening 

to a language podcast in the morning 

during breakfast, and I review vocabulary during breakfast, and I review vocabulary 

flashcards before going to bed. I always 

have language audio in my car for my 

daily commute — so language learning is 

integrated in my daily routine,” he said. 

One program he regularly uses is 

LingQ, a platform containing a large 

library of audio and text content, library of audio and text content, library of audio and text content, 

including transcripts of audio files that 

make it easy for users to find relevant 

translations. Through LingQ, users can 

connect to a range of dictionaries every connect to a range of dictionaries every 

time they encounter a word or phrase they 

don’t know.

LingQ co-founder Steve Kaufmann 

explained: “When you have looked up a 

word before, it changes colour, and LingQ 

saves all these words as flashcards. It can 

show you phrases using those words. You 

can download those words and phrases to 

create a playlist, and the program will tell 

you how many times you have listened to 

it. As well as choosing from existing 

material, users can import their own 

articles or ebooks.” 

LingQ also connects learners to 

native-speaking teachers, who will chat 

with them and send feedback afterward with them and send feedback afterward with them and send feedback afterward 

on the words, grammatical structures, or 

phrases they need to practise. Kaufmann 

stresses the value of reading for main-

taining language skills and expanding 

your vocabulary.your vocabulary.

Many apps and programs offer as much 

opportunity to practise active skills, such opportunity to practise active skills, such opportunity to practise active skills, such 

as writing and speaking, as passive ones, 

such as reading and listening. One app that 

connects learners with native speakers for 

conversation is HelloTalk. This app has a 

built-in correction tool that enables users 

to point out each other’s errors, and an 

automatic translation tool if everyone gets automatic translation tool if everyone gets automatic translation tool if everyone gets 

stuck. As research such as a 2016 study 

published in the journal Language Learning 

has shown, your inhibitions can stand in 

the way of progress when you try to learn a the way of progress when you try to learn a the way of progress when you try to learn a 

new language. Facing your fears and being 

unafraid of making mistakes ultimately 

could be just as important as setting up the 

right tools and habits in the beginning.

If you can convince your employer that 

your new language skills will bring 

benefits to the company, it may agree to 

pay for you to take a language course, 

which will be useful as classes can range 

from $500 to thousands of dollars per 

term, depending on the course. Agreeing 

to study at night or at the weekend will 

counter any fears about time you will have 

to spend away from work, but be aware 

your company may ask you to commit to 

certain conditions, such as staying with 

the company for a period of time once the 

course has finished. As new skills often 

come with a higher salary, both you and come with a higher salary, both you and come with a higher salary, both you and 

your employer could gain much from 

your language lessons in the long run.

Beth McLoughlin is a freelance writer based 

in the UK. To comment on this article or to 

suggest an idea for another article, 

contact Chris Baysden, an FM magazine 

associate director, at Chris.Baysden@

aicpa-cima.com.   ■
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J
apanese retailer Don Quijote Holdings Co. is clear about its 

vision for its stores. By offering an abundance of items, the 

company has built its brand around convenience, bargain 

prices, and fun. It uses handwritten point-of-purchase cards 

“as markers on a treasure hunt though a jungle of different 

products”, it says in its corporate profile. The company reported serving 

300 million customers annually and has seen steady consolidated sales 

and operating income growth over the past two decades as it has grown 

from 10 stores to more than 400.   ■

3 keys to 
retailer’s success
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Don Quijote’s irresistible rise
The Japanese discounter has posted 29 years of unbroken sales and profit growth.
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SALES OPERATING PROFIT

Source: Don Quijote
Sam Nussey,  14/08/2018

Note: All data are for fiscal year ending in June. 

Customers browse through a Don Quijote Holdings Co. store 

in Singapore in November 2017 prior to its official opening.
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Setting schools’ strategic direction

Working with UK-based 

Governors for Schools, CIMA 

is encouraging its members to use 

their financial expertise to set the 

strategic direction of local schools 

in England and implement best 

practice in an advisory role.

Governors are responsible for 

overseeing the management side 

of a school in terms of strategy, 

policy, budgeting, and staffing. 

They enable their schools to run 

effectively, working alongside 

senior leaders and supporting 

teachers.

Paul Turner, regional vice- 

president for UK and Ireland at  

the Association of International 

Certified Professional Accountants, 

said: “Our members have a great 

skillset for these roles, and many 

go beyond their day jobs to give 

back to their local communities in 

this way. Being a governor also 

provides a great opportunity for 

management accountants to test 

and develop their skills and 

knowledge in a new environment.”

The average time commitment 

is around six to nine hours per 

month, including one governing 

body and one subcommittee 

meeting per term, as well as a 

termly visit to the school during 

the school day.

Governors for Schools connects 

schools across England with those 

interested in governor roles. For 

further information, please visit  

governorsforschools.org.uk.
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orking with UK-based orking with UK-based orking with UK-based orking with UK-based 

Governors for Schools, CIMA Governors for Schools, CIMA 

is encouraging its members to use 

their financial expertise to set the their financial expertise to set the their financial expertise to set the 

strategic direction of local schools 

in England and implement best 

practice in an advisory role.practice in an advisory role.practice in an advisory role.

Governors are responsible for 

overseeing the management side 

of a school in terms of strategy, 

policy, budgeting, and staffing. 

They enable their schools to run 

effectively, working alongside 

senior leaders and supporting 

teachers.

Paul Turner, regional vice- 

president for UK and Ireland at  

the Association of International 

Certified Professional Accountants, 

said: “Our members have a great 

skillset for these roles, and many 

go beyond their day jobs to give 

back to their local communities in 

this way. Being a governor also 

provides a great opportunity for provides a great opportunity for provides a great opportunity for 

management accountants to test 

and develop their skills and 

knowledge in a new environment.”

The average time commitment 

is around six to nine hours per 

month, including one governing 

body and one subcommittee 

meeting per term, as well as a 

termly visit to the school during 

the school day.

Governors for Schools connects 

schools across England with those 

interested in governor roles. For 

further information, please visit  
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Finance takes lead on public-sector change

A recent joint report by the Association 

and CIPFA (the Chartered Institute of 

Public Finance and Accountancy) looks 

at how finance supports and enables 

local government transformation. 

Transformation: How Finance Teams Are 

Driving Local Government Innovation is 

the final part of a series of reports 

exploring four research themes: 

transformation, technology, transpar-

ency, and talent. 

Local government transformation 

covers wide areas, from change manage-

ment and new models of service delivery 

to partnership working and innovative 

approaches to financing. The report says 

that to support and enable transforma-

tion, leaders must ensure that they and 

their teams collectively have the right 

skills, capabilities, technology, and 

organisational knowledge to succeed.

The report was co-written by the 

Association’s Rebecca McCaffry, FCMA, 

CGMA, associate technical director, 

management accounting, and Lori Sexton, 

CPA, CGMA, senior technical manager, 

management accounting. McCaffry said: 
“The business of local government is far 

from straightforward. Local government 

organisations must juggle fiscal, geograph-

ical, and demographic challenges while at 

the same time addressing the demands of 

their many political, regulatory, citizen, 

and business stakeholders.” 

She added that in an era where “doing 

more with less was now the new normal”, 

finance professionals were taking the lead 

on transformational change. 

Read the report at www.cgma.org/ 

government.   ■
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CIMA members and registered 

students have a duty to observe the 

highest standards of conduct and 

integrity, and to uphold the good 

standing and reputation of the profes-

sion. They must also refrain from any 

conduct that might discredit the 

profession. 

Under Part I, Regulation 19, Duty to 

Notify, you must inform CIMA if you 

sustain any of the following: a discipli-

nary sanction from any body or tribunal, 

being found guilty of an offence by any 

court, being declared bankrupt or made 

subject to a bankruptcy restriction order 

or undertaking, or entering into an 

individual voluntary arrangement or 

disqualification from acting as a director 

or trustee. 

It is essential that if you are subject to 

any of the above, you notify CIMA within 

30 days at declarations@cimaglobal.com. 

Otherwise, you may be liable for 

disciplinary action. 

Members and students also have a 

duty to report misconduct under Byelaw 

11. Any member or student who has 

broken the Institute’s laws should be 

reported. Misconduct by members and 

students, including criminal convic-

tions, can be a risk to the public and a 

risk to CIMA’s reputation. If you become 

aware of another member or student 

gaining a criminal conviction, you have a 

duty to report it to CIMA, which will 

investigate the matter. 

Byelaw 11 states: “A Member or 

Registered Student shall report to the 

Institute any facts or matters which 

cause him reasonably to believe that 

another Member or Registered Student 

may have been guilty of misconduct as 

defined by Byelaw 1 and when 

considering making such a report 

shall have regard to guidelines issued 

in this connection by the Institute.”

CIMA’s charter, byelaws, and regula-

tions can be found in the Members’ 

Handbook at tinyurl.com/yc4d6sso. 

The duty to notify

Local government transformation 

covers wide areas, from change manage-

ment and new models of service delivery ment and new models of service delivery ment and new models of service delivery ment and new models of service delivery 

to partnership working and innovative 

approaches to financing. The report says 

that to support and enable transforma-

tion, leaders must ensure that they and 

their teams collectively have the right 

skills, capabilities, technology, and 

organisational knowledge to succeed.

The report was co-written by the 

Association’s Rebecca McCaffry, FCMA, Association’s Rebecca McCaffry, FCMA, Association’s Rebecca McCaffry, FCMA, 

CGMA, associate technical director, 

management accounting, and Lori Sexton, 

CPA, CGMA, senior technical manager, 

management accounting. McCaffry said: management accounting. McCaffry said: management accounting. McCaffry said: 

“The business of local government is far 

from straightforward. Local government from straightforward. Local government from straightforward. Local government 

organisations must juggle fiscal, geograph-

ical, and demographic challenges while at 

the same time addressing the demands of 

their many political, regulatory, citizen, their many political, regulatory, citizen, their many political, regulatory, citizen, 

and business stakeholders.” 

She added that in an era where “doing 

more with less was now the new normal”, 

finance professionals were taking the lead 

on transformational change. 

Read the report at www.Read the report at www.

.   ■





We are committed to driving up the value 

of your membership. 

Constantly investing in the future of the 

profession and bringing you tomorrow’s 

resources, tools and insights to help  

you stand out from the crowd.

Get to know your benefits, go to  

www.cimaglobal.com/yourbenefits

New benefits for CIMA 
members are being 
added all the time.

© 2018 Association of International Certified Professional Accountants. All rights reserved. CIMA and The Chartered Institute of Management Accounts are trademarks of The Chartered Institute of Management Accountants and are registered in 
the United Kingdom and other countries. The Globe Design is a trademark owned by the Association of International Certified Professional Accountants and licensed to CIMA. 1802-643
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Driving FMCG growth in developing Asian economies
By Shilpa Pai Mizar

Page 12

As the Chinese and Indian markets for fast-moving consumer goods (FMCG) mature, 

companies are now looking to the developing Asian economies for growth opportuni-

ties. As economies such as the Philippines, Vietnam, and Indonesia mature, FMCG 

companies will need to accurately assess the demands in the different markets, nurture 

supply chain relationships, invest for long-term growth, and pay close attention to local 

market characteristics. However, some local companies in these developing markets 

are also becoming international players and are driving fierce competition. Finance 

departments will need to set clear governance frameworks as the Asian FMCG market 

continues to expand rapidly. 

Know when the case for a corporate jet has wings
By Lou Carlozo

Page 16

For companies that log a lot of airline miles or operate a long distance from sizeable 

airports, a corporate jet may be something to consider. A private plane can add 

efficiencies that bring savings. But the costs — including a hangar and pilots, as well as 

tax implications — can be more than you think. Finance departments should consider 

all options, including jet cards and co-ownership, before climbing into the cockpit.

7 ways companies misuse their accounting systems
By J. Carlton Collins, CPA

Page 20

Purchasing the right accounting system is only the first step for a company in 

improving its processes. If the system isn’t implemented or operated properly, there’s a 

chance the investment won’t yield the anticipated results. It’s important for employees 

to be unified in their support for the system, and for them to be trained to take full 

advantage of all of the system’s features. Keeping the system up-to-date also is 

important for security, accuracy, and continued ease of use.

How not to make a mess with VLOOKUP
By Liam Bastick, FCMA, CGMA 

Page 24

VLOOKUP is an oft-used function for finding data in a table or list, but it’s also easy to 

make a mistake when using it. Get a refresher on the function and the common 

missteps that can arise when working with it. 
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The perils of collecting children’s data 
By Sarah Ovaska-Few 

Page 28

While many businesses widely collect data on their customers and users, companies 

must be more diligent when those patrons are minors. The various privacy laws 

around the world are more stringent and the risk of reputational damage higher 

when it comes to dealing with children. Companies should focus on transparency 

and weigh the risks and rewards before moving forward. 

Benefiting from a financially healthy workforce 
By Andrew Kenney

Page 32 

Workers worried about paying bills or about saving enough for retirement can be 

distracted by such financial stress. Surveys around the world show that concern 

about financial matters is rising among the global workforce. Ultimately, the choices 

involving savings are up to the employee, but companies can nudge workers towards 

better financial health. This can increase worker productivity and engagement. In 

addition to automatic contributions to a retirement or pension plan, companies offer 

education on how to handle monthly bill payments or credit card debt. They also 

educate staff on the importance of starting early and increasing contributions as part 

of a robust retirement savings plan.

The drivers of ethical culture
By Michael Pollitt 

Page 40

Assessing the strength of drivers that underpin responsible decision-making can 

help employers mitigate reputational and financial risks. Measuring culture is one 

important part of this, as many organisations emphasise culture as a core value. Yet, 

the same organisations have a hard time assessing culture, even as investors and 

other stakeholders seek information on culture indicators. The drivers of sound 

decision-making include treating employees, customers, and suppliers fairly, and 

having strong backing from the C-suite regarding ethics.

How to manage for ethics
By Andrew Kenney 

Page 44

A person’s ethics are not constant. Research has shown ethical standards to be 

malleable based on situation, workload, and even time of day, as people reach a state 

of “ego depletion”. An organisation’s culture, and the behaviour modelled by leaders, 

can shape ethical standards for employees. In other words, it is important to 

recognise that ethics can be managed, instead of assuming that good people will 

always do the right thing and that bad apples will get weeded out. Emphasising 

ethical frameworks is a strong start, as is being alert to some of the symptoms that 

have been shown to lead to ethical lapses.
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Striking
the right

chord
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heng’an County in 

China’s Guizhou 

province has become a 

guitar manufacturing 

hub, home to guitar 

companies and 

supporting businesses with a 

combined annual production 

capacity of 5 million guitars. 



Do you wonder about the best way 
to build your personal brand? Are 
you hoping to assume a leadership 
role but unsure about how to 
become a better leader? Listen to 
insights from a global collection of 
finance leaders and other experts 
in the FM magazine podcast.

P O D C A S T S

Stream episodes at  
fm-magazine.com/podcast  
or subscribe on iTunes or 
Google Play.



THE FUTURE  OF FINANCIAL PROCESS GOVERNANCE
How to Leverage Data Automation for 

Exceptional Performance and Oversight

eBOOK

Download The Future of Financial Process 
Governance for guidance on how to move 
ahead and implement better practices now. 

Download your eBook at acl.com/future »

WHAT DOES THE WORLD OF 
A PROGRESSIVE FINANCE 

TEAM LOOK LIKE?

Control activities  
are optimized

Dashboards  viewable  
on any device

 

Clear visibility into  
risk and control activities

Up-to-minute status  
of risks and controls

Automated analytics  
flag areas of concern 

Insight into worsening trends around 
control and compliance issues

Does this sound like a world your team would like to get to in the future?  

ACL’s governance technology powered by data automation can help you get there.




